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Advertising Age 


Entered as second-class mattér Jan. 


BAB Reports 
on TV Station 
Time Charges 


Few AM Rate Practices 
Followed; 75 Stations 
Covered in Survey 


New YorK—As a first step in 
the preparation of a uniform rate 
card format for submission to the 
television industry, the Broadcast 
Advertising Bureau has completed 
an analysis of prevailing rate prac- 
tices throughout the industry. 

The study was made to serve as 
a working tool for the television 
standardization group, a National 
Association of Broadcasters’ sub- 
committee, which has the assign- 
ment of arriving at ways and 
means of simplifying the problem 
of TV time buying for advertisers 
and agencies. 

Rate practices of the 75 video 
stations on the air as of July 1 
were covered. 


s Carryover from radio precedents 
has given television some mea- 
sure of uniformity. Approximately 
93% of the video outlets charged 
60% of the basic rate for a half- 
hour. The remainder ranged from 
1234% to 58 8/10%. 

Generally accepted is  radio’s 
40% for a quarter-hour segment, 
with more than 93% of the sta- 
tions listing this figure. Variations 
vere mostly in excess of 40%. 

Below the 15-minute level, ra- 
lio’'s practices have been pretty 
vell ignored. More than half the 
TV stations use 25% of the hour 
tate; radio’s accepted figure is 
20%. Television’s charges for five 
minutes range from 36.4% to 
18.3%. The average rate is 24.4%. 

Most of the stations publish at 
least one program time length be- 
tween an hour and half-hour. Forty 
minutes was listed on nearly half 
the cards, and one-fourth of them 
included the 45-minute time seg- 
ment. For each of these time 
breakdowns the prevailing per- 
centage was 80%. 


8 Practically all stations quoted 
a 20-minute rate, with 50% of the 
basic hourly rate as the usual 
charge. Half the stations had a 10- 
mnute rate of 35%. Variations 
Were from 45.5% to 28.5%. 

charges for one-minute an- 
houncements are so divergent that 
no accurate conclusions can be 
driwn. Average for Class A time 
fo: film announcements on all 75 
stetions is 16.2%. Different chain 
br-ak rates apply on 17 of the sta- 
tcas. Most of the remainder 
chirge the one-minute rate for 
sh orter times. 

‘wenty-nine stations had three 
ine classifications, 27 had two, 
ad 19 had one. Of the stations 
wth three time classes—most of 
“ch are in the older TV markets 
— ) charge 75% of Class A rate 
{o B time. Class B time on the 
ors is from 50 to 90.9% of the 
Clocs A rate. 

\iost frequent percentage for 

(Continued on Page 112) 
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WHAT IS THE TRUTH 
about Coffee? 


© Wil coffee prices go sill higher? 

© Is there “Ae awful bor of cofice io Brami”” 

© ls anyone “ profteenng® «a coflce/ 

© You are unhappy shout high coffee prices... an 
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MANOR HOUSE COFFEE 


“The flaver's toe goed t min!” 


THE TRUTH—W. F. McLaughlin & Co., dis- 
tributor of Manor House coffee, last week 
ran this 1,500-line ad in newspapers in 
more than 15 major midwestern markets 
explaining why coffee prices have risen 
about 30% in the past month. Earle 
Ludgin & Co. handles the McLaughlin 
account. (Story on Page 4.) 


Anderson Hits 
Druggist Views 
on Fair Trade 


New YorK—Cleavage in the 
ranks of fair trade forces was high- 
lighted here last week as the pres- 
ident of the American Fair Trade 
Council, John W. Anderson, pres- 
ident of Anderson Co., Gary, Ind., 
specifically declined to support the 
view that fair trade’s purpose is to 
protect the little dealer from big- 
ger ones. 

“Any idea that the public could 
or should be interested in subsi- 
dizing a wasteful and inefficient 
small retailer, by paying him an 
excessive price for a product, re- 
flects only a sadly diluted brand 
of wishful thinking,” Mr. Ander- 
son charged. 

He attributed to retail associa- 
tions the scare technique of fright- 
ening retailers, saying that asso- 
ciations, “particularly in the drug 
field,” have found that the tech- 
nique that gets the most money and 
the largest membership the fastest 

(Continued on Page 109) 


Copywriter 
stymied by client. 
See ‘Voice,’ Page 80. 
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NAB Board Votes 
to Keep Control 
Over Ad Bureau 


Denies ‘50 Budget Hike; 
Puts BMB on ‘Pay As 
You Go’ Stock Basis 


WASHINGTON—Directors of the 
National Association of Broadcast- 
ers, meeting in a retrenching mood, 
voted last week to keep a firm 
hand on the Broadcast Advertis- 
ing Bureau, and to put the Broad- 
cast Measurement Bureau on a 
self-sustaining basis. 

The directors refused to grant 
any of the $200,000 in budget in- 
creases sought by NAB’s depart- 
ments for 1950, but agreed to re- 
consider budget problems in Feb- 
ruary. The 12.5% dues “discount,” 
voted in July following a drastic 
streamlining, continues. 

The 25-man board moved for 
peace in the ranks of broadcasters 
by voting to invite the FM As- 
sociation to merge with NAB. Me- 
chanics of the proposed merger 
remained under wraps. However, 
it was known that NAB’s structure 
committee met privately with FMA 
representatives about 10 days ago. 


ws The board reversed a decision 
made in April which would have 
established BAB as an independent 
operation. Besides voting to keep 
BAB as a department of NAB, the 
board abolished the five-man BAB 
board committee and instructed 
BAB Director Maurice Mitchell to 
report directly to the board in the 
future. 

At the board’s request, Mr. 
Mitchell appeared Thursday for an 
all-day session on BAB financing 
and activity. BAB had operated 
with a budget of less than $150,- 
000 since April; Mr. Mitchell re- 

(Continued on Page 112) 
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Dentifrice Preference 


AA Shopping Spree in 11 Cities Shows Tooth Cleaners 
Are Bought, Not Sold; Preselling Holds the Key 


Cuicaco—If you make a dentifrice and want any of it to move across 
the nation’s retail counters, you’ve got to get the public to ask for it by 
name, because no retail sales clerk will do a selling job for you. 

That is the most startling fact which developed from a dentifrice 
buying spree indulged in by ADVERTISING AGE writers last week. 


Former Users of 
Network Radio 
Turn to Spots 


New YorkK—Many advertisers 
who have curtailed or discontinued 
their network AM schedules in re- 
cent months, some of them pre- 
ferring to become telecast sponsors, 
have turned to spot broadcasting 
as a means of keeping their sales 
message before the radio public. 

Ford Dealers, out of coast-to- 
coast radio since Fred Allen’s “re- 
tirement” last spring, kicked off a 
concerted announcement drive for 
the 1950 Ford line on Nov. 13 (see 
story on Page 111). 

This campaign—with several 
hundred stations being cleared 
through three J. Walter Thompson 
Co. offices—will break in various 
markets as the new cars reach the 
show rooms. Use of AM spots to 
publicize the new line is an annual 
practice of the automobile maker. 


a Ford Dealers soon will join the 
ranks of ex-radio network adver- 
tisers who have returned to the 
air as backers of a video show. Kay 
Kyser’s “Kollege of Musical 
Knowledge” will be televised over 
NBC under sponsorship of Ford 
(Continued on Page 4) 


Last Minute News Flashes 
Army, Air Force Deadlocked on Agency Choice 


WASHINGTON—The Secretaries of the Army and Air Force were re- 
ported at loggerheads after an all-day meeting Thursday on the se- 
lection of an agency to take over recruiting campaigns currently han- 
dled by Gardner Advertising Co., whose assignment is supposed to end 
by Dec. 31. Secretary of the Army Gordon Gray is said to favor Grant 
Advertising, Chicago. Air Secretary W. Stuart Symington is said to be 
for Geyer, Newell & Ganger, New York. Mr. Symington is said to be 
willing to split the business, but Secretary Gray is said to be holding 
out for a single agency. Selection of a successor to Gardner was vested 
with the two Secretaries following a recommendation from the Per- 
sonnel Policy Board, top level defense unit, that the services continue 
to use an agency for recruiting advertising. 


Ramsey to Handle New ‘Hi-C’ Ad Campaign 


Cuicaco—Juice Industries Inc., which earlier this month launched 
its first national magazine advertising of Hi-C canned orange-ade 
through Maxon Inc., has appointed L. W. Ramsey Co. here to direct 
an extensive campaign for Hi-C and other juice products. Ramsey has 
been handling advertising of Sun-Filled concentrated orange juice, 


another Juice Industries item. 


NBP Reelects Officers, Adds Fourth Director 


New YorK—National Business Publications, at its annual meeting 
here last week, reelected all officers and the three directors whose 
terms expired. A fourth directorship was won by Mrs. E. K. Coombes, 
Mechanization Inc., Washington, who succeeds Roy Fellom, Fellom 
Publishing Co., San Francisco, on the board. NBP has 58 publisher 
members, representing 88 publications. 

(Additional News Flashes on Page 113) 
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In an effort to find out what 
brands of dentifrice have retail 
push behind them, and how the 
ammoniated brands are doing in 
comparison with the old standbys, 
ADVERTISING AGE had each of 11 
resident correspondents in 11 cities 
scattered over the country go into 
ten drug stores to make a denti- 
frice purchase. 


= But instead of asking for a 
brand, they were instructed to tell 
the clerk that they didn’t know 
what brand they wanted, then to 
see what happened, and to ulti- 
mately buy whichever brand the 
clerk sold them. 

In the course of the conversa- 
tion, they were instructed to bring 
up the question, if the clerk didn’t, 
“What about this ammoniated 
stuff?” 

The study was made in New 


York, Philadelphia, Washington, 
Cleveland, Cincinnati, Chicago, 
Minneapolis-St. Paul, St. Louis, 


Dallas, Los Angeles and Seattle. 


a The results: 

Not more than half a dozen 
clerks among the 110 con- 
tacted came up, quickly and 
positively, with a “favorite” 
brand. Instead, they threw the 
choice back into the laps of 
the customers. 

Although ammoniated pro- 
ducts were scarcely mentioned 
by the clerks on the shopper’s 
initial invitation to suggest a 
brand, the customers’ dragging 
the subject into the conversa- 
tion resulted ultimately in the 
purchase of 99 ammoniated 
products and only 11 non-am- 
moniated ones. But in most in- 
stances the ammoniated pro- 
ducts were offered by the 
clerk as something “‘new,” and 
“worth trying if you don’t 
know what you want.” 

The detailed record of brands 
purchased is shown in the table on 
Page 96. 


s Comments from the AA “shop- 
pers” in the 11 widely scattered 
(Continued on Page 96) 


Outdoor 


Beginning on Page 33 of 
this issue and continuing to 
Page 78, ADVERTISING AGE 
presents a special editorial 
section devoted to outdoor 
advertising, with particular 
emphasis on new develop- 
ments in the field, case his- 
tories of successful users of 
the medium, and a host of 
pictorial examples of outdoor 
advertising art and copy. 
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FTC Reverses Self, 
Drops Hair Remover 
Advertising Charges 


WASHINGTON—In one of its rare 
changes of heart, the Federal Trade 
Commission on Thursday voted to 
dismiss a cease and desist order it 
had issued against the advertising 
of Imra, a hair remover marketed 
by Astra Cosmetics, Bloomfield, 
N. J. 

On May 26, 1948, FTC ruled that 
Imra might irritate the skin. But 
the commission said Thursday that 
a review of the case indicates the 
product is “reasonably and com- 
paratively safe,” when used ac- 


cording to directions. 
The commission confessed that 


its original order was based “al-' 


most wholly upon the testimony of 
witnesses who used said product 
and who are not qualified, either 
by training or experience, to pro- 
perly determine the cause of their 
stated injuries.” 

Aside from the fact that FTC 
confessed its own error, the re- 
versal is notable as the last to be 
written by Commissioner Garland 
Ferguson, who returned to private 
practice Tuesday after 22 years on 
FTC. 

His successor, former Senator 
James M. Mead of Buffalo, took 
his oath of office from Supreme 
Court Justice Robert H. Jackson 
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Wednesday. 

The case is also one of the first 
in which Commissioner John Car- 
son has participated. 


KSTP-TV Increases Rates 


KSTP-TYV, St. Paul-Minneapolis, 
will increase its rates to a one- 
time one-hour Class A base rate 
of $325, effective Dec. 1. The in- 
creased rate was originally sched- 
uled for Nov. 1 but because of de- 
lays in printing the new rate card 
the effective date was moved up 
to Dec. 1. 


Starts Tobacco Pouch Drive 


Rogers Imports, New York, 
maker of tobacco pouches, has 
launched a campaign in national 
magazines with copy headlines 
reading: “Isn’t it time for a new 
tobacco pouch?” Kleppner Co., 
New York, is handling the account. 


‘Quick’ Names Reiss 


Jack Reiss, formerly New York 
advertising manager of Life and 
with Time Inc. for 18 years, has 
been named advertising director 
of Quick, New York. 


“Ready at telephones! The Des Moines Sunday Register 
hits lowa doorsteps in 5 minutes!”’ 


There’s a familiar ring here for Des Moines Sunday Regis- 


ter advertisers! 


Here’s why big things happen: Every Sunday over 500,000 
ready-to-buy Iowa families sit down with the Des Moines 
Sunday Register. That’s 70% of a// lowa families. That's 


complete domination (50% to 


100%) in 82 of Iowa’s 99 


counties (at least 25% in the rest!). 

Iowa is a supermarket! Urban lowa tops San Francisco! 
It's the world’s biggest and best state farm market! Total: 
5 billion per year! No wonder the Des Moines Sunday 
Register is one of America’s first seven Sunday newspapers 


in general advertising linage! 


PACKAGES A STATEWIDE URBAN 


Get into this picture—for a milline rate of only $1.66 in 
the Des Moines Sunday Register. 


THE DES MOINES REGISTER ann TRIBUNE 


ABC Circulation March 31, 1949: 
Daily, 368,165—Sunday, 513,001 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


New Equipment 
Helps Printers, 
Henry Declares 


Composing Rooms Must 
Produce More, However, 
PIA Members Advised 


Los ANGELES—Rising costs of 
labor have stimulated an interest 
in printing technology beyond any- 
thing “we have seen in our life- 
time,” Thomas T. Henry Jr., re- 
tiring president of Printing Indus- 
try of America’s union employers 
section, declared here last week. 

Addressing PIA’s annual meet- 
ing, Mr. Henry said printing em- 
ployers now are making larger 
capital investments in equipment 
in order to offset higher manpower 
costs. Noting that this reequipping 
has not resulted in any loss of em- 
ployment, he called upon labor and 
management to make “zealous ef- 
forts” to further improve efficiency 
and increase production. 

Discussing the increasing num- 
ber of incentive systems in non- 
union shops, he said that “inevi- 
tably incentive and other programs 
for increased productivity will be 
forced upon the union shops, which 
must meet both the competition of 
non-union shops and the demands 
of customers.” 


ws Greater production, at a lower 
cost, is most needed in the com- 
posing room, he said. As a result of 
meetings with the - International 
Typographical Union, he added, 
ITU has recognized the need for 
greater efficiency and has offered 
to cooperate on either a local or 
national level. 

While productivity of many 
plants has been increased up to 
60% by the addition of new equip- 
ment, Mr. Henry said, “these in- 
creases have not been obtained in 
the composing room where the 
factor of labor cost is higher and 
where, it is worth noting, the re- 
sistance of buyers’ and the pres- 
sure of competitive processes is 
most insistent.” 


w PIA’s executive committee op- 
poses pension systems as a burden 
upon individual enterprise, Mr. 
Henry declared, adding that it be- 


lieves pensions are a public re 


sponsibility to be covered by Sou 


cial Security and do not prope: lw 


fall within the province of collec 


tive bargaining. The committee 


viewpoint was endorsed later by 4 
convention resolution. 

Woodruff Randolph, ITU prei- 
dent, however, urged that sone 
system of pensions be worked cut 
on a national level. They would 


not be non-contributory, he ex-Bj 


plained, because the ITU has had 
its own pension plan for more than 
40 years. 


s Earlier, convention-goers heard 
PIA’s retiring president, Car! 
E. Dunnagan, declare that budgets 
for advertising and sales must be 
larger if the national economy is 
to be expanded, or even main- 
tained (AA, Nov. 14). 

Allerton H. Jeffries, Jeffries 
Banknote Co., Los Angeles, was 
elected president to succeed Mr 
Dunnagan. Other new officers in- 
clude: Vice-president and chair- 
man, Robert H. Caffee, Robert G. 
Johnston Co., Pittsburgh; presi- 
dent, union employers section 
Reuel Harmon, Webb Publishing 
Co., St. Paul; and president, master 
printers section, James J. Rudisill, 
Rudisill & Co., Lancaster, Pa. 


K&E Promotes Three 
to Vice-Presidents 

Hal Davis, publicity director of 
Kenyon & Eckhardt, New York, 
has been promoted to vice-presi- 
dent. He has been with the agen- 
cy for four years. Other promotions 


Robert Wolfe Hal Davis 
include that of Robert D. Wolfe, 
manager of the agency’s Holly- 
wood office, to vice-president; and 
Donald C. Miller, manager of the 
Detroit office, also to vice-presi- 
dent. 

Mr. Wolfe will continue to make 
his headquarters in Hollywood, and 
Mr. Miller stays on in Detroit. 


WSAI Names McNerney 


F. X. McNerney has been named 
to the sales staff of Station WSAI, 
Cincinnati. 


43 Years Old 


The complete format redesign and 
expansion of editorial services in 
Traffic World, developed and put into 
practice the past two years, has been 
tested and proven as far as the 40,000 
transportation men who read Traffic 
World each week are concerned. 

These changes were guided and 
governed by careful editorial research 
conducted before and after and which 
is still being conducted by the Eastman 
Research Organization, as a continu- 
ing preview and review of Traffic 
World's readership. 

So, if there is such a thing as a new 


43 year old publication, Traffic World 
is it. 

This in itself does not justify inclu- 
sion of Traffic World on advertising 
schedules, but coupled with the fact 
that Traffic World readers are active 
and consistent buyers of equipment, 
supplies, and services in transporta- 
tion, distribution, and shipping will 
justify Traffic World’s place on your 
schedule. 


Let us give you the latest market 
facts and recent copies of the publica- 
tion. No obligation, of course. 


CHICAGO NEW 
418 S. Market St. 


Wabash 2-2882 


122 E. 42nd St. 
Oregon 9-3188 


YORK WASHINGTON, D. C. 
815 Washington Bidg. 


Sterling 7325 
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ed Mr General Mills’ Bisquick and 26 grocery 4 
cers in- chains and department stores received “Results from our full page advertise- 
chair- strong tie-ins in the latest of Lake Shore ment (above) in the Chicago Tribune on 
bert G. Honey’s newsprint color pages placed in Sunday, Sept. 25, were excellent and 
presi- Pe the Chicago Daily Tribune Oct. 27. In beyond our expectations,’’ reported Louis 
section 1 oo addition to featuring the firm’s “honey- T. Brody, pres., Joseph Brody & Bros., 
slishing fe comb ety. a new stop-and-go pouring Inc. “Seventy-three of our accounts ran 
/ : : P . 3 : spout wit nger tip controls, the page tie-in ads. One local store had 40 calls for 
master For his arrested motion shot 4 _——_ nee, See, ~ ee of a included a plug for Lake Shore honey- Sycamore coats the day after the ad ran. 
tudisill, double play in a game between the Cubs an illies, icago Tribune sta Photog mellowed prune juice. Placed by Mitchell- This was our first attempt at this sort of 
1. Chester Gabrysiak (inset) copped the sweepstakes award in the 1949 Illinois Asso- Faust, Lake Shore’s Chicago newspaper promotion. Judging by the results, we 
a ow tea contest. Three other Chicago Tribune photogs also won awards promotion appears exclusively in the will continue using the Chicago Tribune 
= Es Coe Chicago Tribune. as a major part of our advertising pro- 


ctor of 
York, 
= presi- 


notions 


eee ee ee nnn 
er | 
DEAN'S MILE _ Oil paintings of rural 
' scenes with a nostalgic 
with its incomparable flavor dominate the full 
» Country Charm color campaign placed 


It v as “Salute to Suppliers” day Oct. 23 when the Royal Blue Stores invited members 
of (© food industry to a warehouse-warming party. On hand to greet the guests were 
(lt. W. HL Hattendorf, Chicago Tribune gen. adv. staff; Dom Bay, adv. mgr., Royal 
Blu Stores, Inc.; Saul L. Pohn, president of the company; and Stanley J. Lipinski, 

moune gen, adv. staff. With some 1,000 outlets, the Royal Blue voluntary chain food 
sto: s place far more of their advertising in the Tribune than in all other Chicago 
Newspapers combined. 


OR GREATER SALES IN CHICAGO, 


se FOODS, FASHIONS, PHOTOGS, APPLIANCES, 
AND A BOOK ON BIRD DOGS MAKE NEWS 


7 ce. +, by Dean’s Milk in the 
low in Y tCononty song yo section of 
/ the icago Sunday 
“%y gallo Carton Tribune. The double 
spread (left) of Oct. 30 
7 featured the firm’s new 
“= half gallon economy milk 
“~~ carton and ice cream. 
More of Dean’s Chicago 
newspaper promotion 
budget is placed in the 
Chicago Tribune than in 
all other Chicago news- 
papers combined. 


gram.’’ Kuttner and Kuttner is the 
agency. 


i 
* 
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From a two-room shop on an upper floor in a skyscraper to their own six-story establish- 


ment, just remode!ed at a cost of $1,000,000—that’s a capsule account of Lane Bryant's 
success in the Chicago fashion field. Sharing the spotlight at the re-opening ceremonies 


PRICES ARE DOWN 
VALUES UP 


Terminal Furniture 


Why Pay More? 


VHEN YOU CAN GET 
NATIONALLY ADVERTISED 
LINES SUCH AS KOEHLER 
| Pullman, Gulistan, Admiral 

MAYTAG, FRIGIDAIRE AND 
MANY OTHER FAMOUS MAKES 
ct these amazing 
| « low prices 
|$100 BEDROOM SETS...... 
$} 


§39DINETTE SETS..........$35 
ALL THIS AND 
LIBERAL TRADE-INS PLUS 
CASH OR EASY TERMS 
THIS WEEK'S SPECIALTY 


OIL HEATERS ....$29 


Special Bureau for Veterans, 
See Mr nsen 


THESE BARGAIN NUMBERS 
775 W. JACKSON 


TERMINAL 


FURNITURE WAREHOUSE 


With classified ads such as 
the above, the Terminal 
Furniture Co., Chicago, has 
built an annual appliance 
volume of $500,000. ‘‘We 
are so sold on the Chicago 
Tribune that we spend 85% 
of our advertising dollar 
with the Tribune,’’ said 
Edward Hansen, store mgr. 


ADVERTISE 


Oct. 24 were (I. to r.) Raphael Malsin, president, Lane Bryant, Inc.; 
Peter J. Wessel, Chicago gen. mgr.; Fran Allison, radio and TV celebrity; 
Chicago’s Mayor Kennelly and Emanuel Winkelman, Lane Bryant’s 
gen. mgr. Since 1916, Lane Bryant has used more than 2,450,000 lines of 
advertising in the Chicago Tribune, which now receives a larger propor- 
tion of the firm’s promotion budget than any other Chicago newspaper. 


: Ss” a = 
Bob Becker, Chicago Tribune outdoors editor, on Oct. 13 wrote a piece 
about a new handbook entitled “‘Bird Dogs in Sport and Conservation,”’ 
published by the Illinois Natural History Survey, Urbana, Ill. “In the 
first five days we sent out over 600 copies and since then approximately 
50,”” wrote Harlow B. Mills, chief of the survey division. “‘Requests 
came from Kentucky, Indiana, Michigan, Ohio, Wisconsin, Iowa and 
Missouri. I think practically all of these can be traced to your story.” 


IN THE CHICAGO TRIBUNE 
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Coffee Interests 
Differ on Whether 
Shortage Exists 


(Picture on Page 1) 

New York—The Pan American 
Coffee Bureau broke a 1,500-line, 
single-shot ad in 13 newspapers 
Nov. 18, blaming the prevailing 
coffee prices on bad weather. 

Headlined “Pan American Coffee 
Bureau brings you the facts behind 
present coffee prices,” the all- 
type ad said flatly that the sudden 
rise in the price of coffee can be 
“explained in just two words, ‘bad 
weather.,’”’ 

The copy, placed through Fed- 


Wo PRODUCES ier JOHNSTONE end CUSHING | 


eral Advertising Agency, ran 
Boston, Chicago, Houston, Los An- 
geles, Minneapolis, New Orleans, 
New York, Philadelphia, San Fran- 
cisco, St. Louis and Washington. 
The copy indicates that con- 
sumption of coffee this year is out- 
stripping production (reserves 


from other years make up the dif-| 


ference). Nowhere does the ad say 
that no shortage exists. 


s This underlines a disagreement 
in the industry. The PACB is com- 
posed of representatives of coffee- 
growing countries. On the other 
hand, the National Coffee Asso- 
ciation, composed of brokers, roast- 
ers and marketing companies, has 
issued statements that rising prices 
are fantastic and that the shortage 
is synthetic. 

W. F. McLaughlin & Co., Chi- 


cago, maker of Manor House cof- | 


in | 


and that higher prices are caused 
by speculators, not grocers or mar- 
keters. Earle Ludgin & Co. placed 
the ads. 

However, as far as AA was able 
to determine, no other coffee roast- 
ers had any immediate plans for 
running similar ads. 

The coffee marketing industry, 
of course, is principally a local 
business. Aside from such names 
as Maxwell House, Chase & San- 
born, and chain store brands which 
are sold nationally, plus a few 
other brands such as Hills Bros. 
and Folger’s, which are almost na- 
tional, most of the roasters market 
their products on a local or re- 
gional basis. 


GM Unit to Campbell-Ewald 
Campbell-Ewald Co. has been 

named to direct the advertising of 

the Rochester Products division of 


fee, ran 1,500-line newspaper ads| General Motors Corp., Rochester, 


in 15 midwestern cities last week 
to say that, although coffee pro- 
duction is lower because of bad 


Y. The division makes car- 
buretors, fuel pumps, aircraft pres- 
sure controls, automobile locks and 
keys, and brazed and welded tub- 


weather, no serious shortage exists;|ing for automotive and other in- 


that consumption of coffee is up, | 


dustries. 


Former Users of 


Network Radio 
Turn to Spots 


(Continued from Page 1) 
Dealers starting Dec. 1 at 9 p.m., 
EST. 

Ford previously chose TV at the 
expense of AM this fall when the 
company decided to continue the 
“Ford Theater” (CBS) on video 
while permitting its “Radio The- 
ater” (CBS) to expire during the 
summer hiatus. Kenyon & Eck- 
hardt handles the hour-long tele- 
cast, one of the most expensive 
dramatic productions on Columbia. 


s Kellogg Co., which has not car- 
ried a national network radio show 
since it dropped “Breakfast in 
Hollywood” and Galen Drake 
about a year and a half ago, has 
two announcement campaigns run- 


‘Never mind the Tabu... just walk in, look intelligent and say, 


"Solid Cincinnati reads The Cincinnati Enqutrer’”’ 


OTHER STRATEGIC INFORMATION: 


@ The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


@ The Cincinnati Enquirer has the lowest milline rate in 


Cincinnati. 


@ The Cincinnati Enquirer carries more advertising linage 
than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 


ning. Approximately 75 mare; 
are being covered by All-Bra 
slightly more are being sched. |e 
through Kenyon & Eckhardt { 
Pep. Both drives have bee 
stepped up during the last 60 day 

The food manufacturer ij 
“Mother Knows Best” on Colum 
bia’s Pacific Coast network ny 
WCBS, New York. 

“Singing Lady,” featuring Ire 
Wicker, is Kellogg’s television at 
traction. This 30-minute prog) an 
is carried on 12 ABC stations, wit; 
Shredded Wheat and Corn Soy 
sharing the commercials. N. 
Ayer & Son handles the show. 


w General Electric Co, a (e 
months ago, decided to keep Fre; 
Waring on TV (CBS) and to dro, 
him on AM (NBC). At least iw 
divisions of GE showed up amon 
the leaders in dealer cooperatiy 
radio and video advertising ji 
Broadcast Advertising Bureau’ 
last study. 

Spots for Chase & Sanborn cof 
fee, Chase & Sanborn instant cof 
fee, Tender Leaf tea—all Standard 
Brands products—are being hear 
in all parts of the country. Comp 
ton Advertising is handling thes¢ 
extensive national drives. 

Just a few years ago Standar 
Brands was a leading networ 
sponsor, its star list including 
Fred Alien and Edgar Bergen 
among others. First Mr. Allen, the 
Mr. Bergen, as of last January 
were let go. In mid-summer “Oné 
Man’s Family” was dropped by thé 
advertiser. 


a Television, however, is not get 
ting any of this former radio bud 
get. Standard Brands, pioneer T\ 
user and sponsor of the first 60 
minute weekly telecast, “Hou! 
Glass” on NBC in 1945, moved t 
the sidelines a couple of years agi 
to watch the medium grow. 

Phileco Corp., which is out o 
nighttime network radio for thé 
first time in several years this sea 
son, has been running sporadid 
selective campaigns. 

Crosley Division of Avco Mfg 
Corp., sponsor of two network T\ 
shows, used a list of nearly 300 
stations to announce its $2,000,00 
contest for the fall line of appli 
ances. Benton & Bowles cleared th: 
time. Announcements are still be 
ing carried on about the sam 
number of stations, but on a co 
operative basis. 


s Despite a summer slump in spo! 
radio, station representatives ex 
pect the total figure for national 
selective radio’s gross to be \W 
about 5% over last year’s figure 
of approximately $99,000,000. In- 
creased expenditures by automo- 
bile manufacturers and their <eal- 
ers, now in the midst of heavy fall 
drives, reportedly will be re 
sponsible for the gain. 

Buick, Oldsmobile and Kaiser: 
Frazer dealers are using radi 
spots to drum up trade for ihé 
latest car models. 

Extra-length cigarets also 
been outstanding radio spot cus 
tomers this year. Sure to catch 11s 
teners on one station or ano Ne! 
are Embassy, Fatima, Cave ie! 
Life and Pall Mall. 


have 


FCC Holds Up License 
for World Wide Stations 


The Federal Communic: 
Commission announced Thu! 
that it is holding up renew.! © 
license for stations ownec » 
World Wide Broadcasting (¢ 
Scituate, Mass. Among the sta ! 
involved is WRUL, a short 
station which transmits prog 4 
for the State Department’s “ 0! 
of America.” 

FCC says it wants to 10% 
whether the company is ac 2! 
non-profit or non-commerc |! 
character; whether persons i: © 
trol have properly stated the ©)” 
vestments, and whether pro: ra 
have been made available i: ™ 
turn for monetary contril 110 
and such programs properl: 2 
nounced. 
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Never Underestimate the Power of a Woman! 
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Women have a compelling preference in magazines, too. More of them, month after month, buy Ladies’ 


Home Journal than any other magazine. caves’ Home 
ae J OURNAL The Magazine Women Believe In 
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Glenn Appoints Thompson 


James E. Thompson, who for 
the past 15 years has been adver- 
tising manager and sales promotion 
manager of the Fair, has joined 
Glenn Advertising, Fort Worth, 
where he will head a new depart- 
ment planned to help clients with 
localized selling and merchandise 
problems. 


General Photo to Kahn 


General Photo Products Co., 
Chatham, N. J., has named George 
N. Kahn Co., New York, to handle 
advertising in newspapers and 
magazines. The account was form- 
erly handled by Herbert Cohen on 
a free lance basis. Mr. Cohen has 
joined the Kahn agency to handle 
the account. 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented nationally — 


Inc 


by Burn-Smith Co 


Carter Asks Patent 
Office Registration 
for TV Characters 


WasHINGTON—Distinctive radio 
and television characters would be 
registered with the Patent Office 
under a definition of “service 
mark” offered last week by a 
prominent Washington law firm. 

If granted, the application would 
give Carter Publications Inc. ex- 
clusive rights to a number of hu- 
man and animal characters which 
are to be used to animate a series 
of TV programs called “See-Saw- 
Zoo.” 

According to Harry P. Warner of 
Segal, Smith & Hennessey, at- 
torneys for Carter, “service mark” 
provisions of the Lanham Trade- 
mark Law open the way for rec- 
ognition of program titles, char- 
acter names, unique calls and other 
special features of radio which 
long have been protected by the 
law of unfair competition. 

He added that the physical ap- 


pearance of characters appearing 
on a television broadcast should 
be protected to the same extent as 
pictures and portraits, without re- 
gard to the transitory nature of TV 
broadcasts. 


ws Radio and TV features which 
would qualify for registration as 
service marks, according to the ap- 
plication, would include: 

Programs: name of programs 
(“Duffy’s Tavern,” “Town Hall”); 
theme song or music (“Hit Par- 
ade,” “Happy Days Are Here 
Again”); slogans (“Call for Philip 
Morris’); and sound effects (tele- 
graph sound used by Walter Win- 
chell). 

Stations: call letters; slogans 
(WPIK, The Sunshine Station); 
network initials (NBC) and slo- 
gans (Yankee Network). 

Products and service identifica- 
tion: singing commercials (“Pepsi- 
Cola Hits the Spot”); and sound ef- 
fects (talking train used by Bro- 
mo-Seltzer). 

Characters and characteriza- 
tions: characters (The Lone Ran- 


ger), and characterizations (all 
distinctive characters on radio and 
television programs who may em- 
ploy distinctive voice, dialect, 
mannerisms or slogans). 


FC&B International 
Names 3 Merchandisers 


Foote, Cone & Belding Interna- 
tional Corp., New York, has ap- 
pointed Robert H. Russell, John 
McManemin and Wallace H. 
Goldsmith II as field merchandis- 
ing coordinators for Watchmakers 
of Switzerland. 

Mr. Russell, formerly with Les- 
ter Harrison Inc., will be in charge 
of activities in the western part of 
the country with headquarters in 
Los Angeles, and Mr. Goldsmith, 
previously with McCann-Erickson, 
will cover the Midwest with head- 
quarters in Chicago. Mr. McMane- 
min, formerly with Jewelry In- 
dustry Council, will work from 
New York City. 


Cabat-Gill Agency Moves 

Cabat-Gill Advertising Agency 
has moved its office from 87 E. 
Alameda St. to 194 N. Church St., 
Tucson. 
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' KENDRICK KIMBALL 
Outdoor Edi tor of 


outdoors 


The Detroit News 


MICHIGAN is a great state for outdoor 
sportsmen, second only to more-populous Califor- 
nia. In 1948, Michigan issued 1,108,510 resident 
licenses and 281,825 non-resident licenses for 
fishing . . . 819,406 licenses for hunting. This is 
the vast audience that Outdoor Editor Kendrick 
Kimball reaches through his interesting, news- 
filled Outdoor Pages daily in The Detroit News. 


If you have a story to tell the men in the wealthy 
Detroit market, you'll reach MORE men, MORE 
often, in the Outdoor Pages of The News—with the 
help of our able Kendrick Kimball. 


-|circulation headquarters 


Sweetsers Out 
at Esquire Inc.; 
Provost Named 


New YorK—David A. Smir 
publisher of Coronet, has resume 
the post of publisher of Esquire 
and is moving his headquar'e 
from Chicago to New York. ki 
replaces George 
T. Sweetser, who 
has just resigned 
as publisher of 
Esquire and vice- 
president in 
charge of sales of 
Esquire Inc., 
comprising Ap- 
parel Arts, Coro- 
net, and Esquire. 
Mr. Smart also 
replaces Mr. 
Sweetser as pub- 
lisher of Apparel Arts. 

Coincident with this change, 
Dan E. Provost, formerly of the 
New York Herald Tribune, has 
been named advertising manager 
of Esquire, replacing Jess W 
Sweetser, who has resigned his 
post of advertising director. 

John E. Shepard, formerly re- 
search director of Esquire Inc. 
now becomes assistant to the ad- 
vertising manager, and Arthur K 
Atkinson Jr., already assistant to 
the publisher of Coronet, now as- 
sumes the same title in connection 
with Esquire. 


Dan Provost 


ws The joint resignations of the 
Sweetser brothers from Esquire 
Inc, ends an association with the 
organization which saw both in im- 
portant posts. George T. Sweetser 
was eastern advertising manager 
for Esquire from 1937 to 1944, 
then left the organization to go 
with Abbott Kimball Co. He re- 
turned in June, 1947, as vice-pres- 
ident and director of sales for the 
three books of Esquire Inc. 

At about this time, Alfred R. 
Pastel, advertising director of Es- 
quire Inc., resigned his position. 
Somewhat later W. T. (Shorty) 
Long left the organization, after 
serving as advertising manager of 
Esquire in 1947. Mr. Long, now 
with Liquor Publications, was re- 
portedly the first salesman hired 
by Esquire and spent 14% years 
with the company. He was re- 
placed by Jess Sweetser as na- 
tional advertising manager of Es- 
quire (AA, Dec. 29, 47). George 
Sweetser was made publisher of 
Esquire five months later. 


ws The company reports that no 
further personnel changes or ad- 
ditions are expected in connection 
with any one of the three publica- 
tions. 

Mr. Smart’s moving to New York 
does not indicate any operatio 
changes. The organization 
continue to have its publishing a 
in Chi- 
cago, and handle its editorial, si ‘es 
and promotion activities from New 
York. 
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* ONLY ABC Toy Publicatic 
© 46 Years...the OLDES 


© Carries MORE ADVERTISI 
by More Individual 
Advertisers! 


AMERICA’S No. 1 Toy Publica 


_  McCREADY PUBLISHING CO- 


71 West 23rd St. New York 10, N. 
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mi INTENSIVE NATIONWIDE SURVEY AMONG READERS ~ 


=i OF FOUR LEADING WEEKLY MAGAZINES SHOWS : 
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_zy Readers return more often to : 


‘ _zy Readers believe that the Post 


rd is more reliable. : 


=| cay Readers pay more attention to 
sd T advertisin g in the Post. : 


r of 


| cae Readers have more confidence 
af in products advertised in 


the Post. 
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a Before you decide on advertising schedules, ask your nearest 


ee Post representative to show you “The Measure of a Magazine.” 


This absorbing new survey report examines the comparative 
effectiveness of Post, Life, Collier's and Look—shows the impact 
of each magazine on the minds of its readers. To be sure you're 


getting the most for your advertising dollar, be sure to see 
“The Measure of a Magazine”! 
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Ad World Pays 
Tribute to 12 
in Hall of Fame 


Hoover, Borton Among 
Those Honoring Alltime 
Greats at N. Y. Club 


New YorK—The advertising and 
publishing world paid tribute to 
ten business leaders who made im- 
portant contributions to the im- 
provement of advertising and the 
setting of higher standards for the 
industry with the dedication of 
the Advertising Hall of Fame at 
the Advertising Club here Mon- 
day. 

The Hall of Fame was established 
by the Advertising Federation of 
America and the Advertising Club 
of New York at a dinner featuring 


unveiling and dedication ceremon- 
ies. 

The Hall of Fame is marked by 
a bronze plaque in the Advertis- 
ing Club, and will, for the first 
year, bear the names of ten “im- 
mortals” selected by a committee 
of the federation and the club. 
All candidates for the Hall of Fame 
must have been deceased for at 
least two years. Two additional 
names may be added each year. 


ws The ten chosen this year are: 

Rollins C. Ayres, founder of the 
first advertising agency in Cali- 
fornia (1876-1937), and one of the 
founders and first president of the 
San Francisco Advertising Club in 
1903. 

Cyrus H. K. Curtis, founder of 
Curtis Publishing Co. (1850-1933), 
who was cited for his outstanding 
contributions to the development 
of magazines. 

Alfred W. Erickson (1876-1936), 
who founded his own agency in 
1903 and in 1930 merged it with 
the H. K. McCann Co. to form 
McCann-Erickson. He also was one 


of the founders of the American 
Association of Advertising Agen- 
cies and of the Audit Bureau of 
Circulations. 


ws William H. Johns (1868-1944), 
onetime head of Batten, Barton, 
Durstine & Osborn and first pres- 
ident of the Four A’s. 5 

Lewis B. Jones (1866-1934), ad- 
vertising manager of Eastman Ko- 
dak Co. and founder and president 
of the Association of National Ad- 
vertisers as well as of ABC. 

Theodore F. MacManus, copy- 
writer and agency executive (1872- 
1940), chairman of MacManus, 
John & Adams and intimately 
identified with automobile adver- 
tising for many years. 

Edwin T. Meredith (1876-1928), 
founder of the Meredith Publish- 
ing Co. and president of the As- 
sociated Advertising Clubs of the 
World, forerunner of the AFA. 

John Irving Romer (1869-1933), 
editor and publisher of Printers’ 
Ink. 

Walter A. Strong (1883-1931), 


HONORING HOOVER—At head table when New York Advertising Club honored 


Ex-President Herbert Hoover were Andrew 


J. Haire, president, Haire Publishing Co. 


and of New York Advertising Club; Mr. Hoover; Gilbert Hodges, chairman, 
executive committee, New York Sun; Walter D. Fuller, president, Curtis Publishing 


Co.; and George McMillan, vice-president, 


Bristol-Myers Co., and chairman of the 


board, Advertising Federation of America. 


publisher of the Chicago Daily 


News, secretary of ABC, a di- 


HOLIDAY . . . the most MASSive CLASS market in the world! 


rector of the American Newspaper 
Publishers’ Association and Asso- 
ciated Press, and chairman of the 
board of the International Adver- 
tising Association, which he aided 
into reorganizing as the AFA. 

John Wanamaker (1838-1922), 
Philadelphia merchant who pio- 
neered in the large use of news- 
paper advertising. 


w At the dedication ceremonies, 
former president Herbert Hoover 
was presented with the Bronze 
Plaque of Achievement of the Ad- 
vertising Club. Presentation of the 
plaque was made by Andrew J. 
Haire, president of Haire Publish- 
ing Co. and of the club. 

Mr. Hoover, in accepting the 
plaque, said advertising is a vital 
part of a free economic system. 

“T suggest,” he said, “that you 
have advanced or at least spread 
the arts. Without your subsidies 
to publications and the radio, the 
writers and artists would not have 
risen to the top layers of the cake. 
I do not mention the musicians as 
I get no impression of advancing 
civilization out of the singing com- 
mercial.” 

He also mildly criticized outdoor 
advertising, but expressed grati- 
tude that admen have not placed 
electric signboards in “those soli- 
tudes where fish alone can dwell.” 

Elon G. Borton, president of 
AFA, presided at the dinner, and 
Col. Gilbert T. Hodges, chairman 
of the executive committee of the 
New York Sun, acted as toastmast- 
er. 


ws In the principal address of the 
evening, Walter D. Fuller, pres- 
ident of Curtis Publishing Co., said 
that “Advertising is the surest way 
to bring prosperity to America and 
to the world, the most certain roid 
to true security and the real so- 
lution to the problems of alms! 
universal happiness.” 

“For 30 years, from 1900 to 19°), 


‘America experienced an almost 


unbroken buyers’ market,” he r°- 
called. “During that time the ra- 
tio of advertising expenditures 0 
national income was well over 3 

Now we have had nearly 20 ye 

of depression and sellers’ mar! 

experience behind us. In 1948 @' 
vertising investments were | 
2.2% of national income. In 1! +9 
they will probably be sligh' y 
lower. 

“This must be a matter of vi 'Y 
grave concern for us men of | !- 
vertising. It should be a matter ©! 
grave concern to Congress. It '5 
of grave concern to manufactur °S 
and to merchants. Regardless ©! 
increases in dollar expenditu ° 
we are running a full 1% ! 5 
advertising expenditure than ¥’e 
did during the first 30 years ©! 
this century and remember 1% 0! 
national income, my friends, is 0: © 
$2 billion.” 
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third quarter of 
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Companion 
~ history 


MEDIA HEAD IMPRESSED BY COMPANION GAIN... 


(tto Stadelman of 
Needham, Louis and Brorby 
hears of new 

Crculation high! 


Bill Sittig, COMPANION Chicago manager, has dra- 
matic proof of how editorial vitality has paid off. 
And his story has captured the attention (above ) 
of one of the top men in the agency business. 


Here it is: In the third quarter of 1949, the 
COMPANION had the largest average net paid 
circulation of any quarter in its history! 


Only an editorial policy which successfully 
meets the basic interests of American women to- 
day could produce such a constant rise in reader 
interest. 


All across the country media buyers have been 
learning that in the women’s service field the 
COMPANION is the magazine to watch! 


(COMPANION 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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Fanning, 


Election Polls and Marketing Research 


Dr. George Gallup, happy over the fact that his poll on the New 
York senatorial election came up with the correct winner, is re- 
ported to have said, after the election, that “after having eaten crow 
for the past year, we can now have pheasant.” 

While most gastronomical authorities will concede that pheasant 
is a more pleasant dish than crow, it is extremely doubtful if there 
is anything in the Gallup poll on the New York campaign which war- 
rants any change in the pollster’s diet. 

Using three techniques—area, quota and pin-point sampling—and 
exercising a laudable caution in its public pronouncements, Dr. Gal- 
lup’s poll indicated that Mr. Lehman would get 57% of the popular 
votes, as against 43% for Mr. Dulles. The actual results showed Leh- 
man with about 52% against Mr. Dulles’ 48%. 

The differential of 5% is considered statistically satisfactory, ac- 
cording to Robert Coursen, Gallup statistician, who asserts that it is 
now possible to forecast election results with a “reasonable degree 
of accuracy.” 

The chief difficulty in making political polls, Mr. Coursen is re- 
ported to have said, is that people hedge on their answers to simple 
questions. Democrats in a Republican area tend to give noncommittal 
answers, and vice versa. 

We fai! to see how the results of the New York election prove any- 
thing about election polling that was not previously known—that 
when there is a preponderant majority on one side or the other, ac- 
curate sampling (and keeping abreast of changes in public sentiment) 
will divulge the winner, but not necessarily the size of the vote, nor an 
accurate indication of pluralities. On the other hand, when there is a 
nearly even division of public sentiment, the pollster who attempts 
to put his finger on the winner is sticking his neck out, but good. 

From the standpoint of advertising and marketing, election polling 
still seems like an unnecessarily delicate and dangerous job for a 
tool whose usefulness may be blunted by improper use. 

An error of 5% in one direction or the other is seldom meaningful 
enough in marketing or advertising research to invalidate the useful- 
ness of the findings. In election polling, a much smaller error, in a 
tight race, sometimes results in findings which are 100% wrong. 

Thus, it still seems the better part of valor for advertising and mar- 
keting men who know research as a useful tool to disassociate them- 
selves from the trials and tribulations and experiments of election 
polling, which is indeed a horse of another color. 


Peddle Your Apples—or Butter 


It is amazing how much energy—and money, too—people will 
spend fighting against something, and how relatively little energy 
or money they are willing to expend in fighting for something. 

Witness the political scene, in which the Republicans apparently are 
still fighting against most things, instead of developing a program 
they can fight for. Witness the medical scene, in which the medical 
profession fought against changes for many years, and has now hap- 
pily developed voluntary hospital and medical insurance plans which 
it can fight for. Witness the railroads fighting against trucks and 
autos for so many years, instead of developing ideas in the transporta- 
tion field they could fight for. Witness the butter people fighting 
against margarine, instead of selling the fine product they have, at a 
price which wouldn’t force so many consumers into the hands of 
their competition. 

-In the long run, it is nonsensical to fight against competition, in 
the sense we mean. The result, frequently, is that the competition gets 
more advertising and more acclaim than it could achieve for itself. 

It’s always easier, better and more sensible to peddle your own 
apples—or butter—than to waste your time running down the other 
fellow’s stock. 
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What They're Saying 


Is Depression Possible? 

The greatest puzzle of this post- 
war world is... what is called the 
American business cycle. It is mys- 
terious especially to those experts, 
from Russian planners to Ameri- 
can business forecasters, who have 
a hard time understanding that the 
“Victorian” scheme of rhythmic 
ups and downs does not apply un- 
der conditions totally different 
from those before the age of the 
Four Freedoms—in a super-liquid 
economy geared to artificial full 
employment. 

In reality, the problem is not: 
why do we not have the long-ex- 
pected depression? The problem is: 
how is it possible under the pre- 
vailing circumstances that even 
such a minor interruption of the 
boom as that of the last 12 months 
has occurred? 

The recent “recovery” of the 
stock market throws the spotlight 
on this problem. It has happened 
in spite of history’s best-advertised 
“depression,” or “recession.” What 
is more, it happened in the face of 
very disquieting occurrences... 

The essential thing to visualize 
is the fact that a very mild reces- 
sion, with less than 4,000,000 un- 
employed, sufficed to drive this 
country into raising further the 
mountainous national debt. Ad- 
ministration and Congress, Dem- 
ocrats and Republicans, farm in- 
terests and business, labor organi- 
zations and all sorts of pressure 
groups are united in that one idea: 
that a depression must not be al- 
lowed to happen! 

Most certainly, it cannot happen 
as long as the printing press can 
be used without danger of explo- 
sion... 

It means, in effect, that wages 
have to rise above, and farm prices 
have to be maintained at or close 
to “parity.” That means, also, that 
profits cannot dry up, fluctuate as 
they may. 

—Melchior Palyi, consulting economist, 


Goodkind, Joice & Morgan, in No- 
vember GJ&M newsletter. 


U.S. Exporters Lead in 
4 South American Nations 

In spite of the varying conditions 
in the several countries I visited 
{Brazil, Paraguay, Bolivia and 
Perul, one thing was notably true 
|in each case. That was the predom- 
|inance of American products and 
the dominant position in the im- 


port trade held by American man- 
ufacturers. 

The United States continues this 
year, in each of the countries, to 


|enjoy the first position as a sup- 


plier of imported products, with 
almost as great a share of the total 
trade as immediately after the war, 
in spite of the increasing efforts 
of other producers in recent years. 

This year American products 
continue to lead by a large margin 


_all competition, without any sub- 


stantial change, even though the 
situation has shifted from one of 
world shortages to one of active 
competition for business. 

In fact, little evidence can be 
seen of any truly effective threat 
to United States trade in South 
America in most lines of manufac- 
tured goods; the only effective 
competition so far has been limited 
to a few specific products, usually 
on the basis of price or terms of 
payment... 

American sales, in my opinion, 
will be substantially larger a year 
from now in these countries... 


—Comment by Robert H. Johnston, 
publisher, American Exporter, on his 
return from a three-month trip in 
South America. 


Selling by Contractors 

There is nothing wrong with the 
electrical contracting industry but 
what good salesmanship will cor- 
rect. 

I am happy to report a growing 
consciousness of the need of sell- 
ing and attention to that activity. 
It is enhancing our prestige with 
our suppliers. As we do better, our 
prestige will rise. Ultimately, we 
will be their preferred custom- 
ORB... 

The electrical contractor can be 
the sales outlet of all material and 
equipment used in electrical in- 
stallations. Once the electrical con- 
tractor achieves that status, there 
will be no reason for a manufac- 
turer to maintain an expensive 
field sales organization. 

Look at the department stores. 
They are the dominant sales outlet 
for almost every kind of shelf 
goods ... Our job is to convince the 
supplier of electrical materials that 
we can outsell any sales organiza- 
tion that he has or can put in the 
field—and we can do it. 

—Robert W. McChesney, in speech to 


National Electrical Contractors As- 
sociation convention at Houston, 
Nov. 11. 
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Advertising Age, November 21, 194: 


Rough Proofs | 


Clint Frank, once a Yale all- 
American halfback, is a principa 
in a new Chicago advertisin; 
agency. It will be nice to have 
someone around who can be re- 
lied on to carry the ball for a firs’ 
down. 


“Anti-histamines all set to sto; 
nation’s sniffles,” headlines th« 
world’s greatest advertising jour- 
nal. 

Even though the American Med- 
ical Association says no substanc: 
now availiable can be relied on to 
prevent or cure colds. 


The Old Professor says he’s sure 
a lot of people are going to as- 
sume that 1950 marks the begin- 
ning of the second half of the 
twentieth century, instead of the 
last year of the first half. 


Only the real old-timers remem- 
ber how excited people were Jan. 
1, 1900, which they thought was 
the beginning of a new century, 
instead of the start of the last year 
of the old. 


Amalgamated Clothing Makers 
of America will spend $500,000 to 
promote the union label. 

Has anybody in the house ever 
tried to sell this worthy idea to 
John L. Lewis? 


“Sell, and stop worrying,” was 
the gist of the advice given the 
butter makers in convention as- 
sembled by Don S. Anderson, of 
the Department of Agriculture. 

Did he mean stop worrying 
about the margarine tax? 


Mr. Anderson pointed out that 
the Commodity Credit Corpora- 
tion, which holds_ 100,000,000 
pounds of butter, will do the 
worrying for the industry. 

The CCC doesn’t even worry 
about the egg or potato surplus. 


© 


Lee Archer thinks agency ex- 
ecutives waste too much time talk- 
ing to media representatives, and 
some of the media representative 
are inclined to agree with him. 


The National Association of Ice 
Industries sees a potential marke! 
of 11,000,000 tons of crushed an: 
cubed ice among picnickers an 
party givers. 

Beverage boosters ought to be 
willing to climb aboard this ic’ 
wagon. 


Jimmy Powers, the New Yor 
News sports editor, has di:- 
covered that sports jargon is ju’' 
as uninteiligibie 10 music and a 
fanatics as their conversation is 
him. 

Half the time outsiders cal 
even understand the simple la! 
guage of advertising men. 


“Public wants less spending 
the Psychological Corporati‘ 
finds, but with a congression 
election year coming up in 195, 
it’s the usual 8 to 5 they won't & 
it. 
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, 1949 


ae ge» ee ae Be. oak eee a Ris gee 1) ee een i ; i Tee ree: er 


FIRST IN PHILADELPHIA IN TOTAL ADVERTISING VOLUME 


Es. eee: 


In the first 1O months of 1949 


THE PHILADELPHIA INQUIRER 


~ PUBLISHED 
28,140,493 LINES 
OF ADVERTISING 


This is the greatest linage volume ever carried by any Philadelphia newspaper in 
a similar period in any year... and represents an increase of 1,485,858 lines over 


the first ten months of 1948...the largest gain of any Philadelphia newspaper. 


In October, 1949, THE INQUIRER published more than 3,400,000 lines... the largest 
month in the history of any Philadelphia newspaper. 


Source: Media Records 


Both THE In 
NQUIRER and 2nd 
Paper publish 7 a 
ays 


NOW IN 
ITS 16TH CONSECuTIye YEAR OF TOTAL 


ADVE 
RTISING LEADERSH ip IN PHILADELPHIA 


C he Philadelphia Inquirer 


.. See Francisco, j RGE S. Dix, Penobscot Bid 


* 448 S. Hin St., Los Angeles Be See, Woodwar 


Michigan 0578 
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Be Sure to Look at His Reeord 


TELEVISION is the newest and 


fastest growing industry in America 
today. It’s only since early 1948 that 
television set advertising really got 
under way. Yet in that short time this 
growing giant has picked Newsweek as 
one of its top salesmen in print. Here is 
Newsweek’s record for that brief but 
important 12-year period. 
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How 


Newsweek Ranks So High with the Television Industry 


Newsweek Acceptance 


Rank Among ALL Magazines by Pages of Television Advertising 


1948 —> 1949 


(First Six 
Months) 


New Yorker 

Sat. Eve. Post 
fe Growing Life 

N. Y. Times Mag. 
NEWSWEEK 
Nat’! Geographic 
Collier's 

Time 

U. S. News 


Better Homes 
& Gardens 


| graye SURVEY indicates that 42% of all TV 
sets are owned by families with incomes of 
$5,000 or more. These high-income families are 
among the first to buy sets in new TV areas—and own 
3/5 of all sets costing $515 and up.* 

Newsweek delivers more top-income families per 
advertising dollar, at the lowest cost per 1,000, than 
any other weekly, biweekly, or monthly magazine. 

The timeliness of Newsweek’s editorial content 
attracts moxe than 800,000 readers who are alert 


Sat. Eve. Post 
NEWSWEEK 
Nat’! Geographic 
New Yorker 
Collier's 

Time 

N. Y. Times Mag. 
This Week Mag. ",", "ert 


Source: PIB 


immediate action. A natural television market! 

Newsweek is read by leaders . . . the greatest con- 
centration of leaders in business, industry. and the 
professions offered by any magazine... leaders 
who strongly influence the personal buying habits 
of so many others. 

No wonder that for the first 6 months of °49 
Newsweek ranks second among all magazines— 
weeklies, biweeklies, and monthlies—in pages of 
television advertising. 


and sympathetic to new developments in every field 


* Facts taken from “Sylvania Continuing Survey of Tele- 
... and who have the money to convert desire into 


vision Ownership —June 1949” 


Keeping pace with Newsweek's advertising growth, a 
Newsweek’s 1949 circulation is the highest in its history. 


|What-— Television Sets Are Advertised in Newsweek News wee k 
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RCA RADIC CORPORATION of AMERICA 


| 
— World Leader in Radio — First in Television 
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International 
Viewpoint Asked 


of Business Men 


Heinz Tells Sales 

Executives to Assume 

More Responsibilities 

New York—H. J. Heinz Il, 
chairman of the board, H. J. Heinz 
Co., and chairman of the United 
States Council of the International 
Chamber of Commerce, called for 
American business men to broaden 
the base of their activities to an 
international basis, in an address 
before the Sales Executives Club 
here Nov. 15. 

Mr. Heinz outlined Great Brit- 
ain’s economic characteristics dur- 
ing the liberal period when that 
country held world economic, fi- 
nancial and political leadership. 

He credited Britain’s success to 
the international viewpoint of Brit- 
ish business men, their awareness 
of the importance of world trade, 
their willingness to venture into 
new fields, and their imaginative 
approach to international economic 
affairs with building the economic 
position which that country held 
earlier. 


ew “It has become commonplace to | 
say that the U.S. has become a. 
great world power and that re-! 
sponsibilities of leadership have 
been thrust upon us,” he said. 
“What has not been clearly per- 
ceived is that leadership is not the 
responsibility of our government 
alone. It is not the responsibility 
of a small group of business men’ 
who happen to be engaged in for-| 
eign trade, or whose companies 
have overseas interest. 

“More and more, it is apparent 
that international economic mat- 
ters are the proper and unavoid- 
able concern of all business men, | 
large and small, regardless of their 
business activity or geographical 
location... 

“I realize that the sales execu- 
tives clubs of this country are 
aware of the importance of the 
American business men in the 
world. Your program of organiz- 
ing chapters of your club in Euro- 
pean cities is a practical, ere | 


( Advertisement) 


Crosley Motors V. P. 


Stanley E. Kess has been named 
vice president in charge of sales for 
Crosley Motors, Inc., Cincinnati. Mr. 
Kess says, “I'd like to congratulate 
The Wall Street Journal on its feature 
articles on Industry. I am naturally 
interested in those reports that have 
to do with the automotive field but 
I, likewise, find the articles on other 
industries to be of interest and value 
to me.” 24,817 vice presidents are num- 
bered among The Journal's 236,110 
daily readers. Your company’s adver- 
tising reaches an actively-buying mar- 
ket of business leaders when you 
advertise regularly in the Only Na- 
tional Business Daily. Your company’s 
advertising dollar pays off in cake 

_. when you're Wall-Street-Journal- 
wise. 


way of establishing a community 
of interest with your counterparts 
overseas ... But despite these and 
other similar activities, believe 
me, the voice of American busi- 
ness is not yet as sufficiently 
strong, or influential, as our new 
leadership demands at home or 
abroad.” 


ws Mr. Heinz pointed out that, as 
business men, Americans cannot 
refrain from assisting in shaping 
international economic policies of 
their government. 

“After all, vast sums of our 
money are being spent by govern- 
ment, and we should certainly 
voice our informed opinions about 
how they are used.” 

Discussing the end of the Euro- 
pean Recovery Program, Mr. Heinz 
pointed out that ERP has been suc- 
cessful when measured by pro- 
duction records, but that the re- 
vival of trade has not kept up with 
increased production. He listed 
import and export quotas, blocked 
currencies, bilateral agreements, 
and “other dubious governmental 


ALL NEW —Calgon Inc., Pittsburgh, is 
packaging its improved formula for Cal- 
gonite compound in the new silver and 
green foil-covered package at right. The 
new product is non-caking, and performs 
the dual function of cleaning dishes in 
automatic dishwashers while at the same 
time keeping the machine film free. 


devices” as preventing the free 
exchange of goods and warned 
that ERP has not established an 
expanding trade, one of its goals. 


s Reviewing the question of Euro- 
pean markets in this country, Mr. 
Heinz said: 

“Increasing American imports 


might well be considered as a 
joint operation of European and 
American governments and of 
European and American business 
men. The intelligent adjustment 
of customs duties, the moderniza- 
tion of customs procedures and 
other technical matters are a gov- 
ernment responsibility, but gov- 
ernments will act faster and more 
decisively if they have the bacxk- 
ing of American business men and 
the American people. 

“European business men should, 
of course, market their goods here 
on a strictly competitive basis. The 
hard steel of competition in the 
American market should sharpen 
their skills, improve their products, 


will distribute a six-page mid 
century supplement of advertisi 1, 
illustrations designed to help loca) 
accounts exploit the beginning o/ 
the second half of the Twentieth 
Century. 

Seven pattern ads with suggest 
copy treatment are included in te 
supplement, which features bac«- 
ground art, contrasting living 1o- 
day with life during earlier dec- 
ades. Mats of illustrations in the 
supplement will be available tp 
Metro subscribers in this countr; 
upon payment of postage. 


Names Norman D. Waters 
Aldon Rug Mills, New York, has 
appointed Norman D. Waters & 
Associates, New York, to handle 
advertising and the expansion of 


PITTSBURGH'S 
NEW BUILDING PROGRAM 


Huge 23 acre development will 
house 7 new 20-story office 
buildings including Equitable 
Life Assurance’s 3 sky-scrapers 
costing $50 MILLION. 
Others: U. S. Steel’s 39-story 
sky-scraper, Aluminum Co.’s 
30-story building. 
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up to us to remove unsound restric- | campaign. Moss Associates recently ri 
tions and to make it possible for| resigned the account. ice 
them to compete, but it is then W 
their responsibility to prove their | Peller Brewing to Carter on 
merit.” Peller Brewing Co., Hamilton, | 
Ont., has named Gerry J. Carter Ed 

Metro Will Distribute Advertising Agmcy, Toronte, tol in, 
Mid-Century Ad Stud direct advertising and public rela- th: 
ry Y tions. Present plans call for a 

With its December issue, Metro| schedule of daily newspapers andj 4 
Newspaper Service, New York,|transportation advertising. we 
*B eo 


PITTSBURGH'S NEW 


pansion projects plan 
a total investment of 
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PITTSBURGH IS BOOMING! 


ae [POINT PARK TODAY | Jie 


, 


iS 


Continental Can, General Motors, Kelsey-Hayes 
Wheel and 50 or more other companies have ex- 


the “Golden Triangle” 


INDUSTRIAL EXPANSION 


ned or in work representing 
$950 MILLION. 


PITTSBURGH'S “NEW LOOK” 


Here’s a radically changed 
picture — a combination of 
successful smoke control, 
and a face lifting job on 


that will convert the Point 
from a warehouse terminal 
into Point Park. 


A “new look”! A new building program. New and ex- 
panded industries! These dynamic changes have revitalized 
the Pittsburgh market. Almost overnight they’ve brought 
about a diversification of industry, a relocation of popula- 
tion, of housing, of shopping centers and streets. And 
changes like these are taking place not only in Pittsburgh 
today, but in every major market, every day! These 
changes in markets require changes in marketing strategy. 
For yesterday’s sales program based on yesterday’s market 
information won’t produce tomorrow’s quotas. You need 
today’s market facts to make tomorrow’s sales, 
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Advertising Age, 


Medical Group 
Plans Using All 
U.S. Newspapers 


Cutcaco—The American Medical 
Association next year will use ads 
n 12,000 daily and weekly news- 
»apers in its fight to defeat gov- 
ernment sponsored compulsory 
health insurance, according to 
Clem Whitaker of Whitaker & Bax- 
ter, AMA public relations counsel. 

(The use of a media schedule by 
the AMA was forecast by ADVER- 
TISING AGE Oct. 24, although med- 
ical association officials and Clem 
Whitaker declined any comment 
on the possibility at that time.) 

In a speech before the National 
Editorial Association’s annual fall 
meeting, Mr. Whitaker declared 
that the AMA board of trustees 
had approved a budget “which 
would include a newspaper adver- 


tising schedule.” 

The ad plans still must be ap- 
proved by the house of delegates of 
the medical association at its Dec. 
5 meeting. If such approval is 
forthcoming—as is expected—ev- 
ery recognized daily and weekly 
paper in the U. S. will be used. 
In addition, it is probable that 
the AMA drive also will include 
magazine and radio schedules. 


s “Every newspaper,” Mr. Whit- 
aker asserted, “regardless of size, 
regardless of its policies, regardless 
of any other factor, will be on that 
schedule. There will be no excep- 
tions...and there will be no 
‘A,’ ‘B’ and ‘C’ lists. The week- 
ly paper in the small town is going 
to get the same number of inches 
that the New York Times will 
get.” 

Just how many insertions and 
what other media will be used in 
the campaign were not disclosed, 
and probably will not be known 
until after the house of delegates 
decides on the final appropria- 
tion for the promotion. 


In his talk to the weekly editors, 
Mr. Whitaker reiterated the charge 
that the Department of Justice’s 
anti-trust division—‘“a police arm 

f the government”—is engaged “in 
a campaign of intimidation against 
American medicine designed to si- 
lence doctor opposition to com- 
pulsory health insurance” (AA, 
Oct. 24). 


s “The law enforcement machin- 
ery of our government,” Mr. Whit- 
aker continued, “on the pretext 
of investigating monopoly, is ac- 
tually seeking to break down op- 
position to the creation of a gov- 
ernment monopoly. That is the 
condition that American medicine 
is fighting.” 

He asked the NEA publishers for 
their support in the AMA’s cam- 
paign against government health 
insurance. 

“T think,” he said, “you are go- 
ing to fight for the doctors... be- 
cause you believe in fundamental 
freedoms and you know all too well 
that you cannot have a free press 
existing on an island in an other- 


wise controlled economy.” 

Mr. Whitaker pulled out all 
stops in his speech to the news- 
paper publishers. He denounced 
two unnamed “radio commentators, 
both of whom are somewhat no- 
torious for needling the press” be- 
cause they “came out with an ab- 
solutely fraudulent story” to the 
effect that the AMA planned to 
bribe the American press. 


ws He denounced similar rumors 
regarding the AMA “influence” 
buying in California and Minne- 
sota, and he reviewed the progress 
of the campaign against govern- 
ment controlled medical services. 

“Doctors,” he said, “have learned 
to do politics man-to-man in the 
office, over the back fence, in the 
club room, and to talk to a patient 
or friend about the things that 
are important to him. 

“And through the doctors, we 
have distributed millions upon 
millions of pamphlets to their pa- 
tients...we have gotten the fa- 
mous Sir Luke Fildes’ painting of 
‘The Doctor’ in offices with this 
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. .[.. . HEARST ADVERTISING SERVICE Knows THE CHANGING MARKETS 
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H.A.S. men have their fingers on the “sales 
pulse” of the ten major markets across the 
country which they represent. They’ve 
charted, classified, evaluated these markets 
block by block. Know the changes taking place 
constantly as population shifts, as retail areas 


move, as traffic is rerouted, as buying habits 


’ 
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¥ COMMODITY SURVEYS 


Spotlight the distribution and 
- gales rank of leading 
commodities among retail 
outlets in ten Hearst cities. 


MARKET ANALYSES 


Marker detail on population, 
’ sales, industries and other 
' characteristics including 
_ comparative coverage of all 
a in each of ten markets, 
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“AUTOMOTIVE STUDY 


“Motorists Talk in Ten Hearst Newspaper 
Cities coast to coast!” 
kes, dislikes, buying habits, shopping habits 


Indicates consumer 


man nearest you today! 


Bsa Ba AG on. Pc .' he es 


change. As a result, the Hearst Newspaper 
Research and Marketing: Departments’ 
“Marketing Aids” have proven helpful to 
many sales and advertising executives. Per- 
haps, we can be of service to you. To investi- 


gate the possibilities, call or write the H.A.S. 


STRATEGIC MARKETING AIDS 


and brand preferences for various commodi- 


Research, Inc. 


CONTROLS 


ties. Spénsored by Hearst Newspapers in ten 
major markets, conducted by Alfred Politz 


TEN MARKET STUDY ‘4 


Includes general characteristics, 
- vacation activities, product rank - 
- at consumer level for general 
- household items, food items, 

- cosmetics and toiletries 

in ten major markets. 


SALES OPERATING 


Specific, flexible, practical, 
-usable. 541,604 city blocks 
walked and analyzed 445,456 
retail outlets and 3,037 
shopping centers and streets 
located, to-evaluate the 

; sales potential of each 

of nine great markets. 
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Offices in principal cities 
A representing 


Herbert W. Beyea, General Manager * 


Baltimore News-Post American 
Pittsburgh Sun-Telegraph 
New York Journal-American San Francisco Examiner : 


Detroit Times 
Boston Record-American Advertiser 
Albany Times Union 


959 8th Avenue, New York 19, N. Y. 


Copyright 1949 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division, All rights reserved, 


Los Angeles Examiner 
Chicago Herald-American 
Seattle Post-Intelligencer 


caption over it, ‘Keep politics out 
of this picture.’ ” 

The new campaign, he implied, 
is the logical result of the pre- 
liminary work which has been 
done. 


TO RENAME ‘HYGEIA’ 

Cuicaco—Hygeia, consumer 
magazine published by the Amer- 
ican Medical Association, will 
change its name to Your Health 
early in 1950. 

Although Dr. Austin Smith, “edi- 
tor elect” of the AMA publica- 
tions, has been head of Hygeia 
and Journal editorial work for 
some time, AMA spokesmen in- 
sisted to AA last week that Dr. 
Morris Fishbein, when he returns 
to AMA headquarters (Nov. 21) 
after a European trip, will resume 
duties as editor. 


‘Indianapolis Star and News’ 
Names Dyer and Woempner 


William A. Dyer Jr. has been 
appointed general manager of the 
consolidated Indianapolis Star and 
News. Emil C. Woempner has been 
named business manager, assistant 
secretary and assistant treasurer. 
Both held similar positions with the 


William Dyer Jr. 


Emil Woempner 


Star before the consolidation. Mr. 
Dyer has been with the Star for 
five years and Mr. Woempner 
had been with the paper for his 
entire business career. 

The two newspapers will retain 
their separate editorial and news 
identities, but use the same me- 
chanical facilities and combined 
advertising and circulation organi- 
zations. 


Meccano Starts Yuletide 
Ad Campaign in Canada 


Meccano Ltd., Toronto, has 
launched a pre-Christmas adver- 
tising campaign in Canada, using 
newspapers, magazines and spot 
radio. 

_ The schedule includes weekly 
insertions in newspapers of all ma- 
jor markets, promoting both Mec- 
cano outfits and Dinky Toy minia- 
ture models. F. H. Hayhurst Co. 
Ltd., Toronto, handles the account. 


4-COLOR PRINTERS 


OF 


* Comic Books 
32—40—48—64 pages 


* Commercial Comics 
with covers or stitched and 
trimmed self cover. 

16—32—48—64 pages 


* Farm Magazines 


1 to 4 colors 
V High speed 4-color newsprint and 
cover printing presses. 
V Largest bindery in the East — 
saddle stitch and side wire. 


V 20,000,000 complete 32-page mag- 
azines monthly capacity. 


V Low shipping cost-—Central Loca- 
tion for Rail and Overland Freight. 


LOWEST PRICES FOR 
QUALITY WORK — Inquiries 
solicited for COMPLETE 
BOOKS, CATALOGS AND 
MASS PRODUCTION COVER 
PRINTING AND BINDING. 


“Brokers Protected” 


CENTRAL COLOR PRESS, inc. 
221 CONYNGHAM AVENUE 
Wilkes-Barre, Pennsylvania 


NEW YORK OFFICE: 
60 EAST 42ND ST. 


Phone: Murray Hill 2-4912 
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Weeklies Told How 
to Build National 
Advertising Volume 


Cuicaco—If weekly newspapers 
hope to interest more advertisers 
and agencies in using the weekly 
medium, they will have to provide 
more information about them- 
selves; do a great deal more mer- 
chandising of national advertis- 
ing, and cooperate to the greatest 
possible extent with their repre- 
sentatives, according to Arthur 
Porter, Leo Burnett Co. publica- 
tions media manager. 

Speaking at the annual fall 
meeting of the National Editorial 
Association, Mr. Porter said that 
if advertisers of consumer products 
wish to expand their markets, 
they will have to promote their 
products more actively in the small 
towns where weeklies are lo- 
cated. 

He cited two counties as ex- 
amples. In one, a rural county, 
the average family income in 1948 
was $12,000. In the other, an urban 
county, the average income was 
$6,000. 

“When you consider,” Mr. Porter 
continued, “the relatively higher 
cost involved in living in a met- 
ropolitan community, it seems ob- 
vious in which area we can look 
for greatest sales increases in con- 
sumer goods.” 


ws In spite of a long fight for 
weekly newspaper representation 
on the Audit Bureau of Circula- 
tions’ board of directors, ABC this 
year failed to approve the move. 

As a result, NEA members will 
attempt to persuade more weekly 
publishers to become ABC mem- 
bers during the coming year. Next 
year, the weeklies hope, they may 
be able to persuade ABC to seat 
a weekly paper publisher on the 
board. 

NEA’s annual summer meeting 
will be held in Providence, R. L., 
June 16-20, 1950. 


Develops New Display Sign 


Flexon Products Co., New York, 
has developed a materia] known 
as Vion, which adheres to glass or 
any polished surface and can be 
printed in any color and design. It 
is suggested for use as a poster for 
windows or showroom displays, on 
automobiles, refrigerators, wash- 
ing machines, etc. It is washable 
and leaves no mark when removed. 


THERE’S CONCENTRATED 
BUYING POWER IN 
WINSTON-SALEM 


LOOK AT THE EVIDENCE 


1948 
GENERAL 
MERCHANDISE SALES 
$18,179,000* 
SINCE 1940 AN INCREASE 
OF 
264% 


*SALES MANAGEMENT 1949 
SURVEY OF BUYING 
POWER 


WINSTON-SALEM 


JOURNAL and SENTINEL 


MORNING SUNDAY § EVENING 
KELLY-SMITH COMPANY 


TWIN CITY 


e 
Nationa! Representative 


Radio Offers, Doubleday 
Buy More Time on ABC 


- Radio Offers Co. and Doubleday 
& Co., New York, have added two 
ABC. programs to their network 
broadcasting schedule. The com- 
panies, both of which are han- 
dled by Huber Hoge & Sons, will 
alternate sponsorship of the shows. 
The contract covers a four-week 
period on 55 stations. 

Programs to be sponsored are 
“Pick a Date with Buddy Rogers” 
for 15 minutes on Tuesdays and 30 
minutes on Wednesdays, and Sid 


Walton with records and commen- 
tary for 15 minutes on Tuesday 
and Thursday afternoons. 


Texas Co. to Sponsor 
Opera for 10th Year 


Texas Co., New York, will be- 
gin its tenth season as broadcast 
sponsor of the Metropolitan Opera 
with the Nov. 26 performance. This 
year’s series will include 18 mat- 
inees running through March 25. 
The programs will be carried on 
235 stations of American Broad- 
casting Co. 


Milton Cross will narrate the 
series and Deems Taylor will con- 
duct the opera quiz during the in- 
termission. This Texas Co. broad- 
cast is placed through Kudner 
Agency. 


Joins Simpson-Reilly 


J. Robert Wilson, co-founder of 
Rural Gravure, has joined the Los 
Angeles sales staff of Simpson- 
Reilly Ltd., publishers’ represent- 
ative, specializing in farm paper 
selling. Simpson-Reilly has been 
named to represent Farm & Ranch 


with Southern Agriculturist in the 
territory from Denver to El Pasc 
west. The company will continue 
to represent Holland’s Magazin: 
under the same ownership, in the 
same territory. 


Mason Named by WLW-T 


Lin Mason, formerly manage: 
of WWSO, Springfield, O., ha: 
been named program director o 
WLW-T, Cincinnati TV station. H« 
succeeds Ruth Lyons, who will de- 
vote her full time to conducting 
two WLW-T shows. 


IOWA FARMERS CHOOSE 
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Where do farm people go for information? As far as Iowa farm 
people are concerned, this question has been answered carefully 
and completely in ‘“‘InFARMation Please,” the report of an 
unbiased survey conducted by the StaTisTicAL LABORATORY OF 


Iowa STATE COLLEGE. 


In this project on sources of farm information, the Statis- 
tical Laboratory of Iowa State College designed the sampling, 
prepared and tested the questionnaire, directed the interviewing 
and compiled the statistical findings. InFARMation Please is 
poms with valuable information that will help you size up 

owa farm people as prospects for your products and services. 


Write for a free copy today. 
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Names Doherty Agency 


Sonotone Corp., Elmsford, N. Y., 
has appointed the professional di- 
vision of Doherty, Clifford & Shen- 
feld to handle medical advertis- 
ing. Lloyd, Chester & Dillingham 
ic handling Sonotone’s consumer 
advertising. 


Joints Minute Maid Corp. 


Raymond S. Judd, previously 
with the farm products division of 
the Borden Co., has joined Minute 
Maid Corp., New York, as assist- 
ant advertising manager. 


\dvertising Age, November 21, 1949 


Damiani Joins Compo 


Achilles (Kelly) Damiani, for- 
merly vice-president of Lenscraft 
Studios Inc., has joined Compo 
Photo-Photocolor Studios, New 
York, as sales representative and 
production consultant. 


Blair Appoints Reed 


William Reed Jr., formerly a 
salesman for WCBS, New York, 
has been named an account execu- 
tive in the New York office of 
John Blair & Co., radio station rep- 
resentative. 


Mil Damon Joins Reilly 


Mil Damon, formerly with H. M. 
Frost Advertising Agency and 
Wendell P. Colton Co., has joined 
the copy and planning department 
of J. M. Reilly Co., Boston. She 
will specialize in fashion copy. 


Hasselriis Joins Breskin 


Norman B. Hasselriis, formerly 
associated with Progressive Grocer, 
has joined the New York sales 
staff of the Breskin publications, 
which include Modern Packag- 
ing and Modern Plastics. 


Sharp & Dohme Names V. P.s 


Henry W. Gadsden, director of 
pharmaceutical production and 
engineering, and W. W. Lauer Jr., 
director of industrial relations, 
have been named vice-presidents 
of Sharp & Dohme, Philadelphia. 


Meissner Names Kuswa 


Webster Kuswa, formerly a 
copywriter in the Morrison Ad- 
vertising Agency, has been named 
an account executive of Charles 
Meissner & Associates, Milwaukee 
agency. 


ACCORDING TO IOWA STATE COLLEGE SURVEY 


ence is just part of th 
Wallaces’ Farmer a 
is the top medium 


market. In fact, it is looked for, listened 


to, believed in—in 9 


best farm homes. Yes, Wallaces’ Farmer 
and Iowa Homestead leads in the factors 
that mean outstanding local impact and 


acceptance. 

We invite you to 
covered by the Stat 
Iowa State College 
market —and about 


will deliver your sales message quickly, 
directly, economically, profitably. 
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WALLACES 


Asked to choose their ‘one and only” 
paper or magazine carrying farming and 
homemaking information— assuming they 
could take only one—44 per cent of Iowa 
farm operators voted for Wallaces’ Farmer 
and Iowa Homestead. The next highest 
vote was only 12 per cent. 

This strong indication of reader prefer- 


e evidence that shows 
nd Iowa Homestead 
in the nation’s top 
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How they voted 


Papers and magazines carrying farming and home- 
making information which farm operators would 
choose if they could "TAKE ONLY ONE.” 


PAPER OR MAGAZINE 
WALLACES' FARMER & 
FARM MAGAZINE A... 
NEWSPAPER A... « 
NEWSPAPER B 2. ww a 
FARM MAGAZINE B . 
NEWSPAPER C ... . 
FARM MAGAZINE C .. . 


IOWA HOMESTEAD . . 


Data from Section H, 11 ‘InFARMation Please." Exact 


question asked was: 


“Now, answering for yourself and not 


for the woman of the house, which of all your papers and 
magazines that carry farming and homemaking information 
would you choose if you could take only one?” 
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Do The Best 
ADVERTISING 
SELLING 


7 spite of the rapidly- 
spreading plague of zany names 
and terms in much of today’s ad- 
vertising, we remain fully con- 
vinced that the buying public not 
only" prefers, but is much more 
easily sold with just plain words. 


All of our copy is written accord- 

ingly. Nuts and bolts, bread and 

butter are not strangled with un- 

heard-of amplifiers. Goods are 

described and sold in down-to-’ 
earth language that John Doe 

understands . . . and remembers. 

Result: (1) Advertising that sells; 

(2) An ever-increasing list of en- 

thusiastic clients. 


In just plain words, we operate a 
progressive, medium-sized agency 
. comparatively young in years 
but old in the combined experi- 
ence of its members. We are fully 
staffed and equipped to give com- 
plete agency service to Illinois- 
Indiana advertisers within a 200- 
mile radius. By complete we mean 
everything from national publica- 
tion and radio advertising down to 
the simplest envelope stuffer . . 
everything each client needs and 
can afford. In order to 
reach and maintain the 
important goal of co- 
ordinated advertising 
and sales activities, we 
consider catalogs, direct mail, sales 
literature and related items just as 
important as commissionable 
forms of advertising. Another rea- 
son why our clients are so well 


satished. 


Equally important (and unusual), 
this small city of ours is well 
populated with top-notch artists, 
commercial photographers, re- 
touchers, engravers, printers . . . 
all graphic arts suppliers required 
by a progressive agency. So we 
need not depend upon metropoli- 
tan sources for a single thing in 
the creation and production of ad- 
vertising and promotional items 
that sell the goods. Our clients 
benefit accordingly. 


We will be glad to tell in plain 
words just how this agency can 
bring you the best possible results 
per advertising dollar. Just write, 
wire or ’phone . . 


GRUBB & PETERSEN 
ADVERTISING 


CHAMPAIGN - ILLINOIS 
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Klein Appoints Holloway 


Hubert Holloway, formerly 
Washington manager and vice- 
president of the Institute of Pub- 
lic Relations, has been appointed 
managing director of the New York 
office of Julius Klein, Public Rela- 
tions. 


Publication to Change Name 


Starting with the January issue, 
Sewage Works Engineering, pub- 
lished by Case-Shepperd-Mann 
Publishing Corp., New York, will 
change its name to Sewage Works 
& Industrial Wastes Engineering. 


Two Appoint Kaufman 

Magic Curler Co., Chicago, and 
Rulo Products, Chicago, have 
placed their advertising with Kauf- 
man & Associates, Chicago. 


QUALITY...SPEED...ECONOMY 


AAAS WARES | 


%e AMERICAN LABEL CO. 


2435 North Sheltie Chicago 14, -Iilinois 


MacFarland, Aveyard Names 
Claypoole Account Executive 


E. Howard Claypoole, former- 
ly vice-president of Roy S. Dur- 
stine Inc., has joined MacFarland, 
Aveyard & Co., 
Chicago, as an 
account execu- 
tive. He also will 
work in the new 
business depart- 
ment. 

Mr. Claypoole 
also has served 
as vice-president 
of Abbott Kim- 
ball Co., worked 
in the Chicago 
and Philadelphia 
offices of N. W. 
Ayer & Son, and has been adver- 
tising manager of Masonite Corp. 


E. H. Claypoole 


Financial PR Group Elects 


Ade Boysen, First National Bank 
of St. Paul, has been elected pres- 
ident of the Twin City Financial 
Public Relations Association. Rich- 
ard H. Stebbins, Northwestern Na- 
tional Bank, has been named sec- 
retary-treasurer. 


lst Videodex Rating 
of National Video 
Programs Released 


Cuicaco—Jay & Graham Re- 
search Organization has released 
the first of its national Videodex 
network ratings of TV shows, cov- 
ering the week of Oct. 1-7. 

Videodex ratings are based on 
diary reports from 450 panel 
homes in each of the 14 city- 
areas (Baltimore, Boston, Buffalo, 
Chicago, Cincinnati, Cleveland, De- 
troit, New Haven, New York, Phil- 
adelphia, Schenectady, St. Louis, 
Toledo and Washington). 


ws Videodex reports have been 
made from the above-named cities 
—and from Los Angeles—by the 
Jay & Graham organization for 
a number of months to advertis- 
ers, agencies, networks and sta- 
tions. 

Subscribers receive reports by 
network or city on family viewing 
habits, including sets in use; per 
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October Videodex Network TV Rating 


(Based on Week of Oct. 1-7, 1949) 


Opini >r 
of 

Rank Program Rating* Shov* 
1 Texaco Theater (NBC) ............. ieioidinwisaane 68 6 
2 Toast of the Town (Lincoln- Mercury) CBS aenhiclunhaiaiaeiimadaatald coveniball 54 ll 
3 Godfrey's Talent Scouts (Liiptor) CES o.c...cccccccccccccsccccesseseseeseneeeensenenens 47 2 
4 Stop the Music (Admiral, Lorillard) CBS o.cccccccccccccccccccseseeenenenennne 44 8 
5 Arthur Godfrey (Chesterfield) CBS n.........cccccccccccccccscssccssssssesssrsscersnesenes 43 15 
6 By ace, sctntinacincsianiminincrntcsienicnninatioiasnainamncouaveticesntentil 43 3 
7 Ng EIEN 41 9 
8 Olsen & Johnson (Gemr'l Motors) NBC o..ccccccccccccccccscesssnnsneeeenenenenenenenes 40 7 
9 ee ED FIED. sininsnenctnaprceccaragnsetcrepttapiananssnsegnsnectenmeenseial 37 10 
10 Fireside Theater (Procter & Gamble) NBC o.ccccccccccccccsseseseeeenenes 35 12 
ll Cy, CII EID. ccccnninsesccasednccrcesccssssctcsbiccchcindisbiesiasietonenil 34.5 14 
12 EEE Ee ae 34 4 
13 The Goldbergs (Gemeral Foods) CBS occ....ccccccccccccccccsessemsesensenenenencenens 33.5 5 
14 EE. RE EEE -ciiserach cniscintnemnenecensieginnetpnenitananpncipatipeneationsnnn-srdiantinghintebsti 33 13 
15 SE © MIG GIT classics oereninesenctsininicinilblinnlantineaibemaanitindinsegnicacensieadianiien 32.5 1 


*Percentage of all sets in panel area (14 areas surveyed). 


**Rank among 15 largest audience shows. 


cent tuned to program of sets in 
use; average number of men, wo- 
men, teen-agers and children un- 
der 12 for each show by quarter- 
hour periods; clarity of image; pro- 
gram preference; interest in com- 
mercial; believability of commer- 
cial; recency of purchase of prod- 
uct advertised, and whether view- 


D.. Forest L. Whan and his Wichita Uni- 
versity staff interviewed over 9,000 Iowa fam- 
ilies (1 out of every 85 in the State! ) to secure 
the data now available in the 1949 Iowa Radio 
Audience Survey.* 


These families represent a mathematical 
cross-section of lowa’s city, town and farm au- 
dience. Thus the Survey is not only able to 
make revealing comparisons between urban 
and rural listening habits, but also gives typi- 
cal characteristics of the lowa audience as a 
whole. 


In addition to all the standard information 
for which the Survey is famed, the 1949 Edi- 
tion contains much new and valuable data 
about changes that have taken place in Iowa 
listening habits, since 1941. 


Every advertising and marketing man who 
is interested in lowa radio should have a copy 
of this remarkable Survey. Get yours today! 
Write WHO, or ask Free & Peters. 


* The 1949 Iowa Radio Audience Survey is a ““must” 
for every advertising, sales or marketing man who is 
interested in Iowa. 


The 1949 Edition is the twelfth annual study of 
radio listening habits in Iowa. It was made by Dr. 
F. L. Whan of Wichita University —is based on per- 
sonal interviews with over 9,000 Iowa families, scien- 
tifically selected from cities, towns, villages and farms 
all over the State. 


As a service to the sales, advertising and research 
poe WHO will gladly send a copy of the 1949 
urvey to anyone interested in the subjects covered. 


W inl © 


+ for lowa PLUS * 
Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 


er tuned in to show from listen- 
ing to a radio program. 


w The first public rating shows, 
for example, that although Milton 
Berle’s Texaco show was viewed 
by 68% of set owners, ranking 
first, it was sixth best program in 
over-all opinion of the viewers. A 
sharp contrast is the ranking of 
Kraft Theater, which ranked 15th 
in the number of sets tuned in but 
was best-liked by viewers among 
the top-audience shows. 

Although Arthur Godfrey’s Tal- 
ent Scouts was liked second best, 
his Chesterfield show ranked 15th 
in preference, although seen by 
nearly as many people. (In view- 
ers’ opinions, his Chesterfield com- 
mercials were less credible than 
any other of the leaders, while his 
Lipton tea commercials took firsi 
spot among the top 15.) 


Pacific Hooperatings Shows 
Jack Benny in First Place 


Jack Benny ranked first among 
the top 15 programs in the October 
Pacific Program Hooperatings, with 
Walter Winchell second, and 
Charlie McCarthy, third. The av- 
erage for evening homes using sets 
of the 34.3 reported was up 3.2 
from the last report and up 7.9 
from a year ago. The average eve- 
ning rating was 8.2, up 1.6 from 
the last report and down 0.1 from 
a year ago. 


McAneny Named Ad Director 


Harold D. McAneny, formerly an 
account executive of Morris F 
Swaney Inc., has been named di- 
rector of advertising of Richmond 
Radiator Co., Reynolds Metals 
Co. affiliate which manufactures 
plumbing and heating equipment 
Mr. McAneny will make his head- 
quarters in the New York office. 


. in the ad business, that is! More and 
more smart admen are waking up te the 
budget-stretching possibilities of K ¢ F’ 
Stock Photo illustrations in keeping to: 2 
dollar-conscious clients happy! Our ca +09 
of Stock Photos contains only a fev 
hundred of our 500,000 Stock Photos You 
should have a copy at your elbow, «"° 
you can have by merely 


Sending $1.00 or a company or /e 


MORE THAN 
500,000 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry © 


DEPT. AAI1, 425 $. WABASH AVE., CHICAGO 5 
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Cireulation 


(Effective with the March, 1950 issue) 


Another step in the steady circulation growth of America’s Number 


One Sportsman’s Magazine. 


Another milestone passed in the consistent, sound policy of announc- 
ing a new circulation guarantee only after that circulation mark has 
been attained. 


Another reason why in 1949, for the 39th consecutive year, more 
advertisers have used more space in Field & Stream than in any other 


sportsman’s magazine. 


Ameriea’s Number One Sportsman’s Magazine 
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Many Products Now 
Sprayed from Crown 
Spra-tainer Cans 


PHILADELPHIA—In the past year, 
a small “wonder” can developed 
by Crown Can Co. here has caught 
on rapidly among packaged goods 
manufacturers. 

Some 200 products, ranging from 
whipped cream to plastic coatings, 
are now squirted—at the pressure 
of a finger—from Crown’s Spra- 
tainer, and Crown confidently 
predicts twice that many will be 
packaged in the low-pressure can 
within the next year. 

Use of the can has led directly 
to greatly expanded advertising by 
its users because of its intrinsic 
promotional possibilities, Crown 
points out. The company estimates 
that in 1949 advertisers have spent 
no less than $5,000,000 to promote 
Spra-tainer products that they 
would not have spent had the 
packaging device not been avail- 
able. 

Now advertising its pressurized 
can in trade publications in various 
fields, Crown hopes such excess 
advertising by present and new 
clients will quadruple the $5,000,- 
000 figure by the end of 1950. 
Clements Co. here handles Crown’s 
advertising. 


ws Reddi-wip Co., one of the first 
users of Spra-tainer, is now said 
to spend $1,000,000 yearly to pro- 
mote its sprayable whipping cream. 
A similar amount reportedly is be- 
ing spent by Bridgeport Brass Co. 
for insecticides and other products 
packaged in the can. 

Crown Can Co. has set up safe- 
guards to assure the future public 
acceptance of its container. The 
company screens products after 
contacting manufacturers and then 
supplies technicians to consult 


As a user of Words 
You will be inspired 
By the Words of.... 


A MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


as he tells you of his business experi- 
ence and philosophy in his fascinating 
book “Teacher of Business.” 

This man who built one of America’s 
most successful business publishing 
houses — The McGraw-Hill Publishin. 

Company —is none other than James re 
McGraw. 

The size of this book is 6% x 9% — 
It is bound in a beautiful green simu- 
lated leather with title and sub title 
printed in gold ink on the front cover. 
An autographed photograph of Mr. 
McGraw worth framing is reproduced 
on a front inside page. This book will 
make a useful, permanent addition to 
your business and home library. 


$ 120 


Advertising Publications, Inc. 
100 E. Ohio St. Chicago 11, Ill. 


FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 
Div. 922 
100 E. Ohio St., Chicago 11, Ill. 


Gentlemen: 
Please send me....copies of “Teacher 
of Business”. Enclosed is $.......... 
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with these customers. 

Crown claims wide possibilities 
for its product. In the near future 
Spra-tainers reportedly will spray 
salad dressing, mayonnaise, syrups, 
meringues and other foods. Sham- 
poos, lubricants, waxes and other 
products may later be sold in the 
cans, Crown indicates. 


Promotes E. F. Shellem 


American Thread Co., New 
York, has promoted E. F. Shellem, 
formerly district sales manager in 
St. Louis, to assistant sales man- 
ager of the domestic sales division 
with headquarters in New York. 
Mr. Shellem will supervise chain 
store activities and sales promo- 
tion. C. O. Lacy will succeed Mr. 
Shellem as district sales manager 
in St. Louis. 


Names National Transitads 

Baltimore Transit Co., Balti- 
more, has named National Transit- 
ads as exclusive sales and service 
representative for the transit com- 
pany’s advertising franchise, ef- 
fective Jan. 1. National Transitads 
will establish a sales and service 
office in Baltimore. 
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20 OF 200—Crown Can Co., Philadelphia, estimates that the makers of these and 
180 other products now using Crown’s wonder can, which sprays the contents, are 
spending $5,000,000 above original ad budgets because of their new packaging. 
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Yankee Network Leases 
Two Stations to Baybutt 


Yankee Network, Boston, his 
leased two stations—WAAB, Wor- 
cester, Mass., and WMTW, Por - 
land, Me.—to John A. Baybutt of 
Boston. Linus Travers, Yankee e»- 
ecutive vice-president, said the 
move was made to provide more 
individual administration for the 
outlets. 

Both stations will continue as 
Yankee and Mutual network affil:- 
ates and will participate in the 
airing of the six hours of tran- 
scribed Metro-Goldwyn-Mayer 
programs recently added to the 
Yankee schedule. 


Columbia Changes ET Setup 

Contrary to rumors, Columbia 
Transcriptions’ Chicago office has 
not ceased operations. However, 
Jerry Ellis, Chicago manager, and 
his staff have moved into the CBS 
offices and the recording policies 
have been changed. All recording 
of retail records henceforth wil! 
be done in New York and Holly- 
wood. The Chicago offic€® will con- 
centrate on using its ET facilities 
for program builders and agency 
transcriptions. 


i CREATIVE IDEAS 
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River Raisin is equipped te supply all of your display requirements. 


A new and different service . .. as convenient as'your telephone. Our 


Creative Staff supplies the basic idea . . . our Production Experts 


produce the)finished display in our fully equipped Monroe, Michigan 


plant. You can expect economies becausé River Raisin is one of the 


country’s largest manufacturers of corrugated and fibre board. The 


next time you want dimensional displays that produce immediate 


action call for our ONE CALL FOR ALL service: 


VERSATILE ARTISTS 


DURABLE CARDBOARD 
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QUALITY PRINTING © 


~——. 


RIVER RAISIN PAPER CO. 


DISPLAY DIVISION *» MONROE, MICH. 


CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS + PACKING 
MATERIALS © FIBRE BOARDS © CORRUGATING STRAW © SILICATE OF SODA 
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Mart, Museum Team 
hes Up to Sponsor ‘Good 
Wor- ° “LL. #45 
Por.- Design’ Exhibitions 
u { 

e ex- Cuicaco—The Merchandise Mart 
| the ond New York’s Museum of Mo- 
more ern Art announced last week a 
r the @ gint program of continuing pub- 
ne lic exhibitions of the best new ex- 
ffi]. @ «mples of modern design in home 
1 the furnishings. 
tran- The first of three annual show- 
ah '@ ings will open in the Mart here 
‘© @ Jan. 16, during the two-week win- 
ter home furnishings market. Then 
tup additional designs selected after 
imbia January will be shown in June 
e has during the summer market. In No- 
yever, vember, identical exhibits will be 
» and # held in the Mart and the Museum 
A ya of Modern Art, based on the earlier 
rding displays. 
will Rene d’Harnoncourt, director of 
folly- the museum, and Wallace O. Oll- 
| con- man, general manager of the Mart, 
ilities § ointed out in a joint statement 
Bency @ that this is the first time an art 


museum and wholesale merchan- 
dising center have cooperated to 
present the best new examples of 
modern design in home furnish- 
ings. Edgar Kaufmann Jr., who 
has been with the museum since 
1940, will direct the “Good De- 
sign” exhibitions and outside au- 
thorities in the field will help him 
determine the choices. 


s No prizes will be awarded, but 
manufacturers of selected items 
will be supplied with counter cards 
for dealers, showing the products 
on exhibition. All home furnish- 
ings will be considered, including 
appliances, furniture, housewares, 
fabrics, lamps, floor coverings, etc. 
Since new designs are jealously 
guarded prior to their formal in- 
troduction to the. trade, Mr. Kauf- 
mann explained that all entries 
will be kept confidential and won’t 
“come under the wrong eyes.” 
Designers, manufacturers or dis- 
tributors are to send photographs 
or drawings to him, at the museum, 
for the preliminary selections. 


May Urge Supreme 
Court to Reconsider 
Radio ‘Privilege Tax’ 

WASHINGTON—The Supreme 
Court may be asked to reconsider 
a ruling it handed down last week, 
enabling the city of Little Rock 
to levy a “privilege tax” on radio 
stations. 

On Monday, the Supreme Court 
said there was “no substantial rea- 
son” why it should review a state 
supreme court decision upholding 
the Little Rock tax. 

But broadcasters say the Su- 
preme Court ought to take another 
look at the case because it is the 
first case in history where a muni- 
cipality has been permitted to levy 
a “privilege tax” on interstate 
commerce. 


ws The Little Rock ordinance, re- 
quiring a $250 payment for the 
privilege of “producing electronic 
waves” and $50 for the right to sell 


radio advertising, was challenged 


by Station KARK. 

Lower courts agreed that the 
tax was an unconstitutional levy 
on interstate commerce, but the 
state supreme court ruled by a 2-1 
vote last May that the tax could 
be applied. 

Industry sources claim the rul- 
ing departs from the Fisher’s Blend 
case, where a privilege tax of 2.5% 
on gross receipts of a radio station 
was thrown out as an infringement 
on interstate commerce. 

Subsequently, it is pointed out, 
federal courts in Tennessee, Flor- 
ida and Kentucky, and state courts 
in Georgia and New Mexico, have 
held that privilege taxes on radio 
stations violate the interstate com- 
merce clause of the Constitution. 


Poly-Choke Names Ormsbee 


Albert G. Ormsbee, formerly 
firearms and roller skates sales 
manager, Winchester Repeating 
Arms Co., and for the past six 
months its firearms consultant and 
sales adviser, has been appointed 
vice-president and general man- 
ager of Poly-Choke Co., Hartford, 
Conn., manufacturer of gun sights. 
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RETAIL SALES 
With $298,573,000 in 1948, the 
Greenville Market had 27% of the 
totel for S. C. 
. aaa 
PAYROLLS 
Taxable payrolls for the Greenville 
Market in 1948 amounted to 37% 
of the total for S. C., nearly double 
the figures for the 2nd Morket, 
Auto Registration 
With 114,862 automobiles and 
trucks, the Greenville Market hod 
27% of S. C.’s total. 


Population figures from A.B.C. Retail 
Sales from Sales Management Survey of 
Buying Power, 1949. Payroll figures from 
S. C. Empl. Security Commission. Auto- 
motive figures from S$. C. Vehicle Bureau, 
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SPORTS AFIELD’S 
SPEND -O-CRATS 


OWN ZQZ% MORE AUTOMOBILES 


DRIVE 567% MORE MILES... 


THAN NON-SPORTSMEN 
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MORE and more automotive advertisers 
are finding that Sports Afield’s famous 
Spend-o-crat market represents the most 
responsive audience of men available today... 


THE CASITE CORP. HULL MFG. CO. 
: CHAMPION SPARK PLUG CO. INDIAN MOTOCYCLE CO. 
| CHRYSLER CORPORATION KAISER-FRAZER SALES CORP. 
CHRYSLER SALES DIVISION LORRAINE DRIVING LIGHT 
CROSLEY MOTORS NASH-KELVINATOR CORP. 
EXIDE BATTERY NASH MOTORS DIVISION 
GENERAL MOTORS CORPORATION _ PREST-O-LITE BATTERY 
A. C. SPARK PLUG DIVISION PRESTONE ANTI-FREEZE 
PONTIAC MOTOR DIVISION QUAKER STATE OIL 


HASTINGS MFG. CO. WILLYS-OVERLAND MOTORS 
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*A sportsman with an appreciation of the finer things of life 
—and the leisure and means to enjoy them. For instance, a 
recent survey shows that Spend-o-crats not only own more auto- 

mobiles but actyally drive them farther than non-sportsmen. 
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‘Band of America’ (TV) 
Set for 9 More Weeks 


“Band of America,” which 
Cities Service Co., New York, has 
been simulcasting as a test for the 
past four weeks, will continue as 
an AM-TV feature, at least for 
nine more weeks. 

Favorably impressed with reac- 
tion to date, the sponsor decided to 
extend the run of the simulcast. 
Time for the program, Monday, 
9:30 p.m., EST (NBC), is bought 
through Ellington & Co. 


KMTV Increases Schedule 


KMTV, Omaha television station, 
which has been in operation for 
two months, has started a seven 
day a week schedule. The station 
is affiliated with CBS, ABC and 
DuMont. 


_ America’s first engraver 


712 FEDERAL STREET © CHICAGO 5 
Phone WAbesh 2 8816 


Stick-o-pep Ad 
a Happenstance, 
Writer Admits 


New YorKk—The “inside story” 
of how Life Savers’ Stick-o-pep 
ad was created was told to AA 
last week by Dick Neff of Young 
& Rubicam, writer of the ad. 

It was all the result of irrelevant 
thought waves becoming mixed 
with vital statistics and being sub- 
limated by the creative subcon- 
scious. 

In other words, a copywriter in 
search of an idea got to thinking 
about a friend in Mexico who had 
just become a proud father. 
Through a curious and inexplic- 
able juxtaposition of associated 
ideas in creative sequence, an ad 
was born. 

It was cited in “The Creative 
Man’s Corner” (AA, Oct. 31) as 


“an example of what keen cre- 
ative imagination and close liaison 
between copy and art can do in 
fashioning an advertisement that 
introduces a new product.” 


ws When the proofs came through 
Neff sent one to the friend in Mex- 
ico about whom he had been think- 
ing while working on the ad. This 
friend is Edward J. Noble, head 
of the Mexican agency, Advertis- 
ing & Administration Sociedad An- 
onima, Mexico, D. F., who, inci- 
dentally, is a nephew of E. J. Noble, 
one of the founders of Life Savers. 

Subsequently, when Neff’s 
friend in Mexico read the appraisal 
of the ad in “The Creative Man’s 
Corner” he was delighted, and 
with delightful Latin impulsive- 
ness, he immediately dictated a 
graciously phrased testimonial to 
AA which reads: 


= “I have always followed ‘The 
Creative Man’s Corner’ with a 
great deal of interest and have 
been very pleased to note your 
comments on the latest Life Savers 


ad Stick-o-pep. 

“I agree with you that it is an 
example of keen imagination and 
I have been particularly pleased 
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with your judgment for I happen 
to know the inside story of the ad. 

“Perhaps Dick Neff of Young & 
Rubicam, writer of the ad, would 
care to disclose how and why it 


sales ratings are taken: 


distribution is a “must.” 


New York * 


—— 


... lhe California without the 


illion ollar alley ofthe — ees 


(WHERE FOOD SALES LEAVE “AVERAGE” FAR BEHIND!) 


People in the Billion Dollar Valley —the gold rush country of 1849 — 
are still big eaters. That's borne out by Sales Management's recent “Sur- 
vey of Food and Automotive Markets,” from which these per capita food 


SACRAMENTO — its 19-county wholesale grocery trading area ranks 
7th in the entire country, with a quality index of 142. (That's 42% above 
the national average — based on ratio of food sales to population.) Sac- 
ramento City index is ‘way up at 234— underlining Sacramento's im- 
portance as a center of food shopping. 


FRESNO — it's 4-county wholesale grocery trading area ranks 9th in 
the entire country, with a quality index of 136. (36% above national 
average.) Fresno City index is 217 — another great shopping center where 


MODESTO — Do Modestans really eat four times as much as average 
Americans? No— but unless you understand this unusual market that’s 
the conclusion you'd draw from Modesto's almost unbelievable city food 
sales index of 423. (Yes, that’s 323% above the national average!) The 
“inside” on Modesto is this: its city food stores serve most of Stanislaus 
County's 130,000 people. How’s your distribution in Modesto? 


C 


National Representatives . . . O'Mara & Ormsbee, Inc. 
Los Angeles ° 


Detroit * Chicago °* 


THE SACRAMENTO BEE 


is home delivered to 

9 out of 10 families 

in the ABC city zone. 
Reaches half of all 
families in the 19-county 
Sacramento trading area 


latchy 


San Francisco 


THE FRESNO BEE 
reaches 9 out of 10 
fathilies in the ABC city 
zone. . 
families in the 4-county 
trading area 


THE MODESTO BEE 
reaches 8 out of 10 
families in the ABC city 


zone ... half of all 
families in Stanislaus 
County 


ewspapers 


THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 


. half of all 
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was written. If he does not, I wou! j 
be glad to send you the origina), 
which tells all.” 


# Confronted with this threa', 
Neff broke down and confesse: 
Distracted by fugacious though’s 
occasioned by news of the birth 
of Edward Jr., in a sense “the lat- 
est in the Life Savers family,” 
who literally was “just born,” Ne/f 
came up with one of the most 
striking and original ads of 1949. 

While still in a _ confession:| 
mood Neff added that “The Cre- 
ative Man’s Corner” is the first 
thing he turns to every week in 
AA. After that, he disclosed, “I go 
through the paper page by page 
and cut out idea material for fu- 
ture use.” 

“You didn’t have to resort io 
your file for the Stick-o-pep ad,” 
he was reminded. 

“No,” he admitted, “but that was 
a happy happenstance.” 


Pillsbury ‘House Party’ 
Switches to Columbia 


Columbia Broadcasting System, 
New York, last week picked up 
$1,500,000 worth of new business 
at the expense of American Broad- 
casting Co. 

“House Party,” currently a daily 
ABC attraction, will switch to CBS 
as of Jan. 3. The Pillsbury Mills- 
sponsored 25-minute program will 
be heard at 3:30 p.m., EST. Leo 
Burnett Co. is the agency. The 
show formerly was carried on Co- 
lumbia from January, 1945, to 
January, 1947, and from December, 
1947, to December, 1948. 


Appoints Gerber Agency 


Blohm’s Hi-Grown Spuds, Kla- 
math Falls, Ore., has named Joseph 
R. Gerber Co., Portland, Ore., to 
direct a state-wide newspaper cam- 
paign which started with 70” ads 
in selected papers. Each ad carries 
a list of the grocers in that area 
handling Hi-Grown brand. 


Elgin Names Hammerstrom 


Arthur H. Hammerstrom, form- 
erly with Pure Oil Co., has been 
named director of point of pur- 
chase display aids of Elgin Na- 
tional Watch Co., Elgin, Tl. 


To Kal, Ehrlich & Merrick 
Washington Loan & Trust Co. 
has named Kal, Ehrlich & Merrick 
Advertising, Washington, D. C., for 
advertising and promotion. 
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... and we know 2,600,000 of them! They wouldn’t 
miss an issue of American Home for love or money. 
Because it’s edited for ardent homemakers—and 
nobody else. Cover to cover, it’s brimming with 
useful, stimulating home-planning, home-fixing, 
home-building ideas. So, if you have a home 
product to sell, you’ll find American Home delivers 
the most responsive magazine audience. Bar none! 
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‘Evening Day’ Names Colby 


Barnard L. Colby, for the past 
two years city editor of the Ev- 
ening Day, New London, Conn., 
has been appointed assistant to 
the newspaper’s general manager, 
Orvin G. Andrews. James S. Wat- 
terson succeeds Mr. Colby as city 
editor. 


To General Life Insurance 

William K. Paynter, formerly 
with the Courant, Hartford, Conn., 
has joined the publicity and pub- 
lic relations department of the 
Connecticut General Life Insur- 
ance Co., Hartford. 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented nationally 


Inc 


by Burn-Smith Co 


Skyway Luggage Co. 
Runs Four-Page Ad 
in ‘Town & Country’ 


SeaTTLE—A four-page full-color 
advertisement for Skyway Luggage 
Co., carried in Town & Country for 
November, is believed the largest 
luggage ad ever run in a consum- 
er publication. 

The opening page was head- 
lined, “Preview for 1950 of Fash- 
ion in Luggage, presenting the 
world’s most exquisitely styled 
travel cases in permanently match- 
able patterns by Skyway.” 

Inside pages showed the “parade 
of patterns,” in which the com- 
pany offers 17 open-stock pat- 
terns, and 11 matching pieces in 
each pattern. The _ illustrations 
were shown against a solid-black 
background. 

The insert was used also as a sales 


piece for dealers, for point of sale 
material, etc. Reproductions of the 
color illustrations of individual sets 
of luggage were run off for state- 
ment enclosures by deaiers. At the 
outset, 1,000,000 were printed for 
this purpose. 

Spencer W. Curtiss Co., Seattle, 
handles the account. 


GM Diesel Names Hunter 


Robert E. Hunter has been 
named director of sales of Gen- 
eral Motors Diesel Ltd., London, 
Ont., with headquarters in Mon- 
treal. He has been district sales 
manager in Chicago with General 
Motor’s electro-motive division. 


Coleman Joins WMMW 


Dorothy Coleman, formerly so- 
ciety editor of the Record, Meriden, 
Conn., has joined the commercial 
department of Station WMMW, 
Meriden, as copywriter. She suc- 
ceeds Raymond LeMieux, who has 
resigned. 


Presto in Christmas Drive 


National Pressure Cooker Co. 
(Canada), Wallaceburg, Ont., is 
running an extensive campaign 
for its Presto Fry Master, using 
black and white cepy in wemen’s 
magazines, two-color copy in week- 
end and farm publications, and 
spreads in trade publications. The 
company also is introducing its 
Presto timer and Presto separator, 
which permits cooking several 
foods at one time. Spitzer & Mills, 
Toronto, is the agency. 


King Appoints Blair 

King Broadcasting Co., Seattle, 
has appointed John Blair & Co., 
Chicago, as representative of 
KING-AM and FM, and Blair-TV 
Inc., to represent KING-TV. 


Shrager Names Three 

Miss Francine Longo, Miss Terry 
Leblang and Walter Jackman have 
been named account executives of 
John Shrager Inc., New York 
agency. 


HERE’S AN INTERESTING STORY ABOUT 


Advertising Trends 


in the Salt Lake City Market 


- LINAGE GAINS AND LOSSES 


1949 over 1948 — First 9 Months 


1948 LINAGE 


The | Deseret News GAINED 


1,797,183 LINES © 


Paper|"A”" LOST 


my 


132,414 LINES 


Paper | “B” LOST 


IN RETAIL 


395,834 LINES 


The gains of The Deseret News totaled more than three times as many lines as 
the other two papers /ost! This means there was substantially more newspaper 
advertising in Salt Lake City — with a definite shift to The Deseret News. 


ca 


Retail] food stores, during the first 9 months 
of 1949, used more space in The Deseret News 
than in any other Salt Lake daily— 


62,463 more lines than Paper “A” 
76,893 more lines than Paper “B” 


Serves the Mountain West—Daily and Sunday 
National Representative: Cresmer & Woodward, Inc. 


Advertisers more and more are finding they 
get a better buy and better results in The 


Source: Media Records 
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Metals 
Louisville, has adopted a special bus to 
carry its story of the advantages of alu. 


MERCHANDISER—Reynolds Co., 


minum foil packaging to prospects 

throughout the country. The interior of 

the coach is designed to demonstrate 

the “flash” of foil-packaged products 
in a self-service setting. 


Reynolds Acquires 
Foil Merchandising 
Display Vehicle 


LOoUISVILLE—Reynolds Metals Co. 
has adopted a specially designed 
bus to merchandise its aluminum 
foil as a packaging material. 

The interior of the display coach 
contains massed displays of pack- 
aged foods with aluminum labels. 
The packages are arranged to pro- 
vide maximum “flash” as pros- 
pects move through the coach. 

Reynolds’ traveling sales repre- 
sentatives explain that millions of 
dollars are spent to obtain flash 
and motion in advertising, using 
spectaculars as outstanding ex- 
amples. 

A similar 
tained, they 


“flash” may be ob- 
continue, for product 
displays in self-service grocery 
stores, thus calling shoppers’ at- 
tention to the products in the dis- 
plays. 

The coach is scheduled to move 
through each Reynolds sales dis- 
trict and will be available to every 
salesman in the various districts. 


Facts Help Keep 
Non-Ad Personnel 
Out of Act: Ott 


PITTSBURGH—The best way to 
steer ad copy past the “many people 
who want to get into the act” is 
to base the copy appeals on results 
of research, according to Louis J. 
Ott, general sales manager of the 
Ohio Brass Co. 

Speaking before the Pittsburgh 
chapter of the National Industrial 
Advertisers Association, Mr. Ott 
stressed the fact that advertising 
is designed to appeal to company 
prospects and customers. 

In order to tailor a company s 
advertising to this end and avoid 
suggestions of engineers and a-- 
countants, he suggested that 4 
market survey be undertaken b:- 
fore any ads are prepared. 

By obtaining criticism and i 
formation on the desires, ideas a 
attitudes of prospects and custo! 
ers before ads are prepared, 
continued, all discussions of co 
and layout can be removed fr: 
the field of opinion and bolste: 
by facts obtained from the surv: 


- & Ss @ 6 a 1 


Appoints Charles Bofinger 


Charles Bofinger, formerly ‘ 
the advertising department 
Frank & Seder, Philadelphia, | +5 
been named assistant advertis) '¢ 
manager of Strawbridge & Clo’ \- 
ier’s basement store in Philad '- 
phia. 


Munsingwear Names Winn 


Mrs. Betty Winn has been < 
pointed manager of the advertis: 
and sales promotion department 
Munsingwear Inc., Minneapo >. 
She joined the company in 1947 
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fransit Radio Is 
Tested in 2 Cities 


Cuicaco—Transit Radio Inc. will 

onduct test broadcasts in Omaha 
uses beginning in early Decem- 
er. 

Twenty-five buses on principal 
ransportation lines will be 
quipped with receivers and 
peakers. All buses used in the 
est also will carry ballots so that 
iders can note their pleasure or 
ispleasure. 

In addition, Transit Radio and 
Station KBON-FM will use pro- 
fessional interviewers to poll about 
200 riders on each route as a check 
against the balloting. 

Programs aired in the test will 
consist of soft background music, 
one-minute news reports, sports 
and weather announcements and 
other public service features. Com- 
mercials will be limited to 50 
words. 


s If the public reaction is favor- 
able, the Omaha & Council Bluffs 
Street Railway Co. plans to in- 
stall receivers in 233 buses. 

The Kansas City Public Service 
Co. has been conducting a similar 
test operation since Nov. 1. Eight 


trolley buses, 14 motor buses and 


aiah+t tp tn 1s hose hoo» 


NEW Subscription. Order Form... 
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ae aAe ; Ragen 
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19% reported that some passengers 
had refused to ride buses not radio 
equipped and 84% thought radio 
programs did not interfere with 
the operation of the vehicle. 

Also, the drivers thought that 
77% of the passengers enjoyed the 
radio programs; 15% were indif- 
ferent and 8% objected. About 
1,000 St. Louis vehicles have been 
supplied with programming by 
Station KXOK-FM for the past 
year. 


No decision has been reached in| 


Washington, where hearings have 
been held on some riders’ com- 
plaints against FM-equipped 
streetcars. 


Dotted Liners Elect 

Ralph C. Greiner, Factory Man- 
agement & Maintenance, has been 
elected president of the Cleveland 
Dotted Line Club. Other officers 
are Robert A. Jack, Keeney Pub- 
lishing Co., vice-president and 
treasurer, and Jack Walton, Sim- 
mons-Boardman Publishing Co., 
secretary. 


NBC Shifts McCall to Video 


Francis C. McCall, formerly di- 
rector of news and special events 
for National Broadcasting Co., has 
been assigned to handle the same 
duties for NBC’s new video or- 
ganization. 


Jameson Appoints Two 


George Wishny has been ap- 
pointed Massachusetts state man- 
ager of William Jameson & Co., 
Gallagher & Burton’s whiskies. Ed- 
ward P. Dwyer has been named 
assistant state manager. 


QUALITY METAL 4 | G | 3 
AND PLASTIC 
if he i oblem, write 
United ae x ys Mrenge of printed, 


enameled, lighted and unlighted signs. 
Write for information. 


ADVERTISING SIGNS DIVISION 
United Sound & Signal Co.. Inc. 


COLUMBIA. PENNSYLVAN/A 


Please enter immediately my subscription to 


Advertising Age for 


[] One Year at $3.00 [) Two Years at $5.00 [] Three Years at $6.00 
[) Bill me later [7] Bill my firm 


[) Payment enclosed 


Name. Title_ 
Pirm 

Street 

City Zone State. 
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go back to them in 
memory in the pages of 


THE EARLY 
ADVERTISING 
SCENE 


by 


HARDEN BRYANT LEACHMAN 
ra 


Those ef you whe have won your spurs 
in hese fascinating professions will ex- 
Pe ence a treat in re-living the times you 
So ondly remember. 


‘en and women on the way up should 
be fit greatly from this new book; it will 
he them build more secure foundations. 


ose engaged in any of the vortexes 

of mmerce .. . almost every red-blooded 

' ican, in fact, will revel in this factual 
‘ess romance. 


254 pages, Cloth $3 


til comprehensive book store 
distribution is achieved, 
order direct: 


B. LEACHMAN, Publisher 
nter Workshop: Mineral Wells, Texas 


Headquarters: Wood Dale, Illinois 
(Since 1923) 
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bring your layouts to life: 
print on INTERNATIONAL 


TICONDEROGA OFFSET 


Here’s the good report about Ticonderoga Offset: 


Quality — surface sized; tops for offset lithography or sheet-fed gravure. 


Reproduction — clear, color-true; has a real affinity to ink. 


Economy — especially dependable for long runs where uniformity is a prime need. 
Specify Ticonderoga Offset, and get all 3 advantages in this No. 1 offset paper! 


International Paper Company, 220 East 42nd Street, New York 17, New York 


INTERNATIONAL PAPERS 
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‘Evening Day’ Names Colby 


Barnard L. Colby, for the past 
two years city editor of the Ev- 
ening Day, New London, Conn., 
has been appointed assistant to 
the newspaper’s general manager, 
Orvin G. Andrews. James S. Wat- 
terson succeeds Mr. Colby as city 
editor. 


To General Life Insurance 

William K. Paynter, formerly 
with the Courant, Hartford, Conn., 
has joined the publicity and pub- 
lic relations department of the 
Connecticut General Life Insur- 
ance Co., Hartford. 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented nationally — 


Inc 


by Burn-Smith Co 


Skyway Luggage Co. 
Runs Four-Page Ad 
in ‘Town & Country’ 


SeatTTLeE—A four-page full-color 
advertisement for Skyway Luggage 
Co., carried in Town & Country for 
November, is believed the largest 
luggage ad ever run in a consum- 
er publication. 

The opening page was head- 
lined, “Preview for 1950 of Fash- 
ion in Luggage, presenting the 
world’s most exquisitely styled 
travel cases in permanently match- 
able patterns by Skyway.” 

Inside pages showed the “parade 
of patterns,” in which the com- 
pany offers 17 open-stock pat- 
terns, and 11 matching pieces in 
each pattern. The illustrations 
were shown against a solid-black 
background. 

The insert was used also as a sales 


piece for dealers, for point of sale 
material, etc. Reproductions of the 
color illustrations of individual sets 
of luggage were run off for state- 
ment enclosures by dealers. At the 
outset, 1,000,000 were printed for 
this purpose. 

Spencer W. Curtiss Co., Seattle, 
handles the account. 


GM Diesel Names Hunter 


Robert E. Hunter has been 
named director of sales of Gen- 
eral Motors Diesel Ltd., London, 
Ont., with headquarters in Mon- 
treal. He has been district sales 
manager in Chicago with General 
Motor’s electro-motive division. 


Coleman Joins WMMW 


Dorothy Coleman, formerly so- 
ciety editor of the Record, Meriden, 
Conn., has joined the commercial 
department of Station WMMW, 
Meriden, as copywriter. She suc- 
ceeds Raymond LeMieux, who has 
resigned. 


| Presto in Christmas Drive 


National Pressure Cooker Co. 
(Canada), Wallaceburg, Ont., is 
running an extensive campaign 
for its Presto Fry Master, using 
black and white cepy in wemen’s 
magazines, two-color copy in week- 
end and farm publications, and 
spreads in trade publications. The 
company also is introducing its 
Presto timer and Presto separator, 
which permits cooking several 
foods at one time. Spitzer & Mills, 
Toronto, is the agency. 


King Appoints Blair 

King Broadcasting Co., Seattle, 
has appointed John Blair & Co., 
Chicago, as representative of 
KING-AM and FM, and Blair-TV 
Inc., to represent KING-TV. 


Shrager Names Three 

Miss Francine Longo, Miss Terry 
Leblang and Walter Jackman have 
been named account executives of 
John Shrager Inc., New York 
agency. 


in the Salt Lake City 


1948 LINAGE 


HERE’S AN INTERESTING STORY ABOUT 


pectos 


. 


: 


Trendc 


Co., 


Metals 
Louisville, has adopted a special bus to 
carry its story of the advantages of alu- 


MERCHANDISER—Reynolds 


minum foil packaging to prospects 

throughout the country. The interior of 

the coach is designed to demonstrate 

the “flash” of foil-packaged products 
in a self-service setting. 


Reynolds Acquires 
Foil Merchandising 
Display Vehicle 


LOUISVILLE—Reynolds Metals Co. 
has adopted a specially designed 


_| bus to merchandise its aluminium 


FIRST CLASS 
Permit No. 95 
(Sec. 34.9 P.L.6R.) 
CHICAGO, ILL. 


USINESS REPLY CARD 


Postage Stamp Necessary if Mailed in the United States 


The | Deseret News (¢ 


1,797,183 LIN 


Paper|"A" LOST 


y 


132,414 LINES 


Paper | "B’” LOST 
395,834 LINES 


The gains of The Deseret News totaled more than three times as many lines as 
the other two papers /ost! This means there was substantially more newspaper 
advertising in Salt Lake City — with a definite shift to The Deseret News. 


— POSTAGE WILL BE PAID BY — 


Advertising Age 
100 EAST OHIO STREET 
CHICAGO 11, ILLINOIS 


J 


Retai] food stores, during the first 9 months 
of 1949, used more space in The Deseret News 
than in any other Salt Lake daily— 


62,463 more lines than Paper “A” 
76,893 more lines than Paper “B” 


Source: 


7, Sb Le 


DESERET NEWS 


Serves the Mountain West—Daily and Sunday 
National Representative: Cresmer & Woodward, Inc. 


Advertisers more and more are finding they 
get a better buy and better results in The 


Deseret News. 
Media Records 


Non-Ad Personnel | 
Out of Act: Ott 


PITTSBURGH—The best way to 
steer ad copy past the ‘““many people 
who want to get into the act” is 
to base the copy appeals on results 
of research, according to Louis J. 
Ott, general sales manager of the 
Ohio Brass Co. 

Speaking before the Pittsburgh 
chapter of the National Industrial 
Advertisers Association, Mr. Ott 
stressed the fact that advertising 
is designed to appeal to company 
prospects and customers. 

In order to tailor a company’s 
advertising to this end and avoid 
suggestions of engineers and a:- 
countants, he suggested that a 
market survey be undertaken b>- 
fore any ads are prepared. 

By obtaining criticism and i 
formation on the desires, ideas a 
attitudes of prospects and custo! 
ers before ads are prepared, 
continued, all discussions of co 
and layout can be removed fr: 
the field of opinion and bolste1 
by facts obtained from the surv: y 


as3s=3—8%%17a 7 


Appoints Charles Botinger 


Charles Bofinger, formerly ‘0 
the advertising department of 
Frank & Seder, Philadelphia, | 45 
been named assistant advertis’ '£ 
manager of Strawbridge & Clo’ 1- 
ier’s basement store in Philad |- 
phia. 


Munsingwear Names Winn 


Mrs. Betty Winn has been ‘ - 
pointed manager of the advertis 
and sales promotion department ° 
Munsingwear Inc., Minneapo 5S. 
She joined the company in 1947 
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fransit Radio Is 
Tested in 2 Cities 


Cuicaco—Transit Radio Inc. will 

onduct test broadcasts in Omaha 
uses beginning in early Decem- 
er. 

Twenty-five buses on principal 
ransportation lines will be 
quipped with receivers and 
peakers. All buses used in the 
est also will carry ballots so that 

ders can note their pleasure or 
ispleasure. 

In addition, Transit Radio and 
Station KBON-FM will use pro- 
fessional interviewers to poll about 
200 riders on each route as a check 
against the balloting. 

Programs aired in the test will 
consist of soft background music, 
one-minute news reports, sports 
and weather announcements and 
other public service features. Com- 
mercials will be limited to 50 
words. 


s If the public reaction is favor- 
able, the Omaha & Council Bluffs 
Street Railway Co. plans to in- 
stall receivers in 233 buses. 

The Kansas City Public Service 
Co. has been conducting a similar 
test operation since Nov. 1. Eight 
trolley buses, 14 motor buses and 
eight streetcars have been 
equipped with receivers by Sta- 
tion KCMO-FM, with the coopera- 
tion of Transit Radio. 

Another check of the popularity 
of the service has been made in 
St. Louis. Bus drivers were asked 
their opinion of the service. About 
75% of the 737 who voted were in 
favor of the radio; 15% had no 
opinion and the remaining 10% 
voiced objections. 


a The St. Louis study also showed 
that 64% of the operators believed 
that the radio programs helped 
their relations with passengers’ 


THE GOOD OLD DAYS 


in Advertising, Publish- 
ing and Merchandising: 


go back to them in 
memory in the pages of 


THE EARLY 
ADVERTISING 
SCENE 


by 


HARDEN BRYANT LEACHMAN 
- 


Those ef you whe have won your spurs 
in hese fascinating professions will ex- 
Pe ence a treat in re-living the times you 
so ondly remember. 


en and women on the way up should 
be fit greatly from this new book; it will 
he them build more secure foundations. 


ose engaged in any of the vortexes 
of mmerce .. . almost every red-blooded 
Av ican, in fact, will revel in this factual 
‘ess romance. 


254 pages, Cloth $3 
til comprehensive book store 


distribution is achieved, 
order direct: 


B. LEACHMAN, Publisher 


‘nter Workshop: Mineral Wells, Texas 
Headquarters: Wood Dale, Illinois 
(Since 1923) 


19% reported that some passengers 
had refused to ride buses not radio 
equipped and 84% thought radio 
programs did not interfere with 
the operation of the vehicle. 

Also, the drivers thought that 
77% of the passengers enjoyed the 
radio programs; 15% were indif- 
ferent and 8% objected. About 
1,000 St. Louis vehicles have been 
supplied with programming by 
Station KXOK-FM for the past 
year. 

No decision has been reached in 


Washington, where hearings have 
been held on some riders’ com- 
plaints against FM-equipped 
streetcars. 


Dotted Liners Elect 

Ralph C. Greiner, Factory Man- 
agement & Maintenance, has been 
elected president of the Cleveland 
Dotted Line Club. Other officers 
are Robert A. Jack, Keeney Pub- 
lishing Co., vice-president and 
treasurer, and Jack Walton, Sim- 
mons-Boardman Publishing Co., 


i secretary. 


NBC Shifts McCall to Video 


Francis C. McCall, formerly di- 
rector of news and special events 
for National Broadcasting Co., has 
been assigned to handle the same 
duties for NBC’s new video or- 
ganization. 


Jameson Appoints Two 


George Wishny has been ap- 
pointed Massachusetts state man- 
ager of William Jameson & Co., 
Gallagher & Burton’s whiskies. Ed- 
ward P. Dwyer has been named 
assistant state manager. 


QUALITY METAL Sighs 
AND PLASTIC 


if you have a sign problem, write us. 
United makes a wide range of printed, 
enameled, lighted and unlighted signs, 
Write for information. 


ADVERTISING SIGNS DiVviSi’ had 
United Sound & Signal Co. Inc. 
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bring your layouts to life: 
print on INTERNATIONAL 


TICONDEROGA OFFSET 


Here’s the good report about Ticonderoga Offset: 


Quality — surface sized; tops for offset lithography or sheet-fed gravure. 


Reproduction —clear, color-true; has a real affinity to ink. 


Economy — especially dependable for long runs where uniformity is a prime need. 


Specify Ticonderoga Offset, and get all 3 advantages in this No. 1 offset paper! 


International Paper Company, 220 East 42nd Street, New York 17, New York 


INTERNATIONAL PAPERS 


for Printing and Converting 
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‘The Phoebe Snow’ 
Revived for Fast 


Lackawanna Train 


Hosoken, N. J.—The Delaware, 
Lackawanna & Western Railroad 
has revived an early 20th century 
slogan in launching its new luxury 
streamliner between New York and 
Chicago. 

Its name, Phoebe Snow, was 
originally applied to an auburn- 
haired girl in an immaculate white 
outfit symbolizing cleanliness and 
comfort of Lackawanna travel. The 
road was one of the few using hard 
coal to take the “sin out of cinders” 
for passenger trains at the time. 

Spearheaded by small-space tea- 
ser ads in all on-line cities (AA, 
Nov. 14), Lackawanna broke full 
pages with a similar schedule last 
Tuesday with the first run of the 
Phoebe Snow for the general pub- 
lic. 

Announcement headlines promo- 
ted the Phoebe Snow as “the first 
word in beauty, the last word in 


a 
Be ill 
z 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting — are constant re- 
minders of your products 
and services ... and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
... handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handles — and kits are in- 
dividually packed. Han- 
dles can be imprinted . . . 
with your name or trade 
mark ... at nominal cost. 
Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 46 Years in Business 


STANDARD PRESSED oo eee co. 


JEMRINTOWN PA Bow 


comfort.” Body copy gave brief 
particulars about new conveniences 
and styling to rate the stream- 
liner as the leader of the Lacka- 
wanna “fleet.” 


es Lackawanna will run a two-way 
service daily between New York, 
Newark, Scranton, Binghamton, 
Elmira and Buffalo, with through 
connections to Chicago over the 
Nickel Plate Road. The westbound 
Phoebe Snow has an all-private- 
room sleeping car for overnight 
travel between New York and 
Chicago with ten roomettes for 
single occupancy amd six double 
bedrooms. 

The Phoebe Snow symbol, which 
appeared in Lackawanna adver- 
tising and jingles prior to World 
War I, disappeared when the gov- 


ernment took over the railroads 
when hostilities began. 

“The road of Phoebe Snow” 
for many years appeared only as 
an identification slogan on Lacka- 
wanna box cars. 


ws For the next three months, 
Lackawanna will continue its in- 
troductory campaign with full 
pages in on-line cities promoting 
each of the individual features of 
the train. Air-conditioned coaches 
with reclining easy chairs, a mod- 
ern diner, and a new observation- 
lounge car with a separate tavern 
section are among characteristics 
to receive special promotion. 
Supplementing the print sched- 
ule will be a spot radio schedule 
with musical announcements in 
Binghamton, Buffalo, Elmira, New- 


ark, Paterson and Scranton. Seven- 
teen radio stations are now on 
Lackawanna’s spot schedule. 

The westbound Phoebe Snow 
will leave Hoboken (New York 
terminal) daily at 10:30 a.m., and 
the eastbound train will pull out 
of Buffalo at 10:15 a. m. 


Appoints William Wolt 

William F. Wolf has been named 
vice-president in charge of sales 
of National Bag Advertising, Phil- 
adelphia. Mr. Wolf will make his 
headquarters in the New York of- 
fice. 


Wolcott to Gray & Rogers 

John Wolcott, formerly in charge 
of market research of Neal D. Ivey 
Co., Philadelphia, has joined Gray 
& Rogers, Philadelphia, as re- 
search director. 
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Imhoff Resigns GM Post; 
Polivka Appointed 


Roscoe E. Imhoff has resigne: 
as executive vice-president of th: 
mechanical division of Genera 
Mills, Minneapolis, effective Dex 
1, but he will continue as a con 
sultant to the home appliance de- 
partment. John N. Polivka ha; 
been named head of a newly or- 
ganized appliance design and de- 
velopment department of Gener?! 
Mills Research Laboratories. 


Newspaper Admen Elect 


Andrew J. Pease, advertising 
manager of the Daily News, Ban- 
gor, Me., has been elected pres- 
ident of the New England New:- 
paper Advertising Executives As- 
sociation. John J. Broughan, Re- 
corder-Gazette, Greenfield, Mass. 
has been named vice-president. 


a 


After-Hours Story No.1 
Copy that Clicks 


This 48-page booklet shows you how to 
apply the fundamentals of effective busi- 
ness paper advertising. Case histories 
make it easy for you to see for yourself 
how you can put these fundamentals to 
work under a wide variety of conditions. 

Partial List of Contents: When to go 
after inquiries and when not to.. Long 
copy versus short... How to advertise 
when you “have nothing to sell”... What 
your dealers want to know. 


After-Hours Story No.7 


How General Electric 
Uses Business Papers 


Is there any question in your mind... or 
in your top-management’s mind... as to 
the importance of using business papers? 
Here’s a company that uses 450 different 
business papers...and knows exactly why! 

In this pamphlet one of G.E.’s top ad- 
vertising and sales promotion execs tells 
“why” and he cites some interesting ex- 
amples of “how communication and per- 
suasion (by means of business papers) 
can increase the productivity of a sales 
staff.” 


Yes, if you want to give that business 
paper advertising of yours “the needle,” 
you can’t go wrong by Hitting the Road. 
Five minutes talk with a user of your 
product might easily give you more good 
copy ideas than five days of star gazing 
in your Ivory Tower 

Who to see? How to do it? Where? 
How many calls? A.B.P.’s 52-page book- 
let, Hit the Road, contains the answers. 
Lots of meat... and a laugh on every page. 


After-Hours Story No.8 
Intensive Advertising 


Who first defined advertising as “Sales- 
manship in Print”? None other than John 
E. Kennedy, one of the most famous 
names in advertising. 

Quite some years ago, a group of busi- 
ness paper publishers paid Kennedy 
$25,000 to tell them how advertisers and 
agencies could get a greater return on 
money invested in business papers. Part 
of Kennedy's report was a book entitled 
“Intensive Advertising.” You'll get a lot 
out of the excerpts from this book in 
Pamphlet No. 8. 


After-Hours Story No.3 


Put Your Whole First 
Team on the Field 


s - 


Ys pice 


In this pamphlet a well-known general ad- 
vertising agency exec sounds off about the 
false economy of giving business paper 
advertising the Cinderella treatment. 

This agency man points out that busi- 
ness paper advertising deserves the very 
best in planning and creative talent... and 
shows how advertisers gain when thicy 
make it possible for their agencies to give 
business paper advertising “the works.” 
Good medicine for agency execs, ad m.n- 
agers and top management. 


An ex-advertising manager wrote 15 
story. It’s his “true confessions” about he 
raw deal he gave his advertising age °). 
It tells about his agency philosophy of 
“Get ‘em young, treat ‘em rough and ‘el! 
‘em nothin’” Then this ex-ad man se! 
describes how he eventually “saw ‘he 
light,” righted the wrong, and got im 1 
diate results. 

It will pay every ad manager and ag: ‘Y 
exec to read this interesting and signifi. ‘"' 
case history of an advertiser-agency | |* 
tionship. 
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Dutch Group Issues 
ne. | Consumér and Trade 
th: = = - 
22 f Periodical Studies 
= Tue Hacue, NETHERLANDS—Sixty 
de. per cent of all families in Holland 
has read a weekly or monthly periodi- 
or - ‘al, according to a new study is- 
de- sued by the Netherlands Periodi- 
ere | ‘al Publishers Association. 
The survey is based upon 80% 
of the total circulations of 57 week- | 60% 
ies and monthlies published here| piano. 
sing (total net sales for all 57 periodi- 
Jan - cals are slightly more than 3,500,- 
res- 000). 
Ws- 
fA: If Findings include the following: 
ass Of the total circulation of politi- 
cal and religious weeklies, 77% 
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is by subscription; 90% of family 
periodicals are on a subscription 
basis and 92% of women’s pub- 
lications are sold through sub- 
scriptions. 

As an indication of reader pur- 
chasing power, the study lists sta- 
tistics showing that 18% of the 
readers of family papers have a 
bathroom; 6% have a refrigerator; 
25% a telephone; 9% a car; 3% 
a home movie projector; 44% a 
camera; 77% use a water softener; 
have a radio and 15% a 


a The association also has re- 
leased a study of trade, technical 
and professional publications. 
Fifty-two per cent of the readers 
of such publications read them be- 
cause of the value of the editorial 


material; 23% to “keep informed” 
and 15% because they are mem- 
bers of the organization issuing 
the periodical. 

As to the value of such special- 
ized publications, 13% said that 
they “cannot do without,” 43% 
replied that they are “very valu- 
able,” 29% “fairly valuable,” 12% 
“not very useful,” and 3% ex- 
pressed no opinion. 


Triangle Names Taylor 


Triangle Publications, New York, 
has appointed Allan Taylor, for- 
merly with Conde Nast Publica- 
tions, as advertising director of its 
magazine division and of Seven- 
teen. Walter Holden, previously 
with Mutual Broadcasting System, 
has joined the Chicago sales staff 
of Seventeen. 


Canadian Dailies’ Linage Up 


Canadian Daily Newspapers As- 
sociation, Toronto, reports that 
national advertising in Canadian 
daily newspapers showed an in- 
crease of 23.4% in September, 
1949, as compared with the same 
month last year. The total ad- 


vertising during September showed | 


a gain of 11.4% over September, 
1948. 


Names Amsteen-Palmquist 


Amsteen-Palmquist Associates, 
Chicago, has been named by Musk- 
in Mfg. Co., Walkerton, Ind., as 
sales representative of the Wal- 
kerton line of Ponderosa pine un- 
painted furniture. Muskin is in- 
troducing its line to furniture, 
department and specialty stores 
under its own trade name for the 
first time. 


(gading for busy ad mew 


... to help you get primed now for a more effective advertising job in 1950 


Advertising 


Would you like to know how one of 


America’s smartest and best-known 


vertising directors (a very large user of 
general consumer media and business 
papers) gets the most out of his business 


paper advertising? 


Let this successful ad exec, who minces 
no words, tell you in his own straight- 
from-the-shoulder way. Send for Pam- 
phlet No. 4. It gets down to hard-pan... 


is factual... it makes sense. 


After-Hours Story No.4 


A Page of Advertis- 
ing is a Page of 


After-Hours Story No. 10 
Mr. President: Meet 


If you’re a wide-awake ad manager or agency exec you're not consulting crystal 
balls or Indian soothsayers to get a line on 1950's advertising job. You know 
that the post-war honeymoon is over... that we're all heading for one of the 
roughest, toughest advertising and selling free-for-alls on record. 


That’s why we are sure you are hungry for helpful ideas and information... 
why you’ll welcome the timely booklets and pamphlets described below. Every 
single one of them is designed to help you do more resultful advertising in 
business publications ... get rid of the handicaps which often stand in the way. 


We're not implying, pictorially, that you must “burn the midnight oil” to 
do this reading. But we are suggesting that you are likely to enjoy doing so. 
The coupon below is for your convenience. 


The Big Boss barks, “Cut out 
ad- 
this hot-spot. But it’s always 


phlet No. 5. They'll give you 


Majesty .. . just in case?) 


After-Hours Story No.§ 


How Much Does No 
Advertising Cost? 


tising!” So what? What do you say? 
Let’s hope you won't find yourself on 


prepared. So get primed with the convinc- 
ing facts and reasoning presented in Pam- 


beard the lion in his den! (Incidentally, 
how about requesting an extra copy of 
No. 5... for the exclusive use of His 


the adver- 
well to be tising effectiveness. 


courage to 


agers to come up with 


In the absence of traceable inquiries, ad- 
vertisers and agencies are often stumped 
in their efforts to prove or measure adver- 


Here’s a pamphlet that describes 10 
ways to measure advertising performance. 
It doesn’t pretend to be an advertising 
“slide rule”...but it has helped a lot of 
copywriters, agency execs and ad man- 


the evidence of 


advertising results that top management 


often demands. 


PR Re 


205 East 42nd Street, New York 17, N.Y. 


Once in a while someone asks: ““What’s 


your editorial policy?” 

Our editor usually says: 

1. To give the subscriber his 50 cents’ 
worth every month. 

2. To interest 657,000 business men. 

For a more exact definition, let's look at 
a subscriber and at the editorial material he 
gets each month. Here is a subscription 
check from a manufacturer in Johnson City, 
Tennessee, (pop. 34,500). We don't know 
how many people he employs, or what kind 
of a car he drives. But after publishing 
Nation's Business thirty years, we do know 
what interests him in NB. 

In the November issue, his interest in 
business may lead him to read “The Man 
Who Sells Takes the Helm” and “Risk 
Capital in Modern Dress.” 

His interest in a hobby may prompt him 
to read the Sumner Ahibum story about 
miniature railroading. 

His interest in his community, his country 
and in politics may lead him to read “The 
Farm Is a Factory,” The State of the Nation, 
Washington Scenes, and “Roosevelt, Jr.— 
How Big a Chip?” 

Interest in himself, his wife and son, may 
lead him to read “Wooing the Male Shopper” 
“What Happened to the GI Loans.” 


The above is a fair sample of the reading 
material business men get for the $320,000 
they pay us month after month. Does it add 
up to an editorial policy? 

We don’t know how other magazines 
define their editorial policies. E. B. White 
wrote some years ago that the policy of The 
New Yorker, so far as he could discover, 
was first to make money, and second to 
make sense. Maybe that’s as far as any 
publisher should go. 

NATION'S BUSINESS. . ..Washington, 
New York, Chicago, Detroit, Cleveland, 
San Francisco and Los Angeles 


“fa 
a. 


Your Advertising 
Manager 


me advertising managers say that their 
esidents wouldn't know them if they 
w them in a show window. Well, here’s 
| introduction of Mr. Ad Manager to 
r. President which should make them 
iddies. . 

It tells about what kind of a chap the 
! manager is, what he knows and does, 
‘at he needs in order to do a good job, 
'w to get the most out of him, why he 
ould be regarded as one of the most 
lee (portant members of the team. 
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1 THE ASSOCIATED BUSINESS PUBLICATIONS i 
i 


An association of indepen- 
dently owned ABC paid cir- 
culation business publica- 
tions entered under second 
class postage. The ABC 
verifies to the advertiser that 
the publisher delivers a spec- 
ified number of issues, for a 
specific length of time, for 
a specified amount of money. 


CJ No. 1 


Members of ABP subscribe WAME:........-- 
to a code of high editorial, 

advertising and circulation 2 
standards, and pledge them- COMPANY:...... 
selves to deliver publications 

worthy of the subscriber's STREET:....... 
money and the advertiser's 

investment. ee 


Gentlemen: Please send me, free of charge, the fol- 5 
lowing booklets or pamphlets: 

(No.2 [No.3 (J No.4 [)No.5 é 
(0 No.6 [No.7 [No.8 [J No.9 [No. 10 
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Minneapolis Adclub Starts 
College Scholarship Fund 


The Advertising Club of Minne- 
apolis has established an annual 
scholarship in advertising at the 
University of Minnesota, to be 
called the Advertising Club of 
Minneapolis Scholarship Fund. 

An award of $150 will be made 
annually in support of one schol- 
arship. The initial $900 grant 
guarantees scholarships for six 
academic years. 


Osborne Leaves Studebaker 


David R. Osborne has retired 
as sales training director of Stude- 
baker Corp., South Bend, Ind., af- 
ter 23 years with the cornapany. He 
will continue in the sales training 
field on a free lance basis. 


/Simpson-REILLY, LTD. ) 
Publishers Representatives 


Along the Media Path 


e It took Chrysler Corp. to get 
'Town & Country to print its title 
on both front and back covers of 
the magazine. Chrysler bought the 
back cover of the November issue 
to feature its “long, low and 
lovely” Town & Country convert- 
ible, and the name “Town & Coun- 
try” appears in type fully as large 
as the magazine’s logotype on the 
front cover. 


e The bimonthly Harvard Busi- 
ness Review will adopt a new size 
and format with the January, 1950, 
issue, going from the present 6%” 
x 9%” to an 8%x11%” page. 
That will eliminate the need for 
ad plates of non-standard size and 
pave the way for four-color re- 


Ahead” and “Looking Around,” to 
help augment reader traffic 
through the advertising. No 
changes are planned in general 
editorial content. 


e@ The New York Times published 
an 80-page “Fashions of the 
Times” magazine section as part 
of its Sunday, Nov. 6, edition, 
highlighting fashions presented 
during the newspaper’s eighth an- 
nual fashion show. The special 
section carried 39,525 lines of ad- 
vertising from 79 national and re- 
tail women’s apparel and acces- 
sory advertisers. A special mail- 
ing of the section was made to 
several thousand department store 
heads throughout the country. 


staffs of World Oil and Petroleum 
Refiner, monthly publications of 
Gulf Publishing Co., issued a spe- 
cial “Daily Oil News” three morn- 
ings during the recent annual 
meeting of the American Petro- 
leum Institute in Chicago. The is- 
sues, ranging from 48 to 52 pages 
each, were printed in Chicago and 
delivered by 7 a. m. to the door of 
each convention-goer registered at 
a major hotel. The tabloid-size 
dailies, in which all available ad 
space was sold, carried a com- 
plete registration list of more than 
5,000 persons, program highlights, 
10,000 words of telegraphed news, 
committee reports, etc. 

The special service, unique in 
the industry, has been provided by 
Gulf for a number of years. 


e Montreal’s bilingual station, 
CKVL, employed Trans Canada 
Airlines and more than a score of 
Canadian National Telegraph mes- 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO RUSS BUILDING 
SEATTLE NEW WORLD LIFE BLDG.) 


production. The publication is cir- 
culating a dummy containing tenta- 
tive new features, 


“Looking 


e With a dozen men pitching in 
to handle the rush job, combined 


sengers Nov. 3 to delivery 65 
birthday cakes, complete with 
three candles, to Toronto ad agen- 


Governor Luther W. Youngdahl 
of Minnesota is perhaps the only 
chief executive of any state who ap- 
pears frequently in a popular news- 
paper comic strip. 

The same unusual honor is shared 
by Coach Bernie Bierman of Minne- 
sota’s Golden Gophers, and by a 
good many other prominent citizens 
of the Upper Midwest who often 
choke over their morning coffee upon 
finding themselves in the comic pages 
of the Minneapolis Tribune, drawn 
in deadly caricature and embroiled 
in slapstick comedy antics with a 
raffish runt named Smorgy. 

Smorgy is a chinless pixie with a 
balloon nose, no respect for authority 
and an ingratiating stupidity of 
enormous propor- / 
tion. The creation 
of Kurt Carlson, 
Minneapolis Star 
and Tribune artist, 
Smorgy is also the 
principal performer in the first 
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What makes a newspaper great? 


widely-circulated ‘localized’? comic 
strip featuring actual people and 
well known personalities in the news, 
whom Carlson sketches with almost 
photographic accuracy and leaves to 
the mercies of Smorgy and his im- 
probable cartoon friends. 


The world’s only buffoon named 
after a buffet, Smorgy (short for 
Smorgasbord) appears like a termite 
from the woodwork in 
important government 
conferences, turns up at 
civic affairs, pokes his ~y 
bulbous beak into small 
town celebrations from “ 
the Willmar Kaffe Fest to the Hop- 
kins Raspberry Festival. Inventing 
preposterous exploits for Smorgy 
and drawing him into such back- 
grounds keep Carlson traveling 
through the Upper Midwest for 
weeks at a time snapping pictures of 
places and persons for later delinea- 
tion on the drawing board. Smorgy 
has no political bones to pick, no 


moral to deliver, no plot to hamper 

his hilarious style. Like all classic 

comics, he’s just for fun—and he 

provides enough of it to rate as a 

best-read feature among the comics 

in the Minneapolis Starand Tribune, 

which include all the nation’s best. 
Experiments in origi- 

nality like Smorgy illus- 

trate the inventiveness, 

the fresh approaches, the 

leadership in entertain- 

ment features as well as N) 

in news that keep the Minneapolis 

Star and Tribune the best-liked, best- 

enjoyed, most-respected newspapers 

of the great region they serve. 


Minneapolis 
Star and Tribune 


EVENING MORNING & SUNDAY 


590,000 SUNDAY: 470,000 DAILY 


JOHN COWLES, President 
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cies. Agency men in Montreal, New 
York, Chicago, Winnipeg and Van- 
couver also were inVited to “cut 
yourself a piece of cake” as part 
of CKVL’s third birthday celebra- 
tion. 


e The Milwaukee Sentinel pub- 
lished its largest exclusive food 
section Oct. 27, with a 24-page Na- 
tional Food Stores tabloid mark- 
ing the chain’s 50th anniversary of 
serving consumers in the Wiscon- 
sin and Upper Michigan areas. 
Front and back covers of the sec- 
tion were in full color. 


e At the start of its second year 
the baby-sitting service inaugu- 
rated by WJW, Cleveland, is stil! 
hanging out the SRO sign. The sta- 
tion packs the kids in every Satur- 
day morning, while their mothers 
go shopping or just rest up, for 
three hours in a playroom-studio. 
WJW has built a show out of the 
stunt, “Uncle Bruce’s Nursery,” 
which is aired from 9:30 to 10:30 
a.m. Cleveland mothers must cal! 
in while the show is on the air, in 
order to register their youngsters 
for the next week’s affair. The 
kids get games and toys, stories, 
music, films and cartoons—and 
milk and graham crackers in mid- 
morning. 


e Advertising placed high on the 
list of readership preferences, with 
a 97.1% rating, in a ten-month 
continuous readership study con- 
ducted by Motor Age. High spot in 
the survey was “new products,” 
with 99.2%. 


e While Kinsey is still busy study- 
ing the distaff side, Woman’s Home 
Companion is conducting its own 
mail survey of what men like 
about women’s looks—their make- 
up, hair, legs, clothes, grooming 
faults and “anything else you'd 
like to get off your chest?” The 
Companion’s “Good Looks Depari- 
ment” will compile the returns for 
a major editorial feature. 


e@ Building Supply News, gather- 
ing reports on the success o/ the 
third annual “National Home Ap- 
pliance Week” it has sponsored for 
lumber and material dealers, dis- 
covered that one Chicago dea'er 
who held open house lined up sa:es 
for 28 kitchen jobs, averaging $*70 
in cost. Surveys have shown that 
8,000 outlets in the lumber and 
material field also merchandise 
one or more lines of home appli- 
ances. BSN has been supplying 
them with promotional materia! 
stressing the “complete kitchen” 
store. 


e@ Esquire’s December issue car- 
ries 25%, pages of classified a:- 
vertising, 67% more than in last 
year’s Christmas issue and tie 
biggest volume of classified in the 
magazine’s history. 


Issues Alabama Fact Book 


The Alabama State Chamber of 
Commerce has issued a profus¢!y 
illustrated booklet called “A'a- 
bama, Heart of Dixie,” cover 1g 
the state’s history, industries, ag |- 
culture, tourist attractions, «©€. 
One section lists cities alphabe '- 
cally wih U. S. and state highw :y 
route numbers, and describes | 1¢ 
institutions and other points of 
interest in each one. The book et 
is available free of charge fr ™ 
the State C. of C. in Montgomer . 


Spurrier Transferred 

Harry B. Spurrier has been »)- 
pointed public relations repres ‘- 
tative of the New York Cen' 4! 
System, with headquarters in C \- 
cago. He formerly held a sim a! 
position for the railroad with he i- 
quarters in Cleveland. 


Erwin, Wasey Names Kopp 


Jules Kopp has been named c! ¢! 
art director of Erwin, Wasey & ‘ >. 
Los Angeles. He was forme 
with J. Walter Thompson ¢ ? 
Campbell-Ewald Co. and ot!°© 
agencies. 
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HEAVY DUTY—This shopper carries 6 Ibs. 

of apples in her Zip-Lok bag, new Plio- 

film product made by Milprint Inc., 

Milwaukee, for use in self-service stores. 

An accordion-folded top, threaded with 

a drawstring, locks tight under the 
weight of the bag’s load. 


Graphics staff. That means “com- 
municating its message with color 
and vitality but without sacrific- 
ing accuracy or violating funda- 
mental educational objectives.” 


Elgin Adds Wilder 


Erskine P. Wilder Jr., at one 
time on the copy staff of Sherman 
K. Ellis & Co., Chicago, has been 
named sales promotion manager of 
Elgin National Watch Co., Elgin, 
Ill. He succeeds Clay Seipp, who 
will supervise a new sales district 
centering in Madison, Wis. 


Gaston Names Haehnle 


Gaston Mfg. Co., Cincinnati, 
maker of toys and advertising dis- 
plays, has placed its account with 
Haehnle Advertising Inc., Cincin- 
nati. James R. Heekin Jr. is ac- 
count executive. 


Issues Model Directory 


Maria Easterly Models, Port- 
land, Ore., has published Port- 
land’s first model directory to help 
simplify selection of model types 
by agencies, retailers, manufac- 
turers and others. 


Joins Clark & Rickerd 


Robert A. Dobbin, formerly with 
Bert S. Gittins Advertising, has 
joined Clark & Rickerd, Detroit, 
where he will act as assistant ac- 
count executive on the Kasco Mills 
account and will handle radio pro- 
ductions. 


Places Amm-i-dent in Canada 


Effective Jan. 1, Canadian ad- 
vertising for Amm-i-dent am- 
moniated tooth powder and paste 
will be handled by Baker Adver- 
tising Agency, Toronto. 


Ted Witter Opens Agency 


Ted Witter has resigned from 
Blaco Advertising Agency, Toledo, 
where he has been account direc- 
tor and space buyer, to open his 
own agency at 831 Spitzer Bldg., 
Toledo. He will continue to han- 
dle the accounts he brought to 
Blaco when it was organized three 
years ago, and has added Master 
Control Co., Akron; Hocking Val- 
ley Brick Co., Columbus; Puring- | 
ton Brick & Tile Co., Galesburg, 
Ill, and Superior Cement Co., 
Portsmouth, O. 


‘Creative Graphics’ 
Puts Zip in School, 
Service Materials 


DenveR—‘“Creative Graphics, an 
integral part of the University of 
Denver, was established to sim- 
plify scholarly materials, sacrific- 
ing neither accuracy nor detail in 
adding color and vitality to the 
learning process.” 

That brief postscript to a recent 
brochure published by the Uni- 
versity of Denver Press describes 
the chief aim of Creative Graphics. 
The university unit was started 
three years ago as a classroom pro- 
ject of Lawrence Senesh, associate 
professor of social sciences, who 
now directs the operation. 

Original projects of Creative 
Graphics were merely pictoriali- 
zations of term papers, using both 
the talents of social science stu- 
dents and art students who were 
called in to develop the ideas into 
effective public displays. 


s The first work was so successful 
that the university decided to make 
Creative Graphics a permanent 
workshop to serve the needs of 
schools, colleges and service agen- 
cies for pictorialized education and 
public relations materials. 

The materials make a deliberate 
play for reader interest, emphasiz- 
ing an approach often neglected 
by educators and social service 
workers because of lack of funds 
or reticence about using “‘commer- 
cialized methods.” 

The unit’s professionally-trained 
art and research staff, using plenty 
of color, pictures and symbols as 
eye-catching devices to explain 
statistics and difficult concepts, 
has handled a total of 250 projects 

nee it started fulltime operations. 
‘reative Graphics has designed 

osters for the U.S. Commission 

1 the United Nations’ Educational, 

‘ientific and Cultural Organiza- 

n; has prepared a pictorialized 

nual report for the Children’s 

d Society, and has designed bul- 

‘in and handbook covers for the 

iiversity of Denver and other 

‘leges in this region. 


* Its educational visual aids, pub- 
1ed and marketed through the 
iversity of Denver Press, are 
igned to supplement and inter- 
t other study materials. In- 
ded primarily for classroom use, 
se aids also have been used by 
iness men, government officials 
| librarians. 
‘reative Graphics also has pre- 
ed booklets and displays to pro- 
te special educational features 
h as junior colleges, adult edu- 
ion and student counseling. 
‘o be effective, education and 
ormation material must compete 
equal terms with commercial 
rk, according to the Creative 


Optimistic Oil Men 


Drillers See a Halt in 


Five Month Downtrend 


As Demand Improves 


Texan Predicts 


Drilling But No Boom; 
Firm “Going Full Blast” 


Prospecting Costs Up 40% snnth 


By ROBERT SPANN 

Staff Correspondent of THE WALL STREET JOURNAL 
DALLAS — Oil well drillers are looking 
more hopefully to the future. 
five-month downtrend in their business } 


been halted. 


That was evident here this week as 800 
them gathered at the ninth annual conventiogg™ 
of the American Association of Oilwell Drill- 


“-ntractors. 


~ the men who drill about 
“rv’s oil wells, doinr 


Only with the full story of 
what is happening in business 
can management plan for the 
future ...and buy accordingly. 
That’s why executives in every 
state consider The Wall Street 
Journal essential reading 
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“Competition for markets requires that we be fully and 
reliably informed on business trends. Our production people 
must know the state of the primary markets and the 
availability of other materials and services needed in our 
manufacture. Several copies of The Wall Street Journal go to 
the principal executives in companies with which I am 
associated. I know these people make good use of 
this publication daily. and I too find it of inestimable 
value in planning for the future.” 


WVERhnr>A 


Published at 


Willard F. Rockwell, 
Chairman of the Boord of: 


Rockwell Manufacturin 
Standard Steel Spring 
The Timken-Detroit Axle Company 


44 Broad St., New York 4 
911 Young St., Dallas 2 
415 Bush St., San Francisco 8 


Company 
ompany 
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Pertectly Suited ‘gee 
Sanitzen 


‘Sun Clothes - FIGURE CONTROL Swim Suits 


Accurate 
Reproduction — 


CENTRALLY — § 
LOCATED. 


for Economical bistribution J 


2 a a . ee 8 ae . The Beer that made 
CROWN 9 ~ - ‘ Milwaukee Famous 
EXTRA : ‘ ‘ a rs 


_ GASOLINE 


CHICAGO 


Producers of Quality Posters for over 50 years 


NEW YORK - LOS ANGELES - ATLANTA «+ SAN FRANCISCO - DETROIT - BUFFALO + DALLAS - AKRON 
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Advertising Age / 


AA Reviews Progress in Outdoor Advertising 


_.. THE NATIONAL NEWSPAPER OF MARKETING 


Outdoor a Chevrolet 
Ad Medium Since Start 


All Forms of Medium 
Used Consistently for 
Biggest Selling Auto 


By C. J. FRENCH, 
Advertising Manager, 
Chevrolet Motor Division 

The value of outdoor advertising 
as a dominant and flexible medium 
for reaching prospective motor car 
buyers has been recognized by the 
Chevrolet Motor Division ever 
since the beginning of its advertis- 
ing program. 

In 1922, when Chevrolet started 


‘_ 


—— 


its first significant advertising pro- 
gram, the campaign included out- 
door postings along with newspa- 
per and magazine space. As Chev- 
rolet’s advertising budget in- 
creased, so did the amount spent 
on outdoor postings, until today 
Chevrolet is a consistent user of 
between 12,000 and 15,000 posters 
every month. 

Outdoor advertising is a splendid 
supplement to newspaper and mag 
azine advertising, Chevrolet offi- 
cials feel. It does not take the place 
of these other media, but adds 
background and prestige to the 

(Continued on Page 42) 


(AL CHEVROLET DEALER 


'RADEMARK THROUGH THE YEARS—The Chevrolet trademark has become famous 
partly through its frequent use on outdoor poster boards. It is standard Chevrolet 
policy to use the trademark as the dominant theme of outdoor advertising at fre 
quent intervals in order to imprint the mark indelibly on the minds of automobile 
users. The early example at the top was posted in September, 1926. Below it is a 
1930 variation, then one used in 1937, and at bottom, the one which will be dis- 
played next month, with the trademark in dark blue with white letters. 


SWITCHOVER—Calvert Distillers Corp. is 
now in the process of changing its 33 
neonized spectaculars to the “Switch to 
Calvert’ theme. At top is the old theme. 
Below is the same location, with new 
copy, by night. “Tastes better’ becomes 
“smoother” and “mellower,’’ as the neon 
lighting of Calvert changes. 


Calvert Switches 
Its Spectaculars 
to Switch Theme 


New YorkK—Calvert Distillers 
Corp. is now in the process of 
changing its 33 neonized spectacu- 
lars over to the “Switch to Cal- 
vert” theme. 

In most markets, the new copy 
will replace the owl and “Clear 
heads choose Calvert” copy, which 
has not been used in publications 
for some time. 

On many of the spectaculars, 
Calvert uses a clock—it knows 
from experience that the public 
watches clocks. In fact, the pub- 
lic keeps the outdoor company .on 
the ball. Should the clock stop, 
or be a little late, Calvert can 
count on a flood of calls. 


s In addition to the spectaculars, 
Calvert also uses 3 painted bulle- 
tins, and 115 painted walls—this 
in addition to its regular poster 
campaign, which appears in all 
available states. 

The emergence of the “Switch” 
campaign into the _ spectaculars 
probably means that Calvert will 
use the theme for some time. In 
general, because of the cost in- 
volved in changing a spectacular, 
copy changes are only made once 
in a three-year period. Painted 
bulletins are repainted every four 
months, and—while the copy is not 
always changed—frequent layout 
changes are made. 

The cost of the switch in copy 
for spectaculars obviously means 
that the advertiser must be certain 
of his location, and certain of the 
copy theme he intends to employ. 
Calvert keeps the copy short and 
simple: The owl theme employed 
four words, the Switch theme em- 
ploys five. 


Advance Orders Show 
No Letup in Advertising 
Planned for Next Year 


New YorK—If the outdoor ad- 
vertising business can be accepted 
as a criterion for all advertising, 
the advertising business is going 
to be just as good in 1950 as it is 
this year, and maybe a little better. 

That means it will be very good 


—and, in the case of outdoor adver- 
tising, will set another all-time 
high, following successive peaks 
in each of the last six years. 


ws Total volume of outdoor adver- 
tising in 1948 ran somewhere 
around $125,000,000, or perhaps a 
bit better. This year the figure 
will probably be very close to the 
1948 peak, with the outlook at 
present being that the industry will 
wind up the year with not more 
than one-half of 1% below the 


1948 figure, and more likely 1% 
or 2% above that figure. 
In the outdoor field, so-called 


MOVES FOOD—Better than average gains 
have been registered by the outdoor in- 
dustry in food volume in the last decade. 


(Continued on Page 76) 


Chart is from Outdoor Advertising Inc. 
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BUSINESS IS GOOD—How national sales volume in the outdoor industry is run 
ning. National outdoor advertising—which normally accounts for about 70% of 
the industry’s total—hit a record $78,000,000 in 1948, and will probably edge up a 
bit over that record in 1949. Five years ago volume was only about 40% as large. 
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Record Outdoor Year 
Seen; Expect Good ‘50 


“national” advertising is the tail 


that wags the dog. National and , 


important regional accounts, most- 
ly placing their space through Out- 
door Advertising Inc., the national 
selling arm of the outdoor field, 
account for about 70% of total 
volume. The remainder comes from 
local stores, service organizations, 
etc. 

According to Outdoor Adver- 
tising Inc., national poster volume 


this year came principally from 
three groups of product advertis- 
ers: automotive, beverages, and 
food products. 

Automotive advertising, includ- 
ing automobiles and trucks, gaso- 
lines and oils, and tires and ac- 
cessories, still is the most im- 
portant single classification, ac- 
counting for 38.5% of 1949 na- 
tional business. But it is not the 
dominant factor in outdoor adver- 
tising which it once was. 

Beverages, including soft drinks, 
beers and wines, and teas and cof- 
fees, are not far down the line, 

(Continued on Page 76) 


AUTOMOTIVE VOLUME 1] 


1947 1948 1949 


UP AND UP—Chart by Outdoor Adver- 
tising Inc., showing trend in the volume 
of outdoor advertising placed by auto- 


motive accounts. 
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Goodyear Photos 
Show Problem of 
Installing Signs 


CLEVELAND—Because so few peo- 
ple have an appreciation of the 
amount of work and the wide 
range of crafts that are involved 
in the installation of a spectacular 
sign, Goodyear Tire & Rubber Co. 
added a novel touch to the instal- 
lation of three spectacular dia- 
mond signs here by having a 
photographer on hand during the 
entire job to photograph the pro- 
cess from beginning to end. 

Three identical signs were in- 
Stalled on the roof of the Good- 
year building at 13th and Chester, 
in order to capitalize on heavy 
traffic moving in a number of di- 
rections through this intersection. 

Each sign is 36’ wide, 19’ 6” 


READY FOR WORK—Air view showing the three Goodyear signs in position (one 
faces away from camera, behind right hand sign). They command heavily traveled 


Cleveland streets. 


high and 3’ thick. The thickness 
is the result of deliberate design 
to accentuate the diamond shape. 
Both faces and back of sign are 
porcelain enamel and the filler 
edge is stainless steel around the 
entire circumference. 

Like all standard Goodyear 


roof signs, these were constructed 
in sections. This procedure re- 
duces assembly time in the field 
and also makes it possible to move 
the signs to another location. 
The porcelain faces are blue 
field with yellow for the copy and 
white edge border. The Goodyear 


house flag is made of fired glass 
illuminated from the interior by 
28 60-watt incandescent lamps. 

The chasing border is made up 
of 320 25-watt lamps staggered 
in two rows. Three hundred forty- 
six feet of yellow tubing are used 
to outline the “Goodyear Tires” 
copy. 

All three signs are controlled by 
a General Electric photo-electric 
switch which has been standard 
equipment on all Goodyear spec- 
tacular signs for more than ten 
years. It has been Goodyear’s ex- 
perience that the photo-electric 
switch is the most efficient way of 
controlling large signs, assuring 
that they will be on and operating 
whenever it is dark and not op- 
erating when daylight prevails. 
Operating hours per month with 
this equipment seem to be about 
the same as when a sign is op- 
erated a fixed number of hours 
by a clock. 

The signs were built under the 
supervision of Paul Fritsch, in 
charge of the Goodyear dealer 


CLOSEUP—A mobile crane reaching 105 

in the air was used to hoist sections o/ 

the Goodyear sign to position. At bot 

tom, workmen are bolting the parts to 
gether. 
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telaet wip MILWAUKEE 


with Cream City Outdoor Advertising 


A “NATURAL” OUTDOOR MARKET, Milwaukee and its suburbs cover 
over 500 square miles, encompass 28 major shopping centers. All traffic 
is surface level — there are no “els” or subways. Strategically located, 
scientifically allocated posters and spectaculars dominate the trafficways. 


People are on the move! 


BUYING POWER, 16% higher than the national average, is consistently 
tapped with the repetitive appeal of outdoor advertising at its best. Here 
is selling where it counts — complete coverage with one medium — reach- 


ing spendable income on its way to buy. 


SALES RESULTS come quickly, easily, with telling effect — at amazingly 


low cost. Cream City posters deliver over 1,000,000 sales messages every 
day — 30,000,000 every month — for pennies per thousand! No other 
medium — no other market — offers so much for so little. 
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NY 


identification department, by the 
Bellows Electric Sign Corp., Ak- 
ron; porcelain enamel by Ervite, 
Erie; fabrication of structural stee! 
by McDowell, Cleveland; and in- 
stallation by Lustrolite Cleveland 
Corp. 


Single-Unit Light 
Control Developed 
for Outdoor Signs 


Boston—A new single unit out- 
door lighting control for interval 
night illumination is now in pro- 
duction by the Fisher-Pierce Co. 
here. 

The new unit consists of a light 
sensitive photo-relay and a built- 
in time switch. The photo-relay 
turns on the lights at a preset 
value of daylight, and the auto- 
matic time-switch turns them off 
at any preset time during the night. 

If desired, the time-switch can 
also be set to turn on illumination 
early in the morning. In that case 
the lights remain on until the 
daylight reaches sufficient inten- 
sity to activate the photo-relay 
which shuts off the lighis until 
needed again. 

Among the features and advan- 
tages of this unit, according to the 
manufacturer, are its compact size, 
its positive and dependable action 
regardless of weather conditions, 
location or time of day. It is also 
said to keep illumination levels 
well above the danger mark in 
busy work areas where installed. 


ws In a typical photoelectric con- 
trol illumination, an outdoor post- 
er is illuminated before dusk, dar- 
kened between midnight and 6:30 
a.m., or lighted again by time- 
switch for the heavy early-morn- 
ing traffic. It is then automatically 
turned over to the photo-relay for 
on-and-off control as weather con- 
ditions may require during the re- 
mainder of each 24-hour period. 
Installation is said to be simp!e. 
The only precaution necessary 
to place the control to the nor’ 
to avoid facing the phototube ¢! 
rectly into the sun, which wou 
tend to reduce the life of the tu! « 


cot So & 


Mutual Truck Names Agency 


Mutual Truck Parts Co., Chica 
has placed its advertising w 
Sander Rodkin Advertising Age '- 
cy, Chicago. Fred M. Hochbe 2, 
the company’s sales promot: 2 
manager, has also announced | }¢ 
promotion of Stephan Polomch: «, 
formerly assistant sales promot 
manager, to the post of advert *- 
ing manager. 


British Seek Canada Travel 


Tying in with Holy Year tra\ |. 
British Railways is using a list 
Canadian newspapers and mas:- 
zines in a six-month campaign ‘° 
continue through March, urg)'s 
tourists to see the British Is° 
while enroute to Rome. The Mc - 
treal office of McKim Advertis 
is placing the campaign. 
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OUTDOOR ADVERTISING 
INCORPORATED 


Outdoor Advertising Incorporated is the national 
sales representative of the outdoor industry 


Its functions are as follows: 


to sell outdoor advertising to national and sectional ad- 
vertisers and their agencies 


to work with advertisers and agencies in making the 
most of every opportunity to develop and expand the use 
of outdoor advertising 


to perform the specialized functions involved in present- 
ing the uses and advantages of the medium 


to plan its use with a view to making it most effective 
and productive to the advertiser 


to keep in constant touch with every phase of every 
national campaign so as to insure its success 


to perform and assist in such functions as educational 


g<€iek Fk 


work, advertising of the medium, and publicity. 


From its head office in New York, O.A.I. sales activities extend 
to all parts of the country through eleven branch offices. 


i 
oRK 
NEW ¥ 
—— 
i m—“—*é—“—“—;«‘SCHCAGD Za A 
a CLEVELAN 
A 


ST. LOUIS 


ATL ANT A 


HOUSTON 


ee St ier aot. Oc ee 
ites 43 See CAA eS A oe eee pcan 
A MC ee he LR eh Me SES OE 


ie a aia? ads j ities ae = is sn ee Be iii tage Fe tates a 2 ot Sea are ses Se Ptpen 5 aaa y 
hae See ae es ; ie Oe ata oe is ni hay : e Pig horse, Why le igs < a a gic gpg oe : 2 es : : Be " 
Pa : ie oe ae 2 eee Pit ae ae oe 2 eran. ek ae 28a fen ; y | ‘ | ah 
ee 
. ak « . ¥ 
EE rm 
; ae co 
lade 
eee 
oes 
a 
ee 
' me 
: i. so ay 
As — oe 
Fis se 
ea 
; 
; 
) | , 
| ; bi ie ae 
sae 
ns 
ne 
2 
e, 
| v nis 
n- oe ee 
| ee a lease 4 
se ENE a i 
= 
a) 
: 
al 
7 ko 
0. | 
ht 
t- 
Ly 
et 
D | 
ff : 
ee, 
| aan 
yn > 
“ee 
3 va 
7 Poot 
Ces i 
| a pea 
il : 
ee eM 7 
hen eae ae 
: - : ence. 
yn 
S, 
30 
ls . 
in oii 
iat 
nae 
pes 4 
{- Mee 
3 ea 
. 
a 
0 ; 
l- i 
EA | fe 
aa oe pei 
: | ue a? eae 
i os i é \ 
a ee ae ane 
eee 
a 
is < 
i a 
fo es 
| ar ae ees 
eh aha 
| oS ia 
- tae as vt 
i ee 
eo aah a 
tA N a a a ~ as 
), CISCO ” 
a — 
h | 
3, | 
LOs 
‘ 
c, 
| ; 
l, | 
: eae 
0 : 
: ieee 
1S ae 
pee ie lS 
Se 
: Oe eee 
| Toe? Jame 
ae 
<i gaat 
jee 
Oa a ae ; 
* | snags <— aoe i aia ica Te Sat Pee LA PER eh) OR oes Seg A Ree a Ae SEE ASD lair Degen Wie MO Ve Ge Saha 100 Aiea gee ae de Wea BS aa ee a a hk oe eo 3 nS eS ae 
| | | igs | Parrots MEE, OF Re MOO CHLOE eT ae PEI atte a ee 2 a: af oe! 


SALES | 


UTDOOR ADVERTISING INCORPORATED C 


60 East 42nd Streciyne 


ATLANTA * BOSTON * CHICAGO * CLEVELAND « DETROIT * HOUSTON ‘fP 


mee os Lf sag a avi aa, . : ¥ . = ee “ie re @ ‘ 7 er ats i ed “tS 7 Ot, ee aie aaa 
a sate : ene Ts hi aie ‘ a a ‘eS Seat See se et ge jiiny oe Vie a meets vie 4 ‘ ine ee ae : ee 
A a és Si 7 em -, eS Gn eee E> seg eh: igre e re als aa, 1 nie ate ha ale tsa eae Se +3 a a Ae “4 yer. Se Pr leer: 
Wie eae ee et ae Ze gee tet Cea We oP aoe SF ee Mii E my in is Se aera fe eer ae Ty sz = 3 2 acs ae oe ae ben oe 4 Koran 4 a 
eae i eee Pee i: a ; eee epee ee oa oe pile er Pe ee ee ei on ee ae ies ig, ett i Rk og oes oor eee a peel ee eas oe 
ie! 9 nee. <a imiages Be os Ears mae re oe os ib as a il eel oe ee ee ee ed ; Oy aoe ae eo ere or ee Shy ee $ ag Le ae 
a. ae ee RBS Legh, : a eS. ue, Pie. tae: ¥ roe ag, On RR eee eee ed a ee > ae 1a betas Paap eo ae 
ee a ‘Soe oh ee PS ge, ao Zep aT Oe ee mr ere ees ae, Beer ate er ee ke A ee Pe. | — : bila. i. es joa ak i ‘i, es , 
ra fae las er his Baan en ae Peake ies : ae er Es ae eS or ee Sep 52 Sine ean Bt SMI gy oe MEE on Ba Sg . a Socios ae eeie Ble. ae i i 
2 aia "ee he, ere : orem : ee ae ay a ae i i bg ORE RE Oe RO ee ee a en eae ok eee ee a ie [eo ee ae 
es - ols oa - . < ‘ £ = P * A 5 eg ; * aa _ 7 oy ae es 
: pik Ba , : : t : . 
oe ee - 
ry ye ake 7 %y 
Seg ee 
‘as a ee 
fet cee See: 
age : 
Pi po tee 
ih at es 
i a 
ae one 
or wee 
fe i 
js > Cues: 
" OS! 
a) Wage 
open ; 
a Palatine ie . kag “ae: eee tees #r : : aes : : =. iy 
apm ele mje eet : oi _ = ee eo Be - Jake a 
sie Aaa a * BT nl s., ’ Sm Fe Cane 3 fe ey " : ie gine are : £ ay 
Bere). tae ae : Seen. yoy mone Fe : : ; : ‘ |e 
ae z att t ee ae a a ae _ z 5 
eg ee : 4 ; ae a 2 . .. ae — é ; 
5 eaten ; = ea we en 3 4 e : 4 : 
ee, i a: : = = . /ee: f 
= : 5 & . ss oe ve = . a cd | : > ’ 
¥ 23 i, > cy es a 7 ie rd = - ' 4 ( oS 
Sa i sa p P (rad ce cs § 1 a : ; + 
i 3 “g ne = ¥ * a : ae Xe ¢ a 
é E ‘ ra - % eens : , 
ee Par kay eee . i : a a” oe, 
ok ie ae a = i Pr ‘ wide n : “me , ss ; 4 ee ee i, 
shee . 3 aed a ta f ; i ih ; & A } OY art ght a 
ee is hea “ff x Ey : i Sete ; a gee os ae ee ae ak 
Ae E ri _ OW ees 5c ir a ee . i be < ta ¥ e2 
“' oy Poe el os ae * Saye ee ; ae * ao Dh ana OFA aR IN AN ARAM Ue ‘eg, 
sees oe Po: rae Tower Me ke ; aaa? ee aR sll , 
a a . 2 cinerea se Ree ese e- *) Qo i eee ef Nias Be — aa, “ie . toa 
af , a. Bony SE es oe rae ee > : “i, 2 ty a A 3 ee aes : 
an a eg RL Oe aoa ss i Sais A &. ee eee pa: — 
eS a 5 y Pet 2 Yast C. sala x : Re se ee a fae 3 * ig i 
ae eo a £ re : ee ; re eee h: - U MOR rye St hes RS 
esse ee. 2 Se Gabi br ae, ¢ Ea 3 ; Ee et es 2 eS a Serene ie Fi 
Be ce eee tS ee ee: ll - Ve SF “ Cee eae Pe MA eC R ae oe gee : 
ee Spee Bak i ee ete rete 2 ae re 4 ite aR 
ae. ee Bae ee eG a | ee Sg tae seg , Re sat 
eT ae o oa: Ae as Siete . Fa ee * eee: ge P ae fa g . sg) Calne 
ee a ae x ‘wees as ‘ ede “age 100 ae a e¥ Lan whit ia "a eras x 
eh cee yeh cata mas : “ ie | ee ae ee at = baa i 
KEN ce pcr oese igi x = 4 + em it ai - or eS ee eae. * | . mrs 
=] 4 hs ‘ ae & o. dee . a te a x ; 3 
r “8 7 % ; i es ; ss Pad 
ee ey oe os +e j cs ie | ee Pe aa . . 
: peak Se . re i FP : i 2 ss oe a ye 
i pal ee Sa BS a eee ee ee “ “s it fg ee 
a ee a Fi oe ee ee S| e ‘ "a 
an : See ae uum" oo ON ad es 
——: om . Mee Gan 1 dae Bae ae ea . apt ‘ é 
% ae 4 4 ¥ etree ri ae yay q mo Py sate wd Bi ' Eke Scan ie : 
: ae figs oo aT are : cs mye 7 : 
Se a oe ak a ee 
' 7 a ie : ” i pa, 7 . aN. meee Bi. . a as " 
a ; ae 2 co ere ao ee ah re Sa mr. pale 1 la aE . 
ae ny Zl ie i co R he ae ae Re Pa ot f ae bait ° r 
ee Cae gl 3 rr if ae 3 . ; ce pe ee 
ee ad ay See HE 5 ae Rede. i oc. ae fs , Moke,” ey ea 
ees xT ts, P . “ Se 2 eee a eet ah? es. epee ‘ ; : ph Os Fa : 
_ ee aliaaaia 2 - , So aie al ar : } a" Ree ee 
Prete rats ‘ > . La ae ae ee eee ee an Bes, “ aw eh emer > 5 
caged eect 1 : il al cis age SS ka 2 Tee on, an ol 
<i een I nme as ood er ea ra Se as a 2 
ee 7 iit, 4. ee EE i ‘ Se aie “iy ee 
ce 7 * Bs - TG a os ug ae ld 
Braces 2 ss ce AD a 4 pre ete let mol. hia is 
a aoe \ ; Ne - Le <= | —. 
j eo ere : “a 
he / ¥ uw & & : re : * 
2 ae can gi ae a , g . 
ae ‘ ‘s 4 P ae “ya LARA Fa ae ee ’ a “ 
acl a ae bole silt si * - " 
en Am. e. a Se ia ; e é Bi 
ig ce : * ay BN > a f Se eS ‘ ‘Tae « aa _ 
=p pas \ Beas i. eee a ctl f Cli. ne 5S = { ae, a ieee 
re ee ue a % : ’ ¥j ee une ere? wo oat pric ae . Sa i 
et Sak a ty : : een ae” PR” AES ii v4. ; 
re eam * ; § r : Gee = i eae : j 
oe ie 49 na a bs : e oa , ax 
2 ag ; as “ akin - a ity < 
eo. ae ida teen i aaa ‘ nih: RR - - Seay Ro ee =” 
fr = a eee ¢ w ‘ ‘s “ees “be ay en. aaa oe ae =. 
Wife ee, are : " ite > <«: aie oe : = ce eee ie al a Sore 
ease : — P se EP cogs est Meek yes ‘ eet 
EE ed f eet i int than = Pee ‘ a ave : jase ° ell 
ee a et.” be as ~ ; a ae gu? ro * 
: ar pe eee 4 4 ; 4 bc a 2: Ae i eh 5 s ee: ee & yi — 
a Ea. ‘ ae re i. ie a eae oe Be ee a . 4 ss 
i Bee Sb P a 4 ol Sia =n ae Te See ae 4 . 
anes ees P eos | Tae: Bee ee a ee a # pe. - : 
wy. Soap ae : a es Jee epee oe eee : Ase eae ft. *, 
sags, eegeea Paes thy i aa. , Saar ee a eee va OY SS 
a eat a . ee 7 ae fap pins re (ee, Sees ae ieee gis ogee nee nee: - a 7 bgt oe ga 
jee e : 5 i eee et a e. Baws te oy Boe at oS ane : a ee (eae Tele : f - ‘ ” 7. 
en aa a 5 a ee al mh ™ ? -_ p r Poh ee NE Ee PPT von ie ot igs eae Pe 3 
ae Rae ey a es he a a i #4 eee , i er ee ue a, 
on eRe: ee os. a hee atte on ce ai iam Re es vy © we ; / mee eee a 
aii —  _» ae li <x oa “- . 
“s a ‘ ff i ae % Xs eaieasririaa eee eT ee re ae 
? 7 a 7 z Mi: ‘ 
ah ee \ ws F BN 
8 F ae - a <q . — bh i ry 4 od 
ty es >: me : 4 4 ee 8 . —_ ( 
2 ud : : — - tie ——— ceed naa } 
ee oil ; 3 . , ae * 3 . aa Ps ¢ ater ? ‘ f 
ae el Se. ee "i : e, i ie . ie: ore by “et eee _— fa 
or. ae ae Pe o f ae oO ee ‘ cs iar ge Bi 
» ages - , Ny 3 nae ; ‘ q ‘ ee : , 5 es : 
ae me 7 fen : Bs re ag ap ee ie a Leg bs , 
\ otha ok a A iin ee ea Le ee si sé a / 
Ae Sar * ere SS . Sd a a L aes: a x d ¥ " 
. oe i i: z x a | 6& ‘ | / 
aa ee 2 q 
ae ie eee ie NS i , 
a \ 4 
ae ; % f ” 
py ty pe " 
oy re Adachi : s 
(gets pean ' _ 
a ae eee ot er 
x ert 
7 Bees 
oe” Meee shy 
Pee. ai ard 
4 Bi 
% cae 
meh ees F 
jive Te orere 
oy ate aga 
eee 
Co ee 
Bre ; 
: ee eee | 
Fo ee 
Eo ete ee iy ee 
me et 
a ee 
ria Cs : 
: Se 
a7 ee 
OES 
es ne 
ie 
Bases = 
Piss. 
Srl 
ai 
7 
a 2 
se a aeere dl ar 
Pi ccs See ripe -_ 
A | Ts (cea - 
ea ent ne eee O a 
ae oe Sep ES zy, +: 
Eh aoe tits 
my Ue ya re 
ae Pe lee ntaes 
Tee ee oes 
“ Tae ge a aaa) a 
Yea ee We ee 
Ne eee | 
VER i, a 
q 
at Se th Pa ie: 5! 
ee 


HESULTS 


on f National Sales Representative of the Outdoor Industry 


4 


7 
StreeNe.v York 17, N. Y. 


YN ‘MS ANGELES ¢ PHILADELPHIA ¢ ST. LOUIS * SAN FRANCISCO * SEATTLE 


: a > i Ze hoa 2 é oe ae | aa ot eae es ae ae sk! agin ial — =o Pa ad peters: arin A ves t eo eee | 
. ik ¥ ae = Br i 7 si J es ky =e AG “he an ae oe SES AES ets bie i, aes es ; nae ie as 
cies Wales i, 7, > eet mre - oe re ¥ pe ga —) - : a my as ae ee se im See ee ads oN ae 
ee eS CS ee ee ee ee a ee ee a ee Be ee. ll ae Tee Ree grea a eee eee eee 
Bae = * < a <= Bo — “as aia Ss a Pitas ae eee ce Se ae Be ¢ Naa ae ae erate pair ae of ee ee ee ee id pera SOR oah : ae a. 
— < ae 3 + s oH 4 eo 
: ae 
ia rae 5 
; ae eee « 
» 
gtiaam 
eee ae 
eo nN 
er! oT 
“on 
be 
‘ rae 
tig -.- ™ i : — eee | Mee ‘tin : sag : J , 2 i, 
ay ; -, oe ie . , S es d — 
sf & ae ee é — YS E 4 i Sit ns 
5 a % ayaa : & mete pe 
i s “ r pe? Y t dag: ? y hy a ee eee 
: : , < a oa 
q a ‘i & we a ie ee. ’ ee “ff b exh 
“¥ J a a DS enn oO ee 
; a ; ial peek? 7 ‘aa ae 
E 4 , “ Fic: ‘ 
‘ 1 ‘ ' % | eee 
‘ Vet ao 
g : ‘ \ i “ NM oe * ia Crees Ef otal 
; ails aad Bac & > « Fy . Seas 
x ‘ , “J P ”- ge s .* eal “ . a a » : Ne a ae ge -_ 
. Soene e ey , : Q om 4 ) a ey ma & ‘ oc 
Me i ee » , » pe . Pk? ; ee Se ali: nS 7 
E — 4 . iy _ — Py 
; _ eee wa . naacceeneemeen mcaelillaiinnnitiliiaiiaesl ; 8 ir. nei , By 
4 Le ee ee : 
a ; ly Make mY es, : oe ae : 
"St ; Ch me Be : agin r mae 
) . > a _ bhe . skilled ; kt ce a 
—_ — 4 al - | GityY s ca rai md 4 : : 
2 ad : ~ wri Ce | = ee : 3 si 7 eee 
i) —e = \ » ee . Vig ¢ hae ee q bit m 4 As bo ied 
[| er Pe ¥ : : ty tia oo : jee . he sence ~ < . ing 
3 ee ZN : GUM pian) i ee en ee ya nee] = a 
at Ao ge A 7, ov Pa ee eh. = a ay ar iain sia ee Ee 
— ee Sa) cHewi Ras m @ +e - : ’ ee 
: 4 ' ; : : ig aaa - * APRS: 
= ee ; ; f d il ‘ - > 3 Fi E a tens as ie 
: ~ Bn ee | “for your daily enjoyment fi | | 
4 a Peay : 4 > ue 4 err re 
is ‘ee a oe th % 
re eof : on a Pg ee . 
‘ -_ Ps ‘ ts i 2 aot q al k . i, , 
a m4 ¥ 7 “tg ; . . 
A q wh, Y - la : cut ‘ ss ¥ ‘5 
Yad q i. > F RR T. 7 , tg 3 ® 
ar ae : ee . ke F = 
ae +* >. ww : aia ~- 3°45 ~~ a = re 
-_ a oS , > , = 7 p 3 ergy vee a Sete ; ree —_— gies eg = 
—— 2 “4 . 3 e ~ : . athe Tuell yey bei sen es 
.- ad ss Leliiliieed sick glia a al ; 4 ? i, ne ; “es Rey ‘ ER 
OE oy: ip ae ‘ x itr," : 7 i. : me eRe ie - 
. = ei ee,” ee ae 7 7 Ri he * : % i " 
— ; a Pi ; A : 3 ; a oy 
“4 — w a ne $e _——_ aan > ; : ; i a. if ' > _ Ey a a a 
: Sane, Oe 7” a. 1 ; & <a 4 ‘ Fis a pie f 
an - : rtd 7 at i 4 Ce a ic: ew pe : as ec bears | ee. i = 4 
- a Fn eae ee en « a 4 si nase " ee pete oe iu ey Xs a eae ats LA ving a es £5 
Pee . : Ne Tee “~~ ee ae 7 mo ee eeme  y ( 8 ea ‘ pe: Ye ge . oa... 
te apes : ae yt oy ee te es ee, Qe ee . ; oS gs tak wie ts 4 
eee a " ¥ Pim oy 7 Palen ee en a oe ® ee os ‘i A at | oe ue 
to re aa eS ER ee ese i. 2 “ a Ne ; sl = oa - 
— . CeCe RemeeTS- ge eae Aes tee é ee am Se ae 
gy 3 ag om, . jah t ca aes a To Sig a ae VaR: iets i a es , oy 4 ¥ an Reid uN 
a ar i hg Y oy pS iadaet =, cine” PO yameriieee 2 oMmeace oaa a 5 eo en ae i i ure 2s 
’ a tt Rae se ‘ oe ee alec. at ee ; Sie a ee ae ee. t mes ei are 
. . rae a ae eo a ee ee iad ieee oon 2 ‘ ie Tae Ae — 2 eee 
. ee a 2 ‘ ees, Pi 3 Se namie Pa oae Say a i en Tee mee pen be : < § 7 Nice 
a i. 5 - Seen age eae ee ye Some: i : ieee x “ Fs Oe 
a i *os ais ae bs Ft tng “ = PaO ans 255 - eee — o “y 
-. yt é Seley. Lh sae aiaeme cunuie peer... < aee” fet chan es 
TG ye ae geen Rae Paget as eee rid ee ae a BH en ; a ae 
Te a ; (Nees VOI Se, Aa >: 2 ae i ‘ ai Pie fied s Be 
; bates: ea et gee ml ’ Load ny a sapere ih tee tries tere aS oe aie 
pa * CALE! 7 - ’ a - Pcs oe eae Eee as ake eae aa 
; - ; I setae ‘ , a Re ec es une agi * ‘ae 
std ‘ ? ee? oon eae ee “4 eee cir anya ’ rH : te Sos 
: Be, Sp ok el Me. "d “i Saas i ee ped cite “ : , A age 
} ¥ Be / bs 3 aa ns - ‘ : | oe pe eb 
Tg en. a) 4 * _ ore —- — &5 tae 
* ig ee Sag Pe P r fy i Aste i 2 EY ae Soy ae een mi - ; oe a 
‘ g Oe Saree Or oe si a oe, “ay ee 
4 ' F d \ Sse 4 mee fa ie ‘ x "ed a, 
Fhe < 5) nor ars v. : . at pt “i bi hike 7 eas 
. . , ad na 1 Sealant ae ” pee ‘ s ee” ee ie a ey 
7 f _ : 2 _ > eee pe ee + fs ee 
‘cy f i. re 2 . ees. TR re aa eo 
: n ye , — ois ane ae — ua — f 
’ , “ad = , s “tae aie taal ee ee -_ mee 
4 pened = te SLi 7 OG fe : 
a ferns cae , Silay ia - oe : oy , 
| aw, nr a” or —— 
; : .<tieiile ie a acai : ‘ = ee 
ef a : ‘ “ieee - , a 
tia i ee i a %: e 
* - a Serene ae 
vet ae eae. 
baa geass . Coal 
j co ee i yy aes ba 
nee : - 
% £5 con P 
See cae 
eee 
ce tele 
‘ 
Zz 
; ed 
sleet ener 
> ae 
2. te 
1 ae 
ae 
Rie 
es 
i ae 
By as 
sal a 
oy 
7 
$ 
ay 
— ‘ 
ae 
ie 
Bier 
Sis 
‘ 4 a 7 
- 
LT 
Sane! ie 
et ee 
eae 
7 Are gag 
eee 
ee 
Rictet et! 
Sg 
a “3 
ae th : . ; : “jo : ASAI CANOE OSS REE Sia ee uae GUM e Pees fs SARE eh, ee ed Wwe Cee ae ee AGL tat Rae coil BE ee “ae Bhi ear 


OUTDOOR ADVERTISING 
GIVES YOU THE GREATEST 


: £884 


q 


ie 


" i ase ca ah Ce ee eee ghee > sis F +? Sell. em 
Co eh eee ee ee eee, {en is 


alue... 


in complete market coverage 
in picture messages, simplicity, and color 
in visibility... it is always front page 


in presenting product, package, and trade name 


...it establishes positive identification 


in planting the sales message in the mind of 
the buying public en route to point of purchase 
(in the case of automotive products when using 


the product) 


in market flexibility...it can be used in any 


markets desired—local, sectional, national 


in unequalled repetition value. 


ADVERTISERS ARE USING COMBINATIONS OF INDOOR AND 
OUTDOOR ADVERTISING FOR GREATEST SALES RESULTS 
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PANJER 


eeoseoeeoeeeoeeunm 
raised letters 
help you produce 
outstanding bulletins 
... they get quick 
recognition . . . ask your 


HARMONY~—Sidney Hoff, nationally known cartoonist and humorist, drew a trio : , sss ag = beeen sign man about 
for Super Pyro’s outdoor advertising campaign this year. The campaign will be aos Hee 5 ap Spanier raised wood 
tied in with newspaper ads across the country in freezing areas. 


Hoff Cartoons Brennan Joins Four A’s 


American Association of Adver- 


tising Agencies, New York, has @ RAISED LETTERS make good bulletins better 


or metal letters 


work 
Tell Super Pyro se. Besnan ot member! 


ship. ss 


. Serving the Outdoor 
Ad isi d f ’ 
Safety Stories wittom ry joins asreo |e” © DAN JER paoruens, inc. cxzzzsczz: 
New Yorx—vU. S. Industrial Brooke, Smith, French & Dorrance,|, . « ««eeeee 


Chemicals gears outdoor advertis- SDOTEON, 06 & CEOREIVE SUBEEVEREE. 
ing for Super Pyro anti-freeze to 
3,300 outdoor posters with old man 
weather’s inclination to puff down 
the mertury late in September and 
early in October in some 310 
freezing markets. 

Super Pyro posters are largely 
confined to northern areas, yet a 
few do appear below the Mason & 
Dixon line as far down as New 
Orleans. 

Realizing that automobile own- 
ers feel that any anti-freeze will 
safeguard radiators from freezing, 
Super Pyro has combined the 
safety factor for preserving cooling 
systems with promotion of qual- 
ities that prevent expensive freeze- 
ups. 


a This consideration led U. S. In- 
dustrial Chemical to develop the Peres i 
safety approach for both Outdoor | iimpnapeieiieiieetess= ccccsmimaiiiimmsstss =a cqqqaeiiiiiiiitii =: csqqaiiiiinenees = lili ia 
and print media. With the product| @ ae 
name Super Pyro, a copy theme} | penne nena Eee ‘Sie. - 
incorporating the safety factor fol- ee 
lowed naturally and produced 
“Super Safe, Super Pyro,” the slo- 
gan used as a basis for all Super 
Pyro’s advertising in recent years. 

Geyer, Newell & Ganger, the 
Super Pyro agency, has used a 
light, humorous treatment for out- 
door posters built around cartoon 
situations drawn by Sidney Hoff, 
nationally known cartoonist and 
humorist. Last year one of the 
posters depicted a typical Hoff 
character in an ice skating scene, 
pulling a sled on which was bal- 
anced a red-hot stove. The head- 


line punned: “Super-Safe from POSTER 
Freeze-ups.” ‘ 
This year the company’s news- SHOWINGS 


paper and poster advertising will 
be continued with the Super Safe 


. theme and Hoff cartoon illustra- & PAINTED 
tions. The 1949-50 winter season 

ampaign varies from previous : 

Super Pyro outdoor promotion in BULLETINS 


iat each cartoon situation pitches 
ie copy theme to a motoring 


fety rule © SPECTACULARS 
« Typical of the motoring safety 
rtoons is the current poster e Wy ALLS 
nich pictures a Hoff character 

iving on icy streets in a car 
th heavy chains on all four 


1eels. Typical short copy reads: pans 
-e Super Safe with Super Pyro.” Further ex ion of 
Another Super Pyro poster Facilities and refined 
S 1eduled for showing this year ' 
£ oups three Hoff characters bun- Market Coverage! 
< od to their ears and singing: “No ; 
F eeze, No Rust, No Odor.” Flexibility to meet 
Super Pyro outdoor advertising Customer needs! j 


(© es from the depth of the de- 


ssion, having been launched in No premium price asked! 


p 
1!) 33, 


T Livingstone-Porter-Hicks 
raylord Beck & Sons., St. Johns, 
\. ch., maker of Pure apple juice, 
h placed its advertising with 
L ingstone-Porter-Hicks, Detroit. 
G 


sak finns tata ! OUTDOOR ADVERTISING CORPORATION 


lex Hareski has been named 86 Frelinghuysen Ave., Newark, New Jersey 


ar director of the Detroit office of ad 
Gi .nt Advertising. Bigelow 3-0210 
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PICKING THE BEST—The jury of awards, which picked this year’s 
outstanding posters in the 17th national competition and exhibit 
of outdoor advertising art, is shown here with the three top 
winners. First grand medol award went to the Arrow beer poster 
in the center; second grand medal award to Esso, at left, and 
third grand medal award to Ford, at right. From left to right 
the men are T. Rosenak, ad director, Joseph Schlitz Brewing 
Co.; William C. Scott, art director, McCann-Erickson, Chicago, 
chairman of the exhibit committee; Rudolf Czufin, v. p. and art 


Outdoor Ad Art 
Exhibit Helps 
Raise Standards . 


Cuicaco—Occupying a unique 
place in the creative realm of out- 
door advertisements is the Na- 
tional Competition and Exhibit of 
Outdoor Advertising Art, which 
was launched 20 years ago by a 
group of advertising men in Chi- 
cago. 

This annual exhibit and compe- 
tition, which has been held each 
year for the past 20 except during 
the war years of 1942, 1943 and 
1944, has grown to be the largest 
competition and exhibit of any ad- 
vertising medium, and undoubted- 
ly has a greater effect on artistic 
standards than any similar compe- 
tition. 

The first competition, in 1929, 
saw some 70 sketches entered. In 
the latest there were 762 designs 
entered, from all parts of the U.S. 
The total value of the paintings en- 
tered in the competition was said 
to exceed $500,000. 


ws These national competitions, 
which are now held under the 
sponsorship of the Art Directors 
Club of Chicago, have greatly in- 


director, Gardner Advertising Co., St. Louis; D. F. Sternloff, art 
director, Young & Rubicam, San Francisco, chairman of the 
jury; Sidney A. Wells, v. p., McCann-Erickson, Chicago; Joseph 
Katz, president, Joseph Katz Co., Baltimore; Ben R. Donaldson, 
ad director, Ford Motor Co.; D. B. Hayse, ad manager, Armour 
& Co.; David W. Lockwood, v. p. and art director, Foote, Cone 
& Belding, Chicago; Curt Muser, ad and sales promotion man- 
ager, U. S. Royal Tire Division, U. S. Rubber Co.; and L. L. 
(Barney) Schultz, art director, Biow Co., New York. 


PUTTING OUT THE ‘OIL’—Prize winning posters in the gasolines and oils classifi- 
cation. First prize, at top, which also won the second best-of-show award, went to 
Esso Standard Oil Co., through McCann-Erickson; Howard Scott, artist; Herbert 
Noxon, art director; Continental Litho Corp., lithographer. Second prize (center) to 
Standard Oil Co. (Indiana), through McCann-Erickson; Doc Charleson, artist; Albert 
A. Schmid and Sidney A. Wells, art directors; lithography by Gugler Lithographic 
Co. Third prize, at bottom, also went to Standard Oil of Indiana; artist was Albert 


Staehle; other credits as above. 


that sell. 


fluenced outdoor advertising art 
and copy and have brought about 
a wider and better understanding 
of what it takes to build posters 


They serve as a ready means for 
critical comparison of idea, de- 
sign, art technique and copy. They 
stimulate the desire for better 
posters and newer approaches in 


First call & es 
a) BALLANTINE 


tae 


BEATS THEM ALL—The Globe Brewing Co. poster at top, which won first prize in 
the beers, wines and liquors classification, also walked off with the first grand 
medal award for best of show in the annual outdoor advertising art competition. 
The agency was Joseph Katz Co.; artist, Carl Paulson; art director, George Adams; 
lithographer, Gugler Litho Co. Second award in the classification (center) went to 
P. Ballantine & Sons, through J. Walter Thompson Co.; artists, J. W. Wilkinson and 
Carl Paulson; art director, Charles E. Barnes; lithographed by McCandlish Litho 
Corp. Third prize, bottom, went to Globe Brewing Co., with credits as above. 


craftsmanship in a field where art 
is a relatively more important 
factor than in any other advertis- 
ing medium. 

Each year a jury of advertising 
and sales executives, artists and 
art directors divides the entries in- 
to nine product classifications for 
paper, and one for painted dis- 
plays, and awards a medal and two 
certificates of merit in each classi- 
fication. 


ws From these prize-winning de- 
signs, three grand prize winners 
are chosen and awarded gold, 
silver and bronze medals as the 
three grand award winners of the 
year. , 

The 100 winning posters are then 


produced in a “Poster Annual” 
published each year by Outdoor 
Advertising Inc., which is given 
wide circulation in the field. 

The annual is a permanent rec- 
ord of good poster art which has 
become a. textbook on 24-sheet 
poster design and layout. In addi- 
tion to the reproductions of prize- 
winning posters, it contains tech- 
nical and practical articles by 
competent authorities dealing with 
various phases in the creation of 
posters. 

The 30 posters which won 
awards in the various product clas- 
sifications in the 17th annual com- 
petition are illustrated and de- 
scribed in this section of ADVERTISs- 
ING AGE. 


ENTHUSIASTIC—Weimer Packing Co., Wheeling, W. Va., credits outdoor posters 
like this, erected by Ohio Valley Advertising Corp., with a major share of the 
credit for substantial increases in its total volume. (Story on Page 55.) 


POSTER 
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axwell Co. Trenton | 


EXTENDS GREETINGS AND BEST WISHES TO THE 


QUIDOOR ADVERTISING AdSOGTATION 


OF AMERICA 


AT THEIR 54th NATIONAL CONVENTION 


HOTEL BOOK-CADILLAC, NOV. 29-30, DEC. 1-2 
DETROIT, MICH. 


axwell Co. 
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Chevrolet Sold 
on Sales Value 
of Its Displays 


(Centinued from Page 33) 
products they advertise, by keep- 
ing the product and its vital mes- 
sage continually before the public. 


@ It is particularly suitable to au- 
tomobile advertising, because it is 
a medium that is seen by so many 
people as they drive their motor 
cars along the city streets or coun- 
try highways. Outdoor advertising 
is a product of our generation, just 
as much as the automobile itself. 
Both have grown up together, and 
it is almost axiomatic that there 
would be no outdoor advertising 
today if it were not for the auto- 
mobile. 

Chevrolet, over most of its years 
of outdoor advertising, has used 
all of the various types of this me- 
dium: poster boards, highway 
paint bulletins, more elaborate 
“clock” bulletins at strategic loca- 
tions, and spectaculars. 

At one time, in 1933, Chevrolet 
even experimented with a “talk- 


EARLY BIRD—One of the first Chevrolet 


y "Strength 


Chevrolet motor vehicle produc- 
tion exceeded 1,000,000 units for 


the first time, and in 1931 Chev-| 
rolet began its long run of leading} 


the passenger car field. This lead- 
ership has continued every year, 
except one, until the present time. 
Accompanying this progress, Chev- 
rolet advertising broadened in 
scope, volume and variety. 

Although newspapers always 
have carried the largest share of 
Chevrolet’s sales messages, out- 
door advertising. ranks second in 
amount of money spent over the 
years. 

In the late ’20s Chevrolet’s use 
of spectacular signs reached its 
peak. At one time more than 40 
such signs, located on the most 
important and busiest streets in 
the nation, were seen by millions 
of motorists and pedestrians a 
year. The largest were those at 
Times Square, New York; on 
Michigan Avenue, Chicago; and 
the Steel Pier, Atlantic City. 


ain the early 1930s Chevrolet 
began using illuminated painted 
boards with a large clock at one 
side, and since then the “clock 
bulletin” has been an important 
part of Chevrolet’s outdoor pro- 
gram. Shortly before World War 
II there were as many as 225 


24-sheets, posted in 1925, featuring the 


trademark and a one-word message. 


NEW CHEVROLET « 


1949 ANNOUNCEMENT—This announcement poster appeared promptly the day ‘49 
models were introduced. On a red background, the new car itself was the feature, 
along with the theme line, “The most beautiful buy of all.’ 


ing billboard,” and was the first 
company to use this unique devel- 
opment. The board was located at 
an important Detroit intersection 
and attracted widespread com- 
ment, with the Chevrolet message 
audible to the passing motorists. 


@ Within five years after Chev- 
rolet’s advertising started on a na- 
tional scale, the advertising bud- 
get ran into eight figures. In 1927, 


Chevrolet clock bulletins in the 
country. As the number of clock 
bulletins increased, the spectacu- 
lars decreased until only four re- 
mained after 1939 and all were 
taken down during the war. 

Both the clock bulletins and the 
Times Square spectacular were 
renewed after the war. The New 
York sign, in an even more ad- 
vantageous spot on Times Square, 
began carrying the Chevrolet mes- 


SPECTACULAR CENTER—Missouri Jewelite Co., 
producer, combined business with business when it constructed 
its headquarters building at the busy intersection of Grand 


St. Louis display 


an unusual concentration of electric spectaculars. There are 
now 12 completed signs on the building, and two more are 
in the process of construction. Two signs were erected on the 


and Market. The two-story building not only houses the of- building before the building itself was completed in Oc 
fices and shops of the company, but serves as the location for tober, 1946. 
sage and telling the time to New headlined “Strikes a New Note.’;long time, advertising heads of 


Yorkers on New Year’s Eve, 1947. 
More than 105 clock bulletins have 
been placed in strategic locations 
throughout the country and more 
are planned for the coming months. 
There are also more than 150 high- 
way paint bulletins in addition to 
between 12,000 and 15,000 poster 
boards carrying Chevrolet mes- 
sages. 


@ In character and treatment of 
the Chevrolet theme, the boards 
have been as varied over the years 
as the creative imaginations of the 
artists who designed them. They 
have ranged from pictures of smil- 
ing couples or a pretty girl to the 
recent board showing a mother 
hen and her brood. 

One theme, however, has ap- 
peared with consistent regularity 
on the boards throughout the years. 
That is the famous Chevrolet 
trademark, which appeared in a 
prominent place on the very first 
board ever used, and has ap- 
peared in different dress on many 
boards in later years. 

The most recent adaptation of 
the trademark poster will appear 
on boards throughout the country 
in December. Headlined: “Again 
in *49—America’s First Choice,” 
the huge Chevrolet trademark, 
with white letters on a dark blue 
background, occupies almost the 
entire space of the poster. 


ws Each year when a new model is 
first shown, Chevrolet uses out- 
door boards first as teasers, to ad- 
vise the public in advance that a 
new car is coming, and later as a 
dramatic announcement in itself. 

The 1949 model announcement 
was typical. The teaser board, 
showing a trumpet blaring forth 
the words “New Chevrolet,” was 


The announcement board, which 
appeared on announcement day, 
showed a huge picture of the new 
car and was headlined: “Present- 
ing the New Chevrolet for °49.” 
As soon as possible afterward, the 
new car was shown on the paint 
bulletins and the clock bulletins 
throughout the country. 


THE RIGHT TIME—More than 105 of these illuminated, painted “clock bulletins” 


the Chevrolet Motor Division be- 
lieve. 

For dramatic impact and repe- 
tition of the sales message, the 
outdoor board is unequaled. Chev- 
rolet advertising always has been 
guided by the preferences of Chev- 
rolet dealers, and there is every 
indication that dealers will con- 


. exclusively 


yours in Chevrolet tg a 


are 


used in strategic locations. This one carries the latest Chevrolet sales message. 


Chevrolet dealers long have been 
aware of the value of Chevrolet 
advertising, and of the outdoor 
boards in particular. Each year, 
as Chevrolet’s nationwide whole- 
sale organization gathers for a 
sales convention in advance of a 
new model showing, the future ad- 
vertising program is outlined to 
them. Prominent in this presenta- 
tion are large reproductions of the 
outdoor boards which will appear 
before and after announcement 
day. Chevrolet executives feel that 
this exposition of advertising plans 
helps a great deal to stimulate 
sales effort among the wholesale 
personnel and the dealers. 


a Chevrolet’s continued and suc- 
cessful use of outdoor advertising 
as a medium for reaching prospec- 
tive buyers indicates its inclusion 
in the advertising budget for a 


tinue to hold this medium in high 
esteem. 


Plan House Magazine 
Session at Northwestern 


The Sixth Annual Institute fo: 
Industrial Editors will be held on 
the Chicago campus of Northwest- 
ern University, in conjunction with 
the Medill School of Journalism, 
Feb. 15-17, 1950. One full day wi!! 
be devoted to each of three sub- 
jects: editorial problems and make- 
up; printing and engraving; and 
photography and photo layouts. 

Details may be secured from 
George Johnsen, editor, “The M - 
crophone,” Western Electric C: 
Chicago 23. 


Joins Allen & Clenaghen 

Helen Malloy Anderson, rad ° 
performer and home economi 
has joined Allen & Clenaghen A 
vertising, Portland, Ore., as a - 
count executive. 


Pec VICTOR 


TELEVISION 


Ore. Vicros 


“A 


UNUSUAL LOCAL DISPLAY—One of the country’s outstanding examples of the use of outdoor advertising 
is this display erected by Trowbridge Outdoor Advertising Corp., Newark, for Krich-Radisco Inc., distributor 
Situated directly across the street from the advertiser's showroom, it forms an ensemble 


of appliances. 


 —— RICH wa 


‘ied ofA 


100’ long by 14’ high, divided into 50’ sections, each of which carries two individual painted units. T ' 
is of fluted aluminum, with the distributor's name over each section in single-tube white neon set 
stainless steel channel letters. Note how nationally advertised products are featured in the disp): 
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Ideas and Developments 


+ Packaging 
+ Advertising 
. Displays 


Today Every Business Needs 


EYVEOMATIC 


Selling 


... packages need this plus attraction 
of color and design to make shoppers 
automatically reach for your product in 
self service stores. 


JUST TRY IT—a persuasive invitation by a 
persuasive lady. This happy Ballantine com- 
bination adds up to one of the most persuasive 
point-of-purchase advertising displays of the 
year. Produced by U-S, as are so many out- 
standing displays for leading advertisers. 


LET'S GO TO WORK—contributed by U-S to 
the Advertising Council Program, this out- 
door poster preaches a powerful sermon on the 
highways and byways of the nation. Produced 
in collaboration with Outdoor Advertising, 
Inc., MecCann-Erickson Advertising Agency 
and other contributing parties. 


NEW LITHOGRAPHIC CENTER—U-S plant, Mineola, Long Island, New York—one of the most 
modern lithographic plants in the country. Houses latest lithographic plate making and press 
equipment, complete facilities for fabrication of folding cartons and the finishing of a wide variety 
of lithographic paper products. One of six great strategically located U-S plants. Other plants at 


Cincinnati, O., Baltimore, Md., Erie, Pa., St. Charles, Ill., Redwood City, Calif. 


point-of-purchase advertising dis- 
plays must have this plus stimulant 
to compete for shopping dollars by 
creating impulse purchases. 


. outdoor posters require this plus 
attention value of a stopper idea, dra- 
matically reproduced to create a lasting 
impression. 


direct advertising literature must 
possess this plus interest to hold the 


SALES BUILDING LABELS—every Stokely label 
is a sales building advertisement illustrating 
the product and providing helpful consumer 
information. Recognized as one of the best 
labels in the food industry—it has been pro- 
duced by U-S over a long period of years. 


‘The better : 
, J the better 


We produce 
ken 


\ ; >~ we live 
id 


— 


undivided attention of the reader and 
induce action. 


The four examples of EYE-O-MATIC 
selling shown below are typical of the 
wide diversity of packaging, display and 
advertising materials produced by the 
U.S. Printing and Lithograph Company. 
U-S facilities afford a unique combina- 
tion of merchandising experience, de- 
sign ability, superlative color handling 
and reproduction. 


feo ata 

REQUIRED READING — this U-S produced 28- 
page booklet published as a contribution to the 
Child Safety Campaign of the National Safety 
Council by Seiberling Rubber, Akron, Ohio, 
tells youngsters how to have more fun—safely. 
Agency—Meldrum and Fewsmith, Ince. 
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ORCHID IN EKTACHROME \ a 
by Keppler, reproduced in y 

full color on reverse side of he cocitagegyed 

this page, portrays with : } 
photographic realism and 

artistry the full possibili- . 
ties of EYE-O-MATIC ~ 
selling. A U-S production ~~ 
from original idea to com- - 
pleted insert. promant - 
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An exciting appeal 


to buyers of your product 


_.. created by U-S FVEOMATIC selling 


Look to one source of undivided responsibility for Labels... 
Wrappers ... Folding Cartons... Point of Purchase Displays 
_..Outdoor Posters...Calendars... Direct Advertising Literature 


THE UNITED STATES PRINTING AND LITHOGRAPH COMPANY 


Executive Offices: Cincinnati 12, Ohio + Sales Offices in Principal Cities + PLANTS: Baltimore, Md. — Cincinnati, O. — Erie, Pa. — Mineola, N.Y. — Redwood City, Calif. — St. Charles, i. 
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“My beer is be “2% 


in the New York market. Despite 
its limited distribution, Rheingold 
also claims to be fifth or sixth in 
total U. S. sales. 

In addition to outdoor, transpor- 
tation and newspaper roto adver- 
tising, Liebmann is using weekly 
b&w insertions of pages and 1,500 
lines in New York newspapers; 26 
insertions per year in 15 Connecti- 
cut and 10 Vermont dailies; reg- 
ular insertions in several New 
_| York “class” magazines, and dealer 
display material which includes 
half a dozen complete window 
display campaigns. 

In addition to the Miss Rhein- 
gold theme, Liebmann uses testi- 
monial copy featuring the top| 
names in the entertainment world | Supports 1950 Heart Fund 
and their preference for Rhein- | The Advertising Council, New 
gold in their homes. York, will give radio bulletin and 


RHEINGOLD 
he DRY beer! 


- saps Miss ROEINGOLD (948 


MISS NEVER MISSES—The current Miss Rheingold, like her predecessors of pre- 

vious years, gets top billing on the brewery’s saturation showings of outdoor posters 

in its area. With an annual expenditure of some $600,000 in the New York area 
for outdoor, Rheingold believes it is top user of the medium there. 


Liebmann Poster 


TELLS ALL—KXOK, St. Louis, tells all about its programs without wasting words with 
this 24-sheet, placed with General Outdoor Advertising Co. through Olian Adver- 
tising Co. It was produced by the silk screen process by Kubin-Nicholson. 


car card support to the American 
Heart Association next February 
during the annual drive for funds. 


services in the New York area. 
“Miss Rheingold of 1950,” who 
will be featured in the company’s 


Fund Is Termed 
Biggest in N. Y. 


‘Saturation’ Campaign 
Helps Put Rheingold at 
Top in City Beer Sales 


New YorK—The chances are 
that Liebmann Breweries, already 
well into its second decade of con- 
tinuous advertising via 24-sheet 
posters, will count heavily on the 
outdoor medium again in 1950 to 
boost Rheingold beer sales. 

Liebmann’s total expenditure for 
posting space this year will amount 
to $600,000, all concentrated within 
a 100-mile radius of New Yorx 
City. Officials believe that repre- 
sents the largest single appropria- 
tion for outdoor advertising in this 
populous metropolitan area. 

New Yorkers and their im 
mediate neighbors have been view- 
ing Rheingold posters since 1939 
Liebmann first built its poste 
showing to a 100% coverage, year 
around, in the New York me'ro- 
politan area. Then it expanded into 
Connecticut and New Jersey. And 
in 1944 the regular showings were 
supplemented by an extra 50% 
in New York City. 


a With the 150% posting still be- 
ing used, Liebmann figures it is 
making a saturation use of the 
medium. 
The company’s star salesman 
the contest-winning Miss Rhein- 
gold, appears on approximately 1,- 
700 panels each month. Copy is 
varied each month to show Miss 
Rheingold in a new setting. Each 
new poster ties in with current 
store displays supplied to the 25,- 
000 Rheingold dealers in the mar- 
keting area, and with color adver- 
tising used regularly in weekend 
roto sections of eight newspapers. 
A photographic process, using 
‘olor photography, is utilized in 
oroducing the posters, which have 
en manufactured by Forbes Lith- 
raph Co. since the campaign was 
iginated. For repetitive value, 
well as impression, the same 
fotype is repeated throughout 
© entire poster series. 


ve 


# On the average, each Rhein- 
s¢d plant is “ridden” four times 
4 ear, with a few of the more im- 
po-tant locations covered more fre- 
juently. These checkups are han- 
ikd by Liebmann’s egency, Foote, 
Core & Belding, which took over 
the account in May, 1947. A con- 
staat check is kept on changes in 
loc tions, and locations lost due to 
bu iding activity. In addition, 
PC -B’s figures are checked against 
the plant operator’s average. The 
ed work, paper work and other 
tht cking details take the full time 
of our FC&B workers. 

iebmann’s outdoor campaign is 
‘u) ported by the use of transporta- 
to. advertising, with 14,000 cards 
ig up monthly in 4,500 subur- 
railroad cars. The same ap- 
Pe. ls confront users of the ferry 


outdoor and other advertising dur- 
ing the coming year, was selected 
in September in the llth annual 
competition for the honor. The 
half dozen candidates for the title 
made personal bids, via television 
shorts on New York stations, and 
smiled at Liebmann’s customers 
and prospects in generous news- 
paper and magazine space. 


ws The company’s outdoor ad pro- 
gram represents a big chunk of 
the more than $3,000,000 Lieb- 
mann is spending this year, which 
it credits with making Rheingold 
the No. 1 package and draught beer 


For the outstanding in OUTDOOR 
in CHICAGO— 


Painted Bulletins 


SUN ADVERTISING Co. 
So. LaSalle St. 
CHICAGO, ILL. 


Hi-Spots 


Spectaculars 


On LAKE SHORE DR.—MICHIGAN AVE.—ALL OVER CHICAGO 


"roadside 


For further information 
write direct to 
National Headquarters 


LOCAL ERECTION 
and MAINTENANCE 


NATIONAL COVERAGE 
through ONE OFFICE 


Ad-Lite Corporation—Fremont, Ohio 
Babcock Advertising Service—Los Angeles, Calif. 
D. H. Sanders and Associates—Atlanta, Georgia 
Herb Williams & Sons, Inc.—Shelbyville, Indiana 
Lynn Cox Signs—Dallas, Texas 

Meyers Outdoor Advertising, Inc.—Minneapolis, Minn. Sterling Advertising Co., Ltd.—Sterling, Colo. 


MEMBERS 


Miller Ad-ver-tis-er-—Grenada, Mississippi 
National Outdoor Advertising Co.—Buffalo, N. Y. 
Outdoor Bulletins—Helena, Montana 

Ramsay Signs, Inc.—Portland, Oregon 

Rich Signs, Inc.—Wichita, Kansas 


We're proud to announce a new highway sign service that will 
solve your problem of getting national coverage without losing 
the all important benefits of local erection and maintenance. It's 
this combination of complete coverage plus local attention to 
scotchlite and other types of road signs that makes your roadside 


advertising most effective throughout your entire campaign. 


Through the newly formed Transcontinental Advertising Asso- 
ciation, a group of well established regional highway sign manu- 
facturers, you get this complete service through one office. And 
you can be sure you're getting the best in every area because 
each member is in a position to give you the utmost in service 
in their locality. Let us help you plan your next national highway 
sign campaign. 


TRANSCONTINENTAL ADVERTISING “::c<<2éo« 


6416 HIGHWAY SEVEN *¢© MINNEAPOLIS 16, MINNESOT 
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Pi ce = rs . 
@ 3-Dimension Outdoor _ ssc ‘pce tn it woud 


has been conspicuous by its ab- 
sence, considering the great num- 
ber of boards throughout the coun- 
try. . 
Plant operators, striving to gain 
a three-dimension perspective, 
have resorted to shading effects, 
and even though some of them 
have been unusual, the final re- 
sults have sometimes left something 
to be desired. 
: James H. Scofield, president, 
FIRST OF SERIES—Frank Dunigan, president, Brinkman Corp., and chairman of the Three Dimension Advertising Inc. 
Outdoor Advertising Association of America, erected this brightly “‘neonized” sign 400 N. Michigan Ave., offer m 
for Berghoff beer in Fort Wayne, Ind., using one of Three Dimension Advertising’s . * 
custom-built bottles. embellishments that can be sup- 
plied to advertisers and plant op- 
-}erators on stock items “at such a 


dimensional displays.” In many 


specially-built signs cost, he says. 


Cuicaco—National advertisers 
and plant operators have for the 
most part been limited in outdoor 


You Don’t Really Know 


Outdoor Advertising 


Unless You Know the Story of 
Wiational 


ADVERTISING COMPANY 


posters and spectaculars. In the|tests of this market have been! board for Grain Belt beer. The sign is 
main, three-dimension advertising|made through fabrication of a| “blacklight.” Three Dimension Advertising, 


HIGHWAY DISPLAYS 
—_— 


and 
cotchlite 


REFLECTIVE SHEETING 


In the past year a great outdoor advertising “SCOTCHLITE” is available in a variety of 
medium has come of age and grown to national sparkling colors—easily adaptable to any 
stature—if you do not yet know the full story of display. 

a wns Syanss Fou ae 2. The founding of NATIONAL ADVERTISING 
missing one of the best bets in all outdoors! co.—far the biggest and best organization 
Reflectorized highway displays are a POWER- in the country devoted exclusively to 
FUL, FLEXIBLE, ECONOMICAL medium that sell the design, installation and maintenance 
day and night—and have sold effectively for of highway displays. THIS IS THE ONLY 
years. Now this same tool—which has proved its NATIONAL ORGANIZATION in the field—with 
potency for distributors and retailers time after facilities covering the country from border 
time—is being used to sell many of the best to border and from coast to coast. 


known national brand names in America. 


There are two basic reasons why REFLECTOR- If you have a product—or your client has—which 


IZED HIGHWAY DISPLAYS have bounded strongly needs effective, economical selling, BATIONAL 
into the national picture: ADVERTISING CO. will develop a program tailored 
0 “e R exactly to your market areas and dealer dis- 

1. The Covelagment of ROORCMETEN “a tribution with an eye to traffic concentration. 


Sactertnns apesting-He anongeny etal And at a cost that will easily fit your budget! 
tical, inexpensive method of adding after- 
dark life to your displays to keep them For FULL details write, wire or ‘phone, National 


working spectacularly around the clock. Advertising Co., Waukesha, Wisconsin. 


ional Advertising Co. 


WAUKESHA, WISCONSIN 


*Reg. Trademark of Minnesota 
Mining & Mfg. Co., St. Paul, Minn. 


NAMES THAT GO NATIONAL—Alemite ¢ American Broadcasting Company ¢ Avuto-Lite ¢ Buick © Burd Piston Rings ¢ Chevrolet © Chrysler 

Cooper Tire © Dayton Tires © Devoe & Raynolds Paint © Dodge-Plymouth @ Du Pont ¢ Evinrude Motors ¢ Fisk Tires ¢ Ford ¢ Fox Head Brewery 

Glidden Paints ¢ Hudson © International Shoe Company ¢ Kaiser-Frazer ¢ Lincoln-Mercury © Martin-Senour Paints @ Miller Brewing © Mohawk 

Tires © Nash © Oldsmobile © Pennzoil ¢ Pepsi-Cola © Philco © Pontiac © Pyrofax © Quality Bakers of America ¢ Seiberling Tires © Society 
Brand Clethes @ Studebaker © U.S. Tires © Willys-Overland, and other sectional and local advertisers. 


Stock Items Offered = ..000°0S".:5 ee SS 


Advertising Age, November 
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advertising to flat painted boards, In the development of his idea,| 195 POUNDS—That’s all this 12’ bottle weighs on Minneapolis Brewing Co.'s painted 


lighted at night by luminous paint and 
Chicago, supplied the custom-built bottle. 


standard export beer bottle 12’ 
high and 3’4” wide with a 20” pro- 
jection. 


w These units have been used and 
tested for effectiveness by Blatz 
Brewing Co., Milwaukee; Min- 
neapolis Brewing Co., Minneapo- 
lis, and Berghoff Brewing Co., 
Fort Wayne. Other breweries, he 
says, have the use of such units 
under consideration for 1950, “de- 
pending on their advertising bud- 
gets for next year.” 

Base material for the units is 
a combination of latex and plastic. 
These ingredients were success- 
fully blended after long experi- 
ment. The final product was se- 
lected for its resistance to weather 
and with sufficient flexibility to 
withstand vandalism, Mr. Scofield 
told AA. 

Surprisingly, an embellishment 
of this size is not excessively 
heavy. It weighs less than 125 lbs., 
is shipped in one piece, and can 
be erected by two men in ap- 
proximately three hours. 


s In addition to the beer bottle, 
lobsters 8’ and 15’ long in full di- 
mensional proportions have been 
fabricated. A loaf of bread is also 
in production, measuring 6’ high 
and 12’ long with a 33” projection. 
This unit is built on an angle, 
tapering back, and completely 
covers the inside copy surface of 
a standard bulletin. 

A golden Guernsey cow, ap- 
proximately 11’ long and 7’ high 
from hoof to rump, in full pro- 
jection, has been recently added 
to the Three Dimension Advertis- 
ing line. 

As an indication of what may 
be accomplished by use of three- 
dimension embellishments, Nae- 
gele Advertising Co., Minneapolis 
outdoor plant operator, has placed 
orders with Three Dimension foi 
70 diversified units. This order, i' 
is said, is only a starter in the 
limited catalog now offered b) 
Three Dimension. 

Additional standard items now 
in the design department includ: 
No. 2 cans, milk bottles, coffe: 
cans, paint cans, cigars, ice crean 
cones, sodas and sundaes, bevel! 
age bottles, glasses of beer, ham 
bacon, automobiles, Coca-Cola bo - 
tle and sprite head, dogs for d ‘ 
food advertising, etc. 


s Additional appeal has been o 
tained in the advertising of Gra 
Belt beer in Minneapolis by Na 
gele Advertising in the use 
black light. The bottle, label a 
simple message have been treat 
with fluorescent paint used in co - 
junction with a flasher on star 
ard goosenecks. Black light, 
was noted, has a tendency to @ - 
centuate the three-dimension pe - 
spective. 

Three Dimension Advertisi 
will show a full line of miniatur 
including black light, at the O: 
deor Advertising Association P 


tional convention. 
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BIG AS ALL OUTDOORS 
BIG 24-SHEET POSTERS 
WITH BIG NAMES 


BIG in area. 


Over 150,000 agate lines in full color in preferred 
positions you select. 


BIG in flexibility. 


You post them nationally or in specified territories 
where strong advertising is needed. 


BIG in dealer preference. 


Your dealer and his customers see them in his im- 
mediate neighborhood in BIG frames where they 
get BIG circulation. 


And we make them in a BIG way in a BiG plant along with other 
posters of every size and description, window and counter dis- 
plays, car cards, calendars, booklets, folders, etc. etc. 


Contact our home office or any branch listed below and experi- 
enced men with years of lithographic know-how will respond 


instantly. ®. 
C ontinental 


LITHOGRAPH CORPORATION 
CLEVELAND, OHIO 


NEW YORK @ CHICAGO e DETROIT @ SEATTLE @ PITTSBURGH e SAN FRANCISCO @ LOS ANGELES 
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BEAUTY AND THE BEAST—First award in the automobile accessories classification of 

the outdoor advertising art competition (top) went to American Oil Co., through 

Joseph Katz Co.; Albert Staehle, artist; George Adams, art director; U. S. Printing 

& Litho Co., lithographer. Second award (center) to Atlas Supply Co., through Mc- 

Cann-Erickson; Roy Spreter, artist; Herbert Noxon, art director; Continental Litho 

Corp., lithographer. Third award (bottom) to Atlas Supply Co.; Albert Staehle, 
artist; Strobridge Litho Corp., lithographer; other credits as above. 


Allthearis . 


FORD, FORD, 


MOVING AUTOS—First award in the automobile classification of the outdoor ad- 
vertising art competition, as well as third grand medal award (top) went to Ford 
Motor Co., through J. Walter Thompson Co.; Walter Wilkinson, artist; Wallace Elton, 
art director; U. S. Printing & Litho Co., lithographer. Second award (center) to Nash 
Motors, through Geyer, Newell & Ganger; Howard Scott, artist; Arthur A. Surin, 
art director; Gugler Lithographic Co., lithographer. Third award (bottom) to Ford 
Motor Co., through JWT; Al Moore, artist; Wallace Elton, art director; lithographed 
by Gugler. 


The Beer That 


Made Milweukee 
Famous & 


IN RELIEF—Jos. Schlitz Brewing Co. has had 25 of these signs erected in and around 

Milwaukee by Cream City Outdoor Advertising Co. They feature gold leaf raised 

wood letters and a cast aluminum half relief globe trademark, which were pro- 
duced by Spanjer Bros., Chicago. 


Outdoor Put 
to Many Uses 


by Advertisers 


sn 


| Brunswick 


MEDICAL ADVERTISING—Probably the only advertising the medical profession has 
ever indulged in was used in Atlantic City last summer at the time of the American 
Medical Association convention there. A number of R. C. Maxwell Co. illuminated 
painted display panels on and near the Boardwalk bore this message and the sig- 
nature of the National Education Campaign—American Medical Association. 


NEW—Clock bulletin for Ballantine in- 
stalled in highspot location in Bingham- 
ton, N.Y., by R. C. Maxwell Co. 


Miniature Billboords produced for Lionel Corporation—in cooperation with Standard Outdoor Advertising, inc. - 
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Use these attractive outdoor posters for scenic effects on your Lionel model railroad 
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POSTERS FOR RAILROADERS—This 11x14” cardboard sheet 
featuring eight miniature poster panels in full color is being 
distributed with 300,000 Lionel catalogs this fall, in a three-way 
cooperctive deal between Lionel, the seven advertisers whose 


posters are shown, and Standard Outdoor Advertising Inc. T! 
card is scored, permitting erection of the posters as part of t' 
scenery when model train sets ore built by purchasers of t! 
Lionel product. 
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FEDERAL ELECTRICAL ADVERTISING 


Your message is inescapable when displayed through Federal 
Electrical Advertising. Experienced national advertisers use Federal 
Spectaculars, Semi-Spectaculars and Spectacular Boards to Point 
up local impact of their advertising campaigns at the point where 
their products are sold. 
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UP-TO-DATE FACTUAL DATA ON EACH LOCATION 


Now available for each of Federal's selected locations 
(result of a half-century in electrical advertising) is a 
convenient tabulation giving full data on circulation and 
location. 


There are fully-developed locations presently avail- 
able to give your campaign local impact in 


e CHICAGO 
@ Milwaukee 
@ Cincinnati 


@ Indianapolis 


sto once ® @ Kansas City 


CAS C yas 
cw yo o "puis" @ St. Louis 
r— st. yours Write today for your copy of the 
ons ort Federal Data Folder on locations 


in any of these markets. Address 
Electrical Advertising Division. 


Leans 
«tit R AL En T E R p R 4 E 5, ine 


_ FORMERLY: FEDERAL ELECTRIC COMPANY, INC. 


8700 SOUTH STATE STREET, CHICAGO 19, ILLINOIS sae 


Sellers” Duluth « Houston 3 Kansas City 
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TASTY—At a recent party following announcement of the adoption of outdoor 

advertising in 23 markets ‘by H. P. Hood & Sons, New England dairy, Roger Coak- 

ley, sales representative for John Donnelly & Sons, poster plant operator, opened 

wide for a tasty spoonful of ice cream served by Betty Leahy. Witnessing the taste 

test are Don Douglass (left), account executive, Harold Cabot & Co., Boston agen- 
cy, and Paul Eaton, Hood advertising manager. 


TV Took Outdoor 
Money, But Now 
Texaco is Back 


By DONALD W. STEwarrt, 
Advertising Manager, Texas Co. 


In 1950 the Texas Co. will re- 
sume its outdoor advertising. 

It was necessary to drop this 
medium in 1948 because funds 
were needed to finance the “Tex- 
aco Star Theater” television show. 
At that time our product supply 
was just about meeting demand 
and we felt our advertising pro- 
gram would suffer least by elimi- 
nating outdoor as we were not out 
to stimulate sales. 

Texaco has been a national user 
of outdoor for many years. J. F. 
Coogan, assistant advertising man- 
ager, in conjunction with our 


DEALER AND STORE FRONT SIGNS 


PITTSBURGH 
PAINTS 


APPLIANCES 
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DEALER'S NAME 
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DEALER NAME 


‘Increase your sales 14.6%** 


Make your advertising 


5 times as effective** 


They continue to work years after 
they have paid for themselves 


Built to last-> perfect** 


Used by America’s leading 


Produced for national 
advertisers and 
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WESTERN 
AUTO Chain Stores buying 
ry 4 in quantities 
LONG 
Ek, 
Arnthraft” SIGN COMPANY 
Division of Artkraft* Manufacturing Corp. 
1133 E. Kibby St. Lima, Ohio 
Please send, without —— BS sem on Artkraft* signs. 
Be t4-—- a 4 
{ ) Please send ested In © quantity te set ~ a successful dealer 7 program. 
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QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 


*Trademark Reg U. S. Pat. Off. 


**Proved by actual audited research. 
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AL WAYS DELIVERS 


FIRE-CHIEF casoun: 


GOOD FOR TEXACO—Here are three posters which Texaco believes do an unusually 
good job. At top is the well known one in which a delicate subject is handled so 
well that it made a tremendous hit with the public. In the center poster, the blue 
sky atmosphere and phantom wings on the car put across a fast picture story of 
the flying power of Sky Chief. At bottom, dogs always make good copy, but prod- 
uct association such as a “fire dog’ and the Texaco Fire-Chief hat add up to a winner. 


agencies, keeps outdoor advertis- 
ing under continuous study so that 
we can use this medium to best 
advantage. 


w It does not seem so long ago 
that we used to think of outdoor 
as a medium we employed to reach 
tourists. That kind of thinking per- 
sisted too long. It should have 
gone out with the linen duster. 
By far most of the mileage on the 
speedometers of America’s 34,000,- 
000 cars is run up within a rela- 
tively few miles of home. 

It is difficult to live and work 
in a large city—with subways, 
buses and taxis always at hand— 
and realize that so many of this 
country’s 60,000,000 workers rely 
on the automobile to get them 
to their jobs. 

Add to this the use of the car 
for getting the kids to school, for 
shopping, etc-—and you can see 
why driving today piles up es- 
sential mileage. 

We used to buy a lot of boards 
out on the open road—to reach 
the “tourists.” Now we are con- 
centrating on reaching motorists 
close to home—where most of the 
driving is done—where most of 


the gasoline and oil is sold. 
Remember when it was a com- 
mon practice to put cars up on 
blocks and store them away for the 
winter? You don’t see that any 
more. Car operation today is on a 
year-round basis. That means we 
no longer post only the summer 
months. Now we can spread our 
posters right through the calendar. 
The spring and fall seasons are 
particularly important to us. That’s 
when cars are changed over to 
proper seasonal grades of oil and 
other lubricants—when anti- 
freeze, tires, and batteries are 
sold. Posters afford excellent tim- 
ing when we go after this mar- 
ket. We work with weather maps 
and get the perfect 30-day spread 
in any area so that our fall change- 
over poster goes up just before the 
first frost and our spring posters 
beat the first robin by a few days 
On a cost per thousand com- 
parison, posters give us our best 
buy. And last, but certainly not 
least, posters also provide some- 
thing unique in advertising anc 
that is the opportunity for us t 
deliver a big, colorful message t 
our prospects when they are be- 
hind the wheel and ready to buy. 
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THE BIGGEST ADVERTISING 


IN THE smallest state IN U.S. 
Standish-Barnes Co. 


PAINTED AND ELECTRIC DISPLAYS 


Old Colony Adv. Co. 


| POSTER ADVERTISING 
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LUVA-LITE 


Adopted by 
Who’s Who of Outdoor Advertising 


Only seven months after the painting of the first outdoor 
bulletin in Chicago, LUV A-LITE has been adopted and 
is being promoted enthusiastically by such leaders in the 
outdoor advertising industry as: General Outdoor Adv. 
Co., Walker & Co., Cream City Outdoor Adv. Co., Fed- 
eral Enterprises, Naegele Adv. Co., United Advertising 
Corporation, Webster Outdoor Advertising Co., Morton 
Outdoor Adv. Co., Smoot Adv. Co., Oliver Langan Sign 
Co., and many others. 


LUVA-LITE 


Bulletins Cover the Country 


Acknowledgment of merit and proof of acceptance, en- 
joyed by few products, is apparent in the wide spread use 
of LUV A-LITE in only seven months. “LUV A-LITE-D” 
Bulletins are flashing vividly colored messages on the 
streets and buildings of such cities as: 


Philadelphia, Pa. Ft. Wayne, Ind. Evansville, Ind. 
Los Angeles, Calif. Tacoma, Wash. Claremont, N. H. 
Louisville, Ky. Galesburg, Il. LaCrosse, Wis. 
Milwaukee, Wis. Ely, Nevada Lineoln, Nebr. 
Akron, Ohio Baltimore, Md. Utiea, N. Y. 
Omaha, Nebr. Springfield, Mo. Mifflinburg, Pa. 
Chicago, Il. Newark, N. J. Lansing, Mich. 
Detroit, Mich. Grenada, Miss. Las Animas, Colo. 
Wichita, Kans. Concord, Calif. Pine Bluff, Ark. 
Freeport, Ill. St. Louis, Mo. Charlotte, N.C. 
Minneapolis, Minn. Huntington, W. Va. Oakland, Calif. 
Miami, Fla. Lincoln Park, Mich. Wausau, Wis. 


Springfield, Mass. Cincinnati, Ohio Flint, Mich. 


NOTE: Patents have been applied for and cover the manufacture 
and use of LUVA-LITE fade-resistant paint. 


Write for your complete INFORMATION KIT on 
Lawter's Fluorescent Spectacula-L&@/VA-LITE 


IT’S NEW! IT’S DIFFERENT! IT’S IN DEMAND! 


FIRST NEW 
OUTDOOR DEVELOPMENT 
IN 25 YEARS! 


LUV A-LITE is outdoor advertising’s newest triumph! 

Fluorescent paint that magically transforms ordinary 

bulletins to glowing full color spectaculars. Used in 
_combination with constant black light and blinking 

incandescents, LUV A-LITE creates huge tri-dimen- 

sional, double-action messages never seen before on 

painted displays! 

LUV A-LITE means low-cost spectaculars. 

LUV A-LITE means extra attention value. 


LUV A-LITE means versatility . . . you can completely 
change copy with only a paint brush! 


A Case History Testimonial 


A testimonial to LUVA-LITE and a verification 


of its success 


A new advertising “first” will be found in the words of 
Mr. Alvin Bley, President of the Triangle Sign Company, 
Chicago, Illinois. Mr. Bley writes: “The picture enclosed 
(shown above) shows the re-paint just completed on our 
first Canadian Ace bulletin which was pictured on the 
front cover of Signs of the Times for June. The first paint 
did hold up for the six month period . . . during the worst 
months of the year, April to October. Your paints did 
not fade to any greater degree than the conventional colors 
used on the same bulletin. Since our first bulletin, we 
have had the tremendous response you predicted . . . and 
have sold many more locations.” 


Thank you, Bley. 


LAWTER CHEMICALS, INC. cacti iimos 
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dvertising campaign is a_ 
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‘continuous effort by companies ‘supporting 7 


| Standard Outdoor Advertising, Inc. to 


amatically present the values of 


| outdoor advertising in our economy —as 
demonstrated by successful 
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SHORT COPY sells in every season 
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“North to south—east to west-—'Zerone’*-'Zerex’* anti-freeze posters are 
timed in each locality to reach car owners when the freeze strikes. In giant 
size and full color, they deliver their reminder message to the prospect 


when he’s on the road—in his car—near the point of sale.” 


Ta Heg 


Advertising Manager 


* Reg. U.S. Pat. Off. 


Zerone’’-"'Zerex’’ Section 
E. 1. DU PONT DE NEMOURS & CO. (INC.) 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


serving one-fifth JOHN DONNELLY & SONS + CENTRAL OUTDOOR ADVERTISING CO., INC. + THE PACKER CORPORATION 
tia aitianle WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
e E. A. ECKERT ADVERTISING CO. * UTAH POSTER SERVICE * BORK POSTER SERVICE + C. E. STEVENS CO. 
consumers... STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVENUE, NEW YORK 22, NEW YORK 
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Harper Checks 
Effectiveness of 
1,000 Showings 


New YorK—Posteratings, the 
monthly continuing study of out- 
door poster advertising conducted 
by Marion Harper Associates Inc., 
is now in its second year in Phila- 


delphia, and has been active in 
Indianapolis for nearly a year. 

It has measured about 1,000 pos- 
ter showings in the two cities in 
13. product classifications, and 
made at least 50,000 interviews. 

The service, as explained by 
Marion Harper Sr., is_ basically 
a measurement of observation and 
remembrance. Many people get 
fleeting impressions of a panel, 
but cannot identify the poster 
later. These impressions, of course, 
have cumulative value for the ad- 
vertiser but cannot be included in 


Specialists in SILK SCREEN PRINTING 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


; It's gooa to know... 


MPERIAL i 


is made by Hiram Walker J | 


Sun 40v CO 7 


ILLUMINATED PLASTIC—This painted bulletin for Hiram Wal- 
ker’s Imperial, located in a Chicago parking lot, uses three-di- 
mensional Plasti-lite letters, manufactured by G. C. Kirn Ad- 


vertising Sign Co., St. Louis, to spell out “Imperiol’’ above the 
face of the sign. Sun Advertising Co. erected the display. Foote, 
Cone & Belding is the agency. 


the check. 
In addition to its regular study, 
the Harper organization is start- 
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and photo screen process posters. 


Buy the best outdoor poster craftsmanship to produce your short-run post- 
ers up to 500. Detail is the specialty of our skilled artists who handle 
the artwork in its transition to the 24-sheet poster. Product and message 
are produced in faithful reproduction with live colors. 


We are specialists in producing flat treatment posterized silk screen posters 
Through the photo screen process, a 
halftone can be reproduced on a silk screen poster and has proved itself 
highly effective in showing the product or illustration. A combination of 
flat treatment and photo halftone screen process done by Kubin-Nicholson 
will give you a poster that will say “Quality”. 
Kubin-Nicholson has given dependable service and designed and produced 
posters for advertisers for a quarter of a century. 


There is a Kubin-Nicholson representative in all leading cities who has 
the answers to your short-run poster problems. Write 


KUBIN-NICHOLSON CORPORATION 
1570 South First Street 
Milwaukee, Wisconsin 


You Get All 7 


* DEPENDABLE CRAFTSMANSHIP 
* FAITHFUL REPRODUCTION 
* LIVE COLORS 


ing to conduct a series of experi- 
ments designed to uncover other 
qualitative factors than are now 
being explored. This phase of the 
research will emphasize getting 
spontaneous unaided responses to 
posters, but it is still in the for- 
mative stage. 

The Posteratings service makes 
about 1,500 monthly interviews in 
the two cities, equally divided be- 
tween men and women. The sur- 
vey commences after the poster 
comes down, and the check on the 
30-day impact of the poster is com- 
pleted within ten days after the 
poster’s disappearance. 

The survey in both cities is con- 
ducted on a randomized sample of 
a census tract area. The number 
of interviews in each tract is di- 
rectly related to the total popula- 
tion of the tract. Each month a dif- 
ferent group of tracts is drawn by 
lot for surveying. 


w Intensity, or the number of 
panels in a showing, naturally has 
an important effect on the obser- 
vation gained. 

But, Mr. Harper points out, in- 
tensity alone won’t assure high 


observation. Each poster rating 
carries an intensity figure. In Phil- 
adelphia a full showing, or 100% 
intensity, consists of 66 regular 
and 50 illuminated posters; a 50% 
intensity is half as many, or 33 
regular and 25 illuminated. 

Since people may become hon- 
estly confused because of the num- 
ber of panel impacts, Mr. Harper 
uses several fictitious posters in his 
check to eliminate the confusion 
factor. Out of the 1,500 monthly 
interviews in a city, about 9.5% 
are discarded because of the con- 
fusion registered. 


ws Mr. Harper emphasized that “I 
report only the facts to my clients, 
and make no attempt to draw in- 
ferences on the ari work and copy 
of the poster.” However, those 
posters which carry large, life- 
like faces, and which come out in 
engaging fashion to the observer, 
have been found to garner good 
ratings. Again, the well-executed 
human interest situation, with 
genuine emotional appeal, seems 
to have pulling ingredients. 
Posteratings is now being used 
by almost every major agency and, 


BALLA 


ALE 


NTINE 


BEER 


HIGH-SCORING POSTERS—These posters led in two categories according to the 


August Posteratings report. 


The Chevrolet panel, 
Ewald, Detroit, was first in both cities with the same score, 61, 


prepared through Campbell 
for men and women 


combined, and a 100% intensity. Falls City Beer poster pulled top rating for beer 
in Indianapolis, with a score of 66 for men and women combined. Pratt Advertising, 


St. Louis, is the agency. 


led for beer in Philadelphia with a score of 61. 
leading use categories, in 


intensity. The five 


Ballantine, through J. Walter Thompson Co., New York 


Both beer panels had 50% 
order, are: food, automotive 


soft drinks, beer, and gas and oil. 
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You hear it 
everywhere 


“finest beer served.. anywhere!” 


FEATURES PAIRS—Current outdoor posters now being used by Pabst Brewing Co. in 
1,800 cities and towns. In all, 4,200 posters in this series have been used. War- 
wick & Legler, New York, handles the account. 


field was a round bell tent, with 
low walls rolled up for ventila- 
tion. 

A shower during one of the 
games forced the crowd into the 
tent, but the game continued. The 
Ford club staged a wild batting 
spree and there was a steady 
stream of Ford runners to first 


base. The crowd could see only the 
red striped stockings of the Ford 
runners and the cry went up: 
“Watch the Fords Go By.” 

The slogan first gained adver- 
tising prominence on a huge elec- 
tric sign in downtown Detroit— 
believed to be the first big elec- 
tric spectacular in which motion 
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was used. Blinking light bulbs 
caused the wheels of a Ford ca 
to rotate and the scarfs of the 
passengers to flutter. 

Used extensively during th 
early history of the company ant 
then discarded for a number of 
years, the slogan has been revived 
during the past few years. 


as an instance of its effect, one 
account improved its poster ob- 
servation by approximately 30% 
after using the service. 

Mr. Harper points out that Pos- 
teratings can assist in two ways: 
by gaining that extra observation, 
always difficult to secure, above 
an already good observation rat- 
ing; and by picking up a poster’s 
appeal from a poor to an accept- 
able circulation. Mr. Harper be- 
lieves that “‘the value of such guid- 
ance is apparent when one con- 
siders that the advertiser with the 
lew-rated poster pays as much for 
his space as the one with a high- 
rated panel.” 


s Posteratings reports on all re- 
gional and national panels for ad- 
vertisers, and charges $150 a 
month or $1,800 on an annual sub- 
scription basis. A single report 
costs $250. 

In addition to Posteratings, the 
Harper organization offers a pre- 
testing service, whereby several 
possible poster designs may be 
tested to determine which is the 
best, and the worst design, ac- 
cording to the pretest findings. 


Posters Make Local 
Ad Drive a Success 


for Weimer Packing 


(Picture on Page 40) 

WHEELING, W. Va.—Weimer 
Packing Co., an old company with 
a comparatively brief record of 
consistent advertising, next spring 
will complete its third straight 
year of outdoor advertising on a 
localized, but highly successful, 
seale. 

Prior to 1947, the meat packing 
corapany employed little advertis- 
ing, and used it erratically. Then 
Ohio Valley Advertising Corp. sold 
it on a showing, during March and 
April, 1947, of six painted bulle- 
tins picturing its Fort Henry toast- 
ed ham and advising consumers to 
“Ask your grocer.” With a well- 
merchandised direct mail campaign 
to dealers, the campaign paid off 
and Weimer signed up for a full 
year of posters to promote its full 
line of products. 


ws Weimer used no other adver- 
tising medium during 1947, and 
gives outdoor major credit for 
boosting its sales from $1,301,000 
in ’46 to $2,005,000 the following 
year, an increase pleasingly out of 
line with the meat packing indus- 
try and sales in this area. 
Although Weimer dropped the 
‘Ask your grocer” theme after 
1947, it has used 24-sheet posters 
continuously ever since to help 
merchandise its ham, beef, bacon, 
veiners, lard and other products. 


Ball Game and Rain 
Credited with Birth 
of Ford’s Slogan 


DEARBORN, Micu.—“Watch the 
49 Fords Go By” appears on 14,- 
00 outdoor panels in November 
as a new twist to an old adver- 
tising slogan. 

Gordon Eldredge, advertising 
manager, Ford Division, has ex- 


plained that the famous slogan re- 
portedly had its origin in the early 
1900’s as a yell from a baseball 
rooter. 

The old Highland Park factory 
of the Ford Motor Co. was repre- 
sented on local diamonds by a 
baseball team. Near the factory 


1151 So. 4th St. 


President 


C. J. CRONAN, JR. 


LOUISVILLE POSTER ADV. CO. 


INCORPORATED 


201TH YEAR 


Vice Pres.-Manager 


LOUISVILLE, KY. 


W. H. HUGHES 


a w) 


Reproduced from a 24-sheet poster 
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Dont wait too long 


-1849 


DETROIT - 


Reproduced from a 24-sheet poster 


CHICAGO - 


Strobridge gives you 
a faithful reproduction 
of the artist’s work 


OUR CENTENNIAL ANNIVERSARY 


100 Years of Producing Fine 
Lithography and Printing 


1949 


the Strobridge UTHOGRAPHING CO,, Cincinnati, Ohio 


BRANCH OFFICES: NEW YORK - 


CLEVELAND 


Reproduced from a 3-sheet poster 
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Building a 
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Growing Outdoor 
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ONE AD PLUGS ANOTHER—This full-page Minneapolis newspaper ad, published 

early in October, probably represents the biggest promotional send-off an outdoor 

spectacular has ever received. Billed as the tallest, brightest illuminated sign west 

of Chicago, it is the Northwestern Bank’s “weatherball” sign, constructed by 

Federal Enterprises of Chicago. The structure reaches 367’ above street level, with 

the letters “N” and “W” each 30’ tall, and the “weatherball,” which changes 
color to indicate the weather outlook, is 10’ in diameter. 


Detroit is Scene 
of 54th Annual 
Outdoor Meeting 


Detrroit—The Outdoor Advertis- 
ing Association of America will 
gather at the Book-Cadillac Hotel 
here Nov. 29-Dec. 1 for its 54th 
national convention. 

A highlight of the meeting will 
be the national sales session and 
luncheon to be held Dec. 1, presid- 
ed over by Kerwin H. Fulton, pres- 
ident of Outdoor Advertising Inc., 
which acts as the national sales 
arm of the outdoor industry. Sec- 
retary of Commerce Charles Saw- 
yer will be the featured speaker 
at this session. 

C. D. Blessed, president, Walker 
& Co., Detroit, is general chair- 
man of the convention, which is 
expected to attract representatives 
of national advertising and adver- 
tising agencies, as well as outdoor 
plant owners from all over the 
country. 


@ There will be numerous OAAA 
committee meetings and confer- 
ences on Monday, Nov. 28 and 
Tuesday, Nov. 29, before the con- 
vention gets up full steam Tues- 
day evening with an operations 
forum, presided over by W. Blair 
Foster, Foster & Kleiser Co. 

The forum will be presented in 
six interrelated parts, the first 
three of which are colored slide 
film presentations on “Advertis- 
ing and the American Way of 
Life”; “How Good Is Outdoor Ad- 
vertising?”; and “Where and How 
of Outdoor Advertising,” a pic- 
torial presentation on effectiveness 
of plant locations. 

John Paver, National Outdoor 
Advertising Bureau, will discuss 
service to the advertiser; Victor 
H. Pelz, Traffic Audit Bureau, will 
describe the work and plans of his 
organization; and there will be an 


open forum on the OAAA “stand- 


ard panel” designed by Raymond 
Loewy. 


s The official opening session of 
the conference will be held 
Wednesday morning, Nov. 30, when 
OAAA President Myles Standish 
will preside at a session at which 
reports of officers and department 
heads will be considered. 

Wednesday afternoon will be de- 
voted to public policy, with speak- 
ers including Dean J. E. McCarthy, 
director of the Outdoor Advertis- 
ing Foundation, University of 
Notre Dame; Theodore J. Kauer, 
director, Ohio Department of High- 
ways; Russell W. McCain, mem- 
ber, Maryland State Roads Com- 
mission; Col. Max Denton, director, 
division of outdoor advertising, 
State Roads Department of Flor- 
ida; and Mrs. George Jacqua, vice- 
president, National Safety Coun- 
cil. 

The session will close with a 
slide film, “A Cross Section of 
Outdoor Advertising in the Traffic 
Safety Movement.” 


a The evening will be given over 
to a painted display session, pre- 
sided over by Clark Hammond, 
General Outdoor Advertising Co. 
Speakers will include F. W. Tetz- 
laff, Rohm & Haas Co., Philadel- 
phia; R. J. Haxon, Scotchlite Di- 
vision, Minnesota Mining & Mfg. 
Co., St. Paul; J. C. Heath, Lawter 
Chemicals Inc., Chicago; E. J. 
Schulenberg, Time-O-Matic Co.; 
J. P. Gormley, Outdoor Advertis- 
ing Inc., Detroit; Henry Posner, 
Pittsburgh Outdoor Advertising 
Co.; W. Glenn Hicks, Post Sign 
Co., Knoxville; and W. J. Hueston, 
Central Advertising Co., Jackson, 
Mich. 

Thursday morning Frank Duni- 
gan, chairman of the business de- 
velopment committee, will preside 
at a business development session 
at which speakers will include N. 
M. McCready, Foster & Kleiser Co.; 
W. R. Hoskins, Walker & Co.; R. 
F. Cochrane, John Donnelly & 
Sons; Kerwin H. Fulton, Outdoor 
Advertising Inc.; G. E. Wendle, 
United Advertising Corp.; Carl 


COCA-COLA SWEEPSTAKES—All three awards in this year’s advertising art compe- 

tition were taken by Coca-Cola in the soft drinks classification, with D’Arcy Ad- 

vertising Co. as agency. First prize, at top, and second prize, in the center, were 

both executed by artist Haddon H. Sundblom, with Wilbur Smart as art director 

for all three. Forbes Litho Mfg. Co. produced the first winner, Edwards & Deutsch 

Litho Co. the second. Gil Elvgren was the artist on the third prize winner, at bottom, 
which was also lithographed by Forbes. 
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 Globe-D emocrat ‘ 


The Globe 


SayS SO... 


‘Do not cross Tracks between Cars 


BEST LOCAL ADS—Adjudged the best local posters in the 17th annual outdoor ad- 
vertising art competition were these. At top, first prize, to Crescent Mfg. Co., through 


Honig-Cooper Co.; Morris Dearle, artist; Gerald Martin, art director; silk screened 

by Foster & Kleiser Co. Center, second prize, to St. Louis Globe-Democrat, through 

D’Arcy Advertising Co.; Harold McCouley, artist; Ray Baver, art director; Wolff 

Printing Co., lithographer. Bottom, third prize, to Republic Steel Corp.; Robt. B. 

Thornton, artist and art director; hand painted poster by General Outdoor Ad- 
vertising Co. 


Henke, General Outdoor Advertis- 
ing Co.; and H. J. Fitzgerald, 
Cream City Outdoor Advertising 
Co. 

One unusual feature of the con- 
vention will be a special exhibition 
of 1949 outdoor advertising art, 


under the direction of Mark F 
Seelen, general art director of Out 
door Advertising Inc. Art instruc 
tors and students of private an 
public schools in Detroit, as we! 
as the general public, have bee: 
invited to view this exhibit. 
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We are the Originators of the “BLACK LIGHT” 
Method as Applied to Painted Outdoor Bulletins 


WE KNOW HOW! Years of research and study, plus actual experience 
gained in developing and producing America’s first “Black Light” painted 
outdoor bulletins have given us leadership in this field. We will be pleased 
to work with you in the development of “Black Light’ and other special 


effects in your outdoor program. NATION-WIDE SERVICE 


Write, Phone or Wire for outstanding 
availabilities in the Chicago area. 


Triangle Sign Co.=) 


448 NORTH ORLEANS STREET, CHICAGO 10, ILL. 
Phone SUperior 7-3502 


*LUVA-LITE 

(Trade Mark) 

Fluorescent point is used exclusively 
by Triangle Sign Company. 
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Heres what We cover. 


GOA covers over 1400 leading cities and towns...55 of the nation’s top markets. 


This includes the first 3 markets, New York, Chicago and Philadelphia... 
37 markets, 100,000 and over...22 markets, 50,000 to 100,000. 


Total coverage ...36 million consumers who spend over 36 billion 
dollars every year! 


OUTDOOR OFFERS YOU MORE MESSAGES FOR YOUR ADVERTISING DOLLAR THAN ANY OTHER MEDIUM. 


INC ORPORATEDO 


General Outdoor Advertising Co. 


Ask for GOA rates and schedules for poster coverage in over 1400 cities and towns. 


515 South Loomis Street, Chicago 7, Illinois 
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These are some ot the unique features that make GOA such an effective 


medium for advertisers ... local, regional or national. 


Colorful ... dramatic. Posters 


compel attention everywhere. 


Brief messages build sales faster. 


People read every word . . . remember 


till they buy. 


...and repetition. Outdoor is on the 


CONTINUITY job 24 hours a day, 7 days a week, 


month after month after month! 


Posters are placed near retail outlets. 


They remind buyers at the critical 


moment ,.. just before he buys, 
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Circulations Up, 
Traffic Audit 
Checks Indicate 


Showings in 25 Cities 
Gain 18% Over Prewar, 
Bureau’s Reports Show 


New YorkK—With the first year 
of active auditing since the war 
more than half over, the Traffic 
Audit Bureau has measured the 
effective circulation of poster 
showings in 25 cities and has tab- 
ulated results that show an in- 
prease of 18.3% over prewar cir- 
pulation figures in those cities. 

Audits completed in the selected 
25 cities, having a combined total 
estimated population of 5,624,000, 
have been made under TAB’s re- 
pived program for authenticating 


the circulation of outdoor adver- 
tising. 

The cities covered include: 

Pittsburgh, Minneapolis and St. 
Paul, Atlanta, New Orleans, Mem- 
phis, Nashville, Richmond, Hart- 
ford, Wichita, Cedar Rapids, Al- 
lentown, Bethleham, Easton, Read- 
ing, McKeesport, Altoona, New 
Kensington, and Tarentum, Pa., 
Phillipsburg, N. J., and Weirton, 
W. Va. In Canada Hamilton, Ot- 
tawa, Sherbrooke and Three Riv- 
ers also have been audited. 


# Plant operators in cities having 
a total population exceeding 30,- 
000,000 have applied for circula- 
tion audits, which, according to 
TAB, will be completed as rapidly 
as possible. These cities include 
many of the major markets of this 
country and Canada. 

TAB reports that in spite of 
construction and maintenance dif- 
ficulties caused by extensive build- 
ing activities, the total number of 
panels in the 25 cities audited has 
increased 25.3%. Allotments for 


the No. 100 showing in these mar- 
kets are the same in total as be- 
fore the war. The proportion of il- 
luminated panels has increased 
from 31% of all panels to 41%. 

The bureau reported that the 
average space position value of 
plants in the audited cities has 
gone up from 8.3 to 8.4 on a scale 
with a maximum value of 10, in 
spite of a rapid turnover in panel 
locations during recent years. 
Space position value is a measure 
of the efficiency with which panels 
in these plants make use of their 
total effective circulation in terms 
of the relative visibility of the 
panels. 


@ TAB dates from the middle of 
the depression, having been 
launched in 1933. Prior work on 
research for traffic audit prob- 
lems had been done by repre- 
sentatives of the Associatoin of Na- 
tional Advertisers, the American 
Association of Advertising Agen- 
cies, and the Outdoor Advertising 
Association of America. The three 
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POSTERS 


THOMSON 


Help! 


ADVERTISING MANAGERS 
PRODUCTION MEN...... 
ACCOUNT EXECUTIVES... 


with Poster Production Problems 
..». just ask THOMSON SYMON 


sd Silk Screen « « « » 493 different silk screen 


designs produced by Thomson Symon since Jan. 1. 


e Letter Plastic » « « 311 different silk screen 


designs produced by Thomson Symon since Jan. 1. 


ad Photo Plastic . « « 137 different silk screen 


designs produced by Thomson Symon since Jan. 1. 


a Crayon ee « © «© « « 138 different silk screen 


designs produced by Thomson Symon since Jan. 1. 


s Day Glo ee eee « 72 different silk screen 


designs produced by Thomson Symon since Jan. 1. 


nA YS Ey 


Fos a same day solution to your poster production problem 

. . just phone, write or wire Thomson Symon at Terre Haute, 
Ind. . . or Phone Thomson Symon (see your phone directory.) 
NEW YORK ¢ LOS ANGELES ¢ ATLANTA e ST. LOUIS 
CHICAGO © PHILADELPHIA © BUFFALO © CLEVELAND 


DISPLAYS 


SYMON CO. 


A N A 


associations sponsored traffic and 
trade studies by the Bureau for 
Street Traffic Research of Harvard 
University. 

The Outdoor Advertising Asso- 
ciation and the Poster Advertising 
Association of Canada voted for 
compulsory auditing to make their 
membership subject to a 100% 
tabulation in 1940, but the rule 
was later set aside and all TAB 
auditing has been on a voluntary 
basis since then. 

TAB is governed by a board of 
30 directors, elected as follows: 
six from associations, normally 
the chief executive officer of the 
association (OAAA, ANA, Four 
A’s, PAAC, Association of Can- 
adian Advertisers, and Association 
of Canadian Advertising Agen- 
cies), eight from plant operators 
(six named by OAAA, two elected 
from outside OAAA by the board), 
eight from advertisers (seven from 
ANA, one from outside), eight 
from advertising agencies (seven 
from Four A’s members, one from 
outside). 


ws Vergil D. Reed, associate di- 
rector of research, J. Walter 
Thompson Co., is president of 
TAB; Robert M. Gray, Esso Stand- 
ard Oil Co., is vice-president; and 
Kerwin Fulton, Outdoor Advertis- 
ing Inc., is secretary-treasurer. 
Victor H. Pelz, who joined Traf- 
fic Audit Bureau in June, 1945, is 
managing director of the organi- 
zation. Previously, he was man- 
ager of sales research for General 
Foods Sales Co. for many years. 


Three-Dimension 
Indoor Displays 
Now a Network’ 


RR Terminal Units Now 
Available in 8 Cities 
and in N. Y. Subways 


New YorK—Charles H. Mc- 
Arthur, who in ten years has built 
a million-dollar business from il- 
luminated spectaculars in railroad 
terminals and subway stations, is 
eyeing new fields. 

His three-dimensional displays 
are being tested in LaGuardia Air 
Terminal and in airports and other 
points in Cuba. Londoners will get 
a taste of this form of advertis- 
ing soon, too: McArthur displays 
are enroute to the English city for 
experimental installation in sub- 
ways. 

Mr. McArthur has never slack- 
ened his pace since he talked rail- 
road terminals into releasing wall 
space to him for advertising post- 
ers in 1933. His constant efforts to 
improve the service resulted in 
the development of the eye-catch- 
ing, three-dimensional spectaculars 
in sample form by 1939. 


ws Launching of the new medium, 


LIPTON TEA” 


FAVORITE ta? 


AMERIONS 


SIMPLICITY—This is a must in the three- 

dimensional spectaculars which adorn the 

walls of railroad terminals in eight cities 
throughout the United States. 


postponed by World War II, did 
not come until 1945 when the first 
of the now familiar terminal dis- 
plays went up in Grand Central 
Station. Coca-Cola Co. and Champ- 
ion Spark Plug Co. were the pio- 
neer advertisers. 

Branching out from New York, 
McArthur Advertising Corp. pro- 
ceeded to move into terminals in 
Washington, Detroit, Cleveland, 
Cincinnati, St. Louis, San Fran- 
cisco and Chicago. Cleveland, Cin- 
cinnati and Chicago are the most 
recent additions to the list. In the 
last city three terminals are cov- 
ered. 

Of the 16 current advertisers, 
four—Westinghouse Electric Corp., 
Life Savers Corp., Champion Spark 
Plug Co. and Alleghany Ludlum 
Steel Corp.—are using all avail- 
able cities. The remaining com- 
panies have displays in two, three 
and five cities. 


e Among the other advertisers 
whose products adorn the terminal 
walls are Coca-Cola Co., Sinclair 
Refining Co., U. S. Rubber Co., 
Thomas J. Lipton Inc., Gillette 
Safety Razor Co., Kaiser-Frazer 


-|Co. and National Distillers Pro- 


ducts Corp. 

Mr. McArthur reports that stud- 
ies made by the railroads indicate 
many travelers feel the displays 
actually improve the appearance 
of the terminals. 

The “McArthur network” covers 
terminals which service 30 main 
truck line railroads, he points out. 
The yearly traffic totals 777,012 
trains and 428,994,556 passengers. 
Some 860,209 individuals walk 
through the terminals every day. 


w “The average cost to the adver- 
tiser to buy all this (one sign in 
each of the eight city terminals) 
is $100,000 a year—or slightly un- 
der 25¢ per thousand,” he said. 

A position on the main concourse 
in Grand Central costs an adver- 
tiser about $20,000 a year. This fig- 
ure includes design, production anc 
service charges. For this, the dis- 
play executive comments, his ac 
may be seen by “five times a 


many people daily as attended the 


World’s Fair.” 

Companies generally buy ter 
minal space on a yearly basis an 
change their displays twice an- 
nually. Mr. McArthur feels th 
traveling public probably wou! 
prefer more frequent changes, b\ 
advertisers stick to the six month 


TOPEKA, KANSAS 


A BOOMING MARKET 
FOR OUTDOOR ADVERTISERS 


Retail sales jumped over 300% 
Manufacturing payrolls doubled 
® $100,000,000 Bank Deposits 


) landeene Adv. (0. 


OUTDOOR 
515 NO. KANSAS AVE. - 


1940... 77,749 
1949... 105,017 


ADVERTISING 
TOPEKA, KAN. 
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running time. 

Their reasons may well be fi- 
nancial. Carefully designed and 
constructed in McArthur’s studios, 
the 9’x7%’x18” spectaculars cost 
from $2,000 to $4,000. When full 
figures are used, sculpturing 
charges alone are sizable. 

“Although we employ movement 
in our displays, it is never the 
principal point of interest,” Mr. 
McArthur, who personally ap- 
proves all the signs and is still his 


REALISM—Finest artistic talent available 

goes into the making of illuminated ter- 

minal displays. This train is a Walt 
Disney creation. 


own best idea man, said. “We feel 
there is a great danger in having 
too much animation. It captures 
the attention, but sometimes at 
the expense of product and name 
identification—which is what we 
want to deliver.” 

Early in 1948 McArthur Adver- 
tising made an agreement with the 
Board of Transportation Corp. for 
the installation of lighted signs in 
six main New York subway sta- 
tions: At that time it was estimated 
that the city, paid on the basis of 
40% of the gross sales of space, 
would benefit to the tune of $300,- 
000 a year. 


ws Today colorful displays for 12 
different products brighten the un- 
derground stations. The signs are 
placed between the tracks at eye 
level and so dispersed as to give 
each advertiser full circulation 
during the rush hour. Each ad- 
vertiser’s exhibit is posted twice 
on both sides of the platform. 
Charges (including design, pro- 
duction and service) for this kind 
of play in all six stations are $48,- 
960 annually. Space is sold on a 
minimum of six months’ showings. 

Among the subway clients are 
Life Savers, National Distillers, 


IMPACT—in all McArthur terminal cities, 
Life Savers seem ready to roll right out 
of this spectacular. 


Blatz Brewing Co., Swift & Co., 
Cluett, Peabody & Co. and Bacardi 
Imports. 

A survey made for McArthur 
Corp. by Daniel Starch & Staff 
showed that advertisers are get- 
ting “concentrated observations” 
(people who actually stop and 
then look) from 677 people for 
every dollar spent in the subways. 
_ Although these three-dimen- 
sional displays are strictly an “in- 
door” proposition, they have been 
put in the “outdoor” classification 
by agencies which generally as- 
sign them to the jurisdiction of 
the outdoor department. 

“We have taken posters and put 
hem indoors where we can show 
lisplays under controlled condi- 
ions,” Mr. McArthur said. “We 
‘now what kind of weather and 
ighting to expect. We even can 
romise a select audience of the 
raveling public, with its higher 
han average buying power.” 
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Where We Stand 


AT OUR FIRST CENTURY OF GROWING 


J ohn Donnelly & Sons, owned and managed by the descendants 
of the original founder, is completing its first hundred years in the 


Outdoor Advertising business. 


At so solid a milestone, where does John Donnelly & Sons stand 
on today’s questions of the industry? How does it relate to the national 
picture its fundamental and guiding policy: To provide Outdoor Adver- 


tising in a manner that will serve the best interests of the advertiser and 


the community? 
Here, for the record, is where we stand: 


We believe in Outdoor Advertising. 


We believe that Outdoor Advertising is a highly efficient and 
vital sales stimulant and an instrument of social usefulness; 
that because it is a conspicuous and prominent medium it must 
pursue forward-looking policies growing from a deep sense of 


»~ Am 4 


public responsibility. 


» We believe in striving for those skills and ideals that will 
guarantee each advertiser the finest outdoor advertising service 
possible. 

* We believe in working for a more efficient and economical use 


of outdoor advertising locally and nationally. We believe in 
advancing with energy and sincerity a greater public under- 
standing and acceptance. 


* We believe in opposing — and we shall continue to oppose — 
those policies and practices which we honestly feel are detri- 
mental to this industry’s continuing progress. 


With this expression, on the eve of our 100th Anniversary, we warmly 


salute our associates in Outdoor Advertising. 


: Donnelly Adv. 


Since 1850 


Reaching People Outdoors in Key Eastern Market Areas 
BOSTON- BALTIMORE - NORFOLK - SCRANTON 


WORCESTER + PORTLAND + NASHUA + BURLINGTON - NEW LONDON + NEWPORT NEWS + PORTSMOUTH 
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* The Journal-American, for the first ¥months of 
1949, published more total advertising linage 
than any other New York evening newspaper. 


* *k The Journal-American, New York’s largest 


home-going newspaper, reaches an audience 
of 700,000 familiesevery day...virtually twice 
the circulation of the second evening paper. 
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.. . and the first time in a 
quarter century that a New York evening 
newspaper can make this statement. 


PEOPLE 7S 


| HEARST NEWSPAPER 
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‘How Kleenex Bought a 


Times Sq. Spectacular 


Adman Reviews Steps 
Which Put Little Lulu 
In Lights on Broadway 


Cuicaco—Just how does one go 
about buying a spectacular, and 
what happens in the process? 

Since the purchase of an adver- 


* tising spectacular is a sort of once- 


in-a-lifetime performance for 
most advertising men, ADVERTISING 
AGE thought it would be interest- 
ing to trace such a purchase from 
inception to completion. 

The logical person with whom 
to retrace a spectacular-buying ex- 
perience seemed to be Larry Mey- 
er, advertising manager of Inter- 
national Cellucotton Products Co., 
whose initial experience in the 
purchase of advertising spectacu- 
lars culminated just a month ago 
in the lighting of Times Square’s 
newest sign—a Kleenex spectacu- 
lar featuring Little Lulu. 


“How did we happen to buy a 
spectacular?” Larry said. “Happen 
is a good word. It all started in- 
nocently enough, just about a year 
ago, when Bob Koretz (Foote, Cone 
& Belding vice-president who han- 
dles the International Cellucotton 
account) and I were discussing 
next year’s advertising. 

“T asked him if he had anything 
special in mind that we weren’t 
doing, and somewhat mysteriously, 
he said he had something in his of- 
fice that he thought was a honey, 
which he’d like to show me some 
time. 

“When I pressed him for details, 
he was reluctant to talk; he said 
he wanted me to see it first. But 
finally he said it was an idea for 
a spectacular. My reaction was 
automatic and concise. I said: ‘Oh, 
my God!’” 


s Actually, it was almost a month 
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later before Mr. Meyer made the 
trip to Mr. Koretz’ office to look 
at the idea for a spectacular, which 
had not sounded too feasible to 
him when he first heard it. 

What he saw was a little card- 
board mockup, which could be 
manipulated by hand to show Lit- 
tle Lulu plucking sheet after sheet 
of Kleenex out of the box. It had 
been developed by Winifred Sny- 
der, who writes much of the Kleen- 
ex and Kotex copy, and who is— 
to quote Larry Meyer—‘a nut on 
Little Lulu.” ; 

Miss Snyder’s little model was 
cannily designed to emphasize the 
one exclusive feature of Kleenex— 
the patented wrap and package 
whereby a fresh sheet of tissue 
pops up ready for use whenever 
one is plucked from the box. 


es Mr. Meyer was impressed, but 
still a bit dubious. Nevertheless, 
he allowed Miss Snyder and Mr. 
Koretz and John Lechner, FC&B 
vice-president in charge of out- 
door, to pursue the matter further 
to the extent of exploring the avail- 
ability of sites. 

If there was going to be a first 
Kleenex spectacular, Mr. Meyer 
and his agency quickly decided, it 
should be in Times Square. He re- 
calls that in their rather vague 
discussions of the possibilities, 
“we asked ‘What do people pay for 
spectaculars in Times Square?’ and 
the answer was $5,000 to $10,000 a 
month—or more—depending on the 
size of sign, animation, position, 
etc.” 

Shortly afterward, FC&B re- 
ported that the only space avail- 
able in Times Square was on the 
west side of Broadway (which is 
not considered as good as the east 
side for spectaculars). So, when 
top officials of International Cel- 
lucotton asked Mr. Meyer what the 
advertising department had up its 
sleeve for the coming months, Mr. 
Meyer trotted out Miss Snyder’s 
model and the data on the site 
which was available. 


ws The reaction was interesting. In 
general, the consensus was that the 
idea of a Times Square spectacular 
was a good one, and that the sub- 
ject ought to be explored carefully 
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ADVERTISING 


LITTLE LULU PERFORMS—International Cellucotton Products Co. lighted this new 
Kleenex spectacular at Broadway and 43rd St., New York, Oct. 20. Constructed by 
Artcraft Strauss Sign Corp., the big sign features a 35’ high figure of Little Lulu, 
who pulls a tissue from a 64’ wide Kleenex box. Foote, Cone & Belding is the agency. 


at some indefinite time in the fu- 
ture. 

What really put a Kleenex spec- 
tacular on Broadway was a sort of 
accident. FC&B handles RKO ad- 
vertising, and one day Mr. Lech- 
ner reported that the space atop 
the two-story “tax payer” at the 
northeast corner of 43rd St. and 
Broadway was available; RKO had 
been using it for its mammoth 
“Joan of Arc” sign and was going 
to give it up. 

Was Kleenex still interested? he 
wanted to know. If so, Artcraft- 
Strauss, which had built the basic 
structure carrying the sign, was 
willing to give it to them, rather 
than go to the expense of tearing it 
down. 


= Back into conference with 
Kleenex’s big brass went Mr. Mey- 
er. They said, “Why not?” So 
Kleenex was about to buy its first 
spectacular. 

The nicest thing about the de- 
cision to step into the advertising 
“big league” was that an additional 
appropriation was made available 
for the sign. No existing media 
were cut, and the company’s 
regular outdoor schedule, in which 
a half showing is currently used in 
the six “cold” months—from Octo- 
ber through March—was continued 
without a break, on some 2,800 


poster panels in 215 markets. 

Actual building and construction 
of the sign was not as arduous or 
as difficult a task as Mr. Meyer 
and some of his associates had 
feared. 

The space available was 100’ 
long on Broadway and 80’ high, 
plus an 80x80’ section which 
angles off on 43rd St., giving the 
sign two faces. This made it neces- 
sary immediately to eliminate Miss 
Snyder’s original design, which had 
been conceived for a flat surface, 
from consideration. But her basic 
idea of showing the pull-out fea- 
ture of the Kleenex package, with 
Little Lulu doing the pulling, was 
always accepted as the central 
theme of the display. 


s Artcraft-Strauss and the agency 
went to work. Starting with a pho- 
tostat of the Kleenex box superim- 
posed on a jumbo photograph of 
Times Square, followed by a series 
of blacklite sketches from which 
various types of mechanical actions 
were worked out, designs were 
suggested, changed, corrected, re- 
vised. Finally, something which 
came near suiting everyone 
emerged. 

But Mr. Meyer was not satisfied 
until the sign builder agreed to 
build a working model, complete 
in every detail, so that no element 
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of the finished product would have 
to be left to the imagination. In- 
ternational Cellucotton agreed to 
yay half the cost of the working 
model, up to a fixed maximum. 

A one-eighth scale model—10’ 
high—was set up in Artcraft’s shop. 
It had every element of color, de- 
sign and motion in it, and served 
as a working laboratory from 
which changes were made, and 
from which the sign itself was pro- 
juced. There is nothing “imitation” 
ibout it; in fact, it still reposes in 
he shop, while International Cel- 
ucotton is looking for a location 
where it might be used. If such a 
ocation is found, the sign will be 
moved to it and operated as Kleen- 
ex’s second spectacular. 


z So on Thursday night, Oct. 20 
—almost a year after the idea of 
a spectacular was first advanced— 
International Cellucotton Products 
Co. unveiled its new spectacular 
for Kleenex tissues. 

Mrs. Marjorie Buell, creator of 
Little Lulu, the Kleenex champion, 
threw the switch that set off the 
colorful display. Others on hand 
included Al Doane and Irving Nu- 
rick, artists and illustrators; Mr. 
Meyer, and Messrs. Koretz, Lech- 
ner and David W. Lockwood, FC&B 
art director and vice-president. 

The sign is one of the largest 
ever to be erected along the “Great 
White Way.” It requires more than 
24,000 lamps, 15,000 feet of neon 
tubing, and well over a million 
feet of wire. It incorporates a 35’ 
high sculptured figure of Little 
Lulu. 

On the Broadway side, Lulu 
pulls a tissue from a huge Kleen- 
ex box, measuring 27’ high and 64’ 
wide. On the 43rd St. side, Lulu 
offers Kleenex to her friend Tubby 
as the latter, in animation, literally 
blows his head off—Kleenex is 
that strong! 
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sign weren’t that strong, and Tub- 
by’s head caused one of the major 
crises in the erection of the sign. 

A series of complicated and del- 
icate weights, levers and cams was 
built to take care of the unusual 
gymnastic exercises which Tubby 
was to go through with startling 
regularity. They worked fine, un- 
til the night before the sign was to 
be turned on. 

Then Tubby’s head was painted, 
and the weight of the paint threw 
the balance off, so that it all had 
to be readjusted and reset. Fur- 
thermore, Tubby’s head was pop- 
ping up with such vigor that it 
promised to play havoc with the 
top of the sign, against which it 
was banging, so the town had to 
be scoured for special springs to 
act as a shock absorber. 


ws The only other serious “crisis” 
developed when Larry Meyer dis- 
covered that one of the “trademark 
registered” asterisks so dear to all 
legal hearts was missing, and was 
obliged to climb a ladder to dem- 
onstrate exactly where it should 
be placed. 

But these crises were overcome, 
and now Kleenex has a Times 
Square spectacular tied up on a 
five-year basis, subject to the usual 
escape clauses, and at a price 
“within that $5,000-$10,000 a 
month” range. 

Present plans call for changes 
in the operation of the sign twice 
a year, which is rather unusual, 
since most spectaculars remain as 
built for a period of three to five 
years. 


ws Out of his experience over the 
past year, Mr. Meyer has devel- 
oped some particular ideas about 
the purchase of spectaculars. 
First and foremost, he says, he 
wouldn’t like to try to buy a spec- 
tacular in a particular spot for a 
particular time. “The way to buy 


s But the structural details of the|a spectacular,” he says, “is to buy 


it when the right location is avail- 
able—when THE right buy comes 
along.” 

“You just can’t schedule a spec- 
tacular as you would any other 
kind of advertising,” he says. “It’s 
such an individual thing, and there 
are so few spots in which to put it, 
that it’s almost impossible to start 
out by saying you want a sign in 
such-and-such a spot at such-and- 
such a time. 

“In our case, of course, the prob- 
lem was perhaps easier—and at the 
same time harder—than it might 
be for others. We knew that we 
were interested in only one loca- 
tion, Times Square, and it became 
a matter of getting the spot we 
wanted there. 


a “Incidentally, we ought to make 
it clear that this Times Square 
spectacular is national advertising, 
not local advertising, as far as we 
are concerned. We don’t expect it 
to boost sales of Kleenex in the 


stores in and around Times Square, | 
| when this practice has not resulted 


or even in New York. We expect 
it to have an impact on people 
from all over the country, and 
naturally we hope to get some ex- 
tra benefits from plus promotions, 
like having the sign show up in 
newspaper photographs, newsreel 
shots, motion pictures, etc. 

“But I can tell you one thing. 
Our sales force thinks it’s swell, 
and every salesman who has seen 
it has been given a lift. We think 
that’s mighty important, too.” 

The idea of having the spectacu- 
lar produced first in a working 
model is one which Mr. Meyer 
heartily recommends. It is routine 
operation with his company’s out- 
door advertising. 


wm “Whenever we decide on a new 
board for posting,’ he explains, 
“we always have it hand painted 
on a board down the street here 
before we send the artwork to the 
lithographer. 


“There has hardly been a time 


in finding some element of letter- 
ing too weak or too strong, or the 
wrong slant to the package, or the 
colors slightly off, or something 
like that. There just doesn’t seem 
to be any really effective way to 
check details like this without 
looking at them full size, and in 
the surroundings in which they 
will ultimately appear.” 


a International Cellucotton Pro- 
ducts Co. is a comparatively new 
user of outdoor advertising, having 
entered the medium for the first 
time only three years ago. But it 
is already an enthusiastic and con- 
sistent outdoor advertiser; and be- 
lieves its entry into the spectacular 
field will make it even more so. 

On behalf of Kleenex, it is a six- 
month user of posters in more than 
200 markets from coast to coast, 
and its Canadian company is plan- 
ning to enter the medium for the 


Pie Pag ae 


POMEL Roe a nga 


ee ea i 


OE LE FE RD 


Oe a oe a 


Se MED MAIO OM ORI SP, hag 4S Reg 


Available Now 
24-SHEET POSTER SHOWING 


* With Chasedge Three Dimensional Frame 


METROPOLITAN CHICAGO 


{ 40 LOCATIONS 
80 LOCATIONS 


rates 
1160 LOCATIONS 


CHASEDGE, INC., 4338 N. KEDZIE, CHICAGO 8, ILL. 


ao 


ee tl 


$ 900.00 PER MONTH 
$1800.00 PER MONTH 
$3600.00 PER MONTH 


IRVING 8-7050 - 7250 


2) ae apm 


d 


First prize soft drink classification 1949, Outdoor Poster Show. Agency: D'Arcy Advertising Company. Artist: Haddon Sundblom. 
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artists should fit your appropriation. 
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first time shortly. 

The company is fortunate in that 
the peak selling season for Kleen- 
ex—the season when colds are 
most prevalent—does not coincide 
with the normal outdoor advertis- 
ing peak. As a result, it believes 
it has less difficulty getting a break 
on locations for its posters than it 
might have if it wanted its dis- 
plays on the boards from April 
through September, rather than 


‘from October through March, 


which is the period it is buying 
now. 


' Goldman-Walter Revamped 


Jack Goldman has been elected 
president and Ralph Kanna vice- 
president of the Goldman-Walter 
Advertising Agency, Albany. The 
name of the agency has been 
changed to Goldman, Walter & 
Kanna. 


Financial PR Group to Meet 


The Financial Public Relations 
Association will hold its midyear 
meeting at the Hotel Statler, Buf- 


falo, Feb. 18-22. 


BBDO Pretests 


Outdoor Posters 
on New Gadget 


Rotating Set Simulates 
Outside Viewing, Reveals 
Visibility Factors 


New York—An ingenious indoor 
device for pretesting outdoor ad- 
vertising, developed by the re- 
search department of Batten, Bar- 
ton, Durstine & Osborn, enables 
the agency to evaluate posters bet- 
ter and to appraise more accurate- 
ly peoples’ reactions to artwork 
and copy. 

Richard G. Holbrook, the agen- 
cy’s copy research director, and in- 
ventor of the device, told AA that 
the machine has been used to pre- 
test several outdoor campaigns, 
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and that differences not apparent 
in the poster sketches have been 
discovered and corrected by means 
of the poster viewer. 

The device is electrically oper- 
ated and regulated so that posters 
swing into view and disappear as 
they appear to do when seen from 
a moving car. The machine shows 
a succession of four posters at the 
same proportionate distance and 
changing angles as one would see 
full 24-sheet displays while driv- 
ing on a highway at about 35 to 
40 mph. 


s BBDO recently tested four ex- 
perimental layout sketches for one 
of its clients, Mr. Holbrook said. 
“Half a dozen answers were 
wanted. Two basic ones were: Can 
each poster be read by a passing 
motorist? Which poster is liked 
best? 

“For this test,” Mr. Holbrook 
said, “we used what we call 
BBDO’s exclusive invention, the 
Rotary Set for Viewing Posters, or 
RSVP for short. Simply expressed, 
this is an electrically operated 
turntable with four vanes repre- 
senting latticed billboards. The 
layouts are mounted on these 
vanes. The turntable rotates clock- 
wise, exposing the posters in order. 

“Respondents are seated 20 feet 
from the 8x 18” sketches. This is 
proportionately the same as see- 
ing a full-size, 24-sheet poster a 
full city block away. As the turn- 
table operates, each poster swings 
into view with the same changing 
angles of viewing as when you 
drive past a poster location. The 
speed for rotation is set so that 
each poster is exposed the same 
length of time the average poster 
is in view from a car traveling a 
city block at about 35 mph. 


w “In the test just made, the 
sketches were shown to two sets 
of respondents: a BBDO group of 
married women, and an audience 
of women at a radio broadcast. 
The results were nearly identical. 
One poster got the highest score 
for ‘entire reading,’ and a second 
was ‘liked best.’ Users of the client’s 
product voted the same winners as 
did the non-users.” 

Asked how the turntable came 
to be developed, Mr. Holbrook ex- 
plained that it was the result of 
a lot of headaches, experiments, 
improvising and teamwork. 

“A couple of years ago,” he said, 
“TI felt something had to be done 
to test posters in the art depart- 
ment stage. Hal Schmeck, one of 


Good and fres 


advertising art competition (top) went to 


CRACKERS 


GOOD TO LOOK AT—First award in the food products classification of the outdoor 


General Foods Corp. through Young & 


Rubicam. Jack Welch, artist; Jack M. Anthony, art director; Spurgeon-Tucker Co., 
lithographer. Second award (center) to Armour & Co., through Foote, Cone & Beld- 
ing; artist, Lyman Simpson; art director, John B. Breunig; lithographer, Gugler. Third 
award (bottem) to Sunshine Biscuits, through Newell-Emmett Co.; artist, Charles 
Heinzerling; art director, Leslie Beaton; lithographer, Spurgeon-Tucker Co. 


our account executives, worked 
out a formula for judging the vis- 
ual effectiveness of 24-sheet post- 
ers based on the small size artist’s 
sketch. 


ws “While working on Black Horse 
ale outdoor poster showings we 
noticed that some sketches that had 
looked swell in the office showed 
weakness when made into 24- 
sheets and viewed from a distance 
outdoors. So we were faced with 
the problem of how to look at a 
small sketch indoors so as to judge 
its effectiveness as a 24-sheet post- 
er outdoors. 

“Hal Schmeck finally worked 
out a formula. Our sketches are 8” 
high by 18” long, which is the same 
proportion as a 24-sheet poster 
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without blanking. The height of a 
poster is 104”. A north-south city 
block in New York is about 264’. 
Dropping 4’ from the block length, 
and calling it an even 260’, Hal 
came up with the following formu- 
la: 
“Sketch is to poster as X is to city 
block. 
8: 104—X: 260 
104X—2080 
X—20 
“In other words, if you stand 
20’ away from an 8x 18” sketch 
you get the same visual effect that 
you would by looking at a 24-sheet 
poster from a block away. 


ws “We carried this a bit further 
and got from the National Outdoor 
Advertising Bureau a miniature 
24-sheet poster frame which sim- 
ulates the outdoor 24-sheet green 
frame even to the lattice work be- 
low the board proper. 

“By mounting our 8 x 18” sketch 
on a white bristol board, 10% x 
2334”, which is the size that fits 
this miniature frame, we got the 
effect of a 24-sheet poster wiih 
white blanking paper exactly as || 
appears on the boards outdoors. 

“We then showed this 1) t 
client, pacing off the 20’ interv 
after explaining the reason for d:- 
ing so. It was relatively easy thn 
to point out why it was necessa’y 
to use the style of lettering \-¢ 
wanted in order to give the pos’ ' 
proper carrying power outdoors. 


s “Thus,” Mr. Holbrook said, “\ 
learned that if all our pos! 
sketches were made in the 8x! 
proportion on 1034 x 2334” wh e 
mounting board, they could © 
shown to clients in the standea d 
NOAB miniature poster frar °, 
and, if viewed at a distance of: '. 
we would then have a mathem: - 
ically accurate answer to the qu - 
tion: ‘How will it look outdoors’ — 

The matter, however, was not > 
easily resolved. 

“We were then faced with ‘ - 
problem,” Mr. Holbrook explain: 
“of how to show our miniatu - 
posters so as to simulate the ¢ - 
fect of movement that a motor‘ 
experiences when he shoots pé* 


an outdoor display. We tried var! - 
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tions of the stereoscope using ko- 
dachromes. We tried water wheels 
and peep shows. But none of these 
was satisfactory. 


s “We worked out optimum speed 
tests based on studies which show 
that a poster is seen by a passing 
motorist, who is traveling at a rate 
of speed between 35 and 40 mph, 
for about 5 to 10 seconds. 

“My first model was a pretty 
crude, homemade appliance put 
together with odds and ends. I used 
part of an old Victrola, an elastic 
from my mother-in-law’s bloom- 


RSVP—Dick Holbrook, copy research di- 
rector of BBDO, checking points as they 
show up on the Rotary Set for Viewing 
Posters, which he and his staff developed 
for indoor pretesting of outdoor displays. 


ers, a spool from my wife’s sewing 
basket, and a piece of sawed off 
curtain rod. Crude as it was, we 
presented our poster viewer at 
BBDO’s annual convention in Feb- 
ruary, '47. 

“Now we use a Roto-Sho motor 
and Dick Pond, our display man- 
ager, made the turntable which 
we now use. 


a “We've used the machine suc- 
cessfully for various clients, nota- 
bly for Schaefer, Royal Crown 
Cola, General Mills, and Dupont. 
When we show poster sketches we 
either hand out questionnaires to 
those viewing the posters, and then 
retest their findings, or we make 
a pure recall test and ask the re- 
spondents to write out the main 
points that they remember after a 
single showing. 

“The turntable enables us to 
test and record flash impressions, 
to test color values, the power of 
illustrations and headlines or any 
combination of variations we want. 
A poster has to be dominant, sim- 
ple, and get its message over fast. 
This turntable helps us select that 
type of poster mor: effectively 
than any other method we’ve ever 
tried. 

“The turntable also has other 
uses,” Mr. Holbrook added. “We 
have used it to test competing 
package designs, and it has en- 
abled us te pick the winner quick- 
ly and accurately.” 


Commercials, Car Cards 
Prepared on Brand Names 


jrand Names Foundation has 
Prepared a series of 25 spot an- 
nuuncements for all radio spon- 
sors to tell the story behind brand 
nines and advertising to radio 
liseners. Titled “Telling Your 
S ory te Your Listeners,” the series 
hs been prepared in portfolio 
fom, with 1,200 copies to be dis- 
t\ outed by major networks. The 
f indation will release a book of 
' wv “spets” every three months. 

“he foundation also has pre- 
r red a new series of 12 car cards 
\ \ich are now appearing in space 
C itributed by the transit adver- 
‘ ng industry. More than 188,000 
° cards have been “requisitioned” 
©« 41 companies. - 


‘ quires O. K. Tool Co. 


‘he assets ef O. K. Tool Co., 
‘ slten, Cenn., mamufacturer of 
S gle peint and inserted blade 
' »e milling cutters, have been ac- 
red by Williams & Hussey Ma- 
ne Co., Wilton, N. H., manu- 
turer of special machinery and 
ir gages. O. K. Tool will operate 


( 
f 
S 
: a division of the parent com- 
ny. 


Poster Designs 
‘Bad as Ever, 


Shepard Opines 


‘They’re Signs,’ Wrigley 
Art Chief Says; Obvious 
Rules Are Often Ignored 


CuicaGo—Speaking generally— 
and earnestly—Otis Shepard be- 
lieves outdoor poster design is 
“just about as bad now as it ever 
has been.” 

There has been no improvement 
in posters, despite the obvious op- 
portunity to step up the impact 
of this medium, according to the 
veteran Wm. Wrigley Jr. Co. art 
director. “They’re signs, not post- 
ers,” he insists. 

With few notable exceptions, 
Mr. Shepard declares, the average 


| ‘diftere nt- 


delicious 


ATTENTION-GETTER—This is the latest in the series of many 24-sheet posters de- 

signed for Wm. Wrigley Jr. Co. by its art director, Otis Shepard, who calls it the 

“Red Hair” design. It combines some of the design factors Shepard would like to 
see more of in the medium. 


U. S. poster is conceived from an 
already-completed magazine ad- 
vertisement, “simplified a little 
and cropped a little.” Why? The 
average client has already paid 
for the magazine copy; he expects 
the public to grab the same mes- 
sage, in a hurry, from the poster. 


There’s no mystery about de- 
signing a good poster, Mr. Shepard 
points out; the rules are known, 
but not applied often enough. The 
eye can’t take in the average post- 
er, whereas a single look should do 
the trick—put over the idea, cre- 
ate a pleasing association and pre- 
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sent the product name with telling 
effect. 

Posters should be thought of in- 
dividually, he says, in symbols, 
form and composition. The main 
aim should be to control the eye 
and to tie in everything about the 
poster for that one look. 

Wrigley’s art chief can speak 
with a measure of authority, for he 
has won his share, and more, of 
outdoor advertising awards in na- 
tionwide competition. Modestly, he 
doesn’t cite Wrigley’s designs as 
proof of what can be done to make 
posters and car cards more ef- 
fective. 

Among national advertisers who 
have done a good job in the out- 
door medium, Mr. Shepard says, 
Coca-Cola is one of the few. The 
Coke posters get the message over 
with good color work, simplicity 
of copy, and a direct telling of the 
brief story. Ford’s posters are good 
in idea, too, but some of them 
“belong on the magazine page,” 
he remarks. 

Other leaders in use of the me- 


PRINTING INK SELLS GOODS — your goods. 


On billboards, on posters, on displays; 


in magazines, in newspapers, in sales 


literature, it’s the ink your prospect sees 


when he reads your advertising message. 


To use printing ink most effectively, 


ee SEARO Ree EO eee 


use color. Color attracts the reader, catches 


his eye. And with color, your package 


or your product can be reproduced as it 


really looks—as the customer sees it and 


remembers it. 


In your merchandising efforts, depend 


on printing ink— your best salesman. 
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dium include a number of smaller 
companies which operate on a re- 
gional or local basis, particularly 
on the West Coast, he says. That 
probably is due, in part at least, 
to the fact that the majority of il- 


| lustrators are headquartered on 
| the opposite coast. 


In his early days, the 55-year- 
old, Kansas-born artist served as 
art director of Foster & Kleiser 


» Co. in California, after studying 


at Mark Hopkins Institute in San 
Francisco. Later he moved to New 
York to handle free lance work on 


_ such national accounts as Chester- 


field, Chevrolet and Pontiac. He’s 
been art director of Wrigley since 
1932. 


s In a recent talk before the Art 
Directors Club of Chicago, Mr. 
Shepard said he believes the av- 
erage artist “needs a little of Dale 
Carnegie, needs to do a little pub- 
lic speaking,” because he spends 
most of his time behind his desk 
and is “pretty reticent.” 

It’s up to the art director to sell 
good design to the client, and it 
takes real selling, he pointed out, 
because the client usually is busy 
keeping up with other things than 


PLANT OWNER’S ASSOCIATED, INC. 
OPERATING 
POSTER PLANTS 
AT 
Poughkeepsie; N. Y. and 
Hudson, N. Y. 


art, and is reluctant to venture out 
with something new. 

Since most companies stick to 
the old stuff, Mr. Shepard said, 
most of the work is sterile and 
hackneyed. “There’s no new treat- 
ment, no new techniques. Creative 
design, brighter colors, etc., are 
lacking,” he maintained. 


s The art director usually is much 
further ahead than his client, and 
other executives in the agency, Mr. 
Shepard declared, because of his 
studies, his closer association with 
media, and his knowledge of what 
other companies are doing in his 
field. “The average art director 
is unhappy because he feels he 
could do better, and doesn’t,” he 
added. That’s where personal sales- 
manship comes in. 

The art director needs not only 
better public relations, but more 
contact with the client, he said. 
“Thinking in pictures,” he con- 
tinued, “he ought to get the story 
of what the client company is try- 
ing to accomplish, rather than 
have it interpreted for him in lit- 
eral form. If he isn’t in contact 
with the client, he doesn’t know 
which way to turn.” 

Advertising in general needs to 
be more progressive, more daring, 
Mr. Shepard believes, and “when 
that objective is fostered, people 
will get more fun out of it.” Some 
national magazines are daring in 
composition and makeup—but not 
in their ads—he pointed out. It’s 
the daringness that makes the 
reader buy the magazine, and “the 
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same principle will sell autos and 


A. A. ELLIOT beer.” 
PRESIDENT 
Bex 295 Westinghouse Names Payne 
ioaeen, 0. V. John E. Payne, manager of in- 
VICTOR C. BLAIR dustry sales at the East Pittsburgh 
GENERAL MANAGER plant of Westinghouse, has been 
Box 744 named manager of the central dis- 


trict, with headquarters in Pitts- 
burgh. He has been with the com- 
pany for almost 25 years. 


Poughkeepsie, N. Y. 
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}all metal construction, aluminum 
|or galvanized. Two tones of green 
| are used, 
molding and a deep green on the 


MISCELLANEOUS WINNERS—Posters adjudged best in the miscellaneous classifi- 

cation of this year’s advertising art competition. At top, first prize, to Armour & Co., 

through Foote, Cone & Belding; Charles Miller, artist; John B. Breunig, art direc- 

tor; lithographed by Gugler Lithographic Co. Center, second prize, to International 

Cellucotton Products Co., through FC&B; Wm. Williams, artist; David W. Lockwood, 

art director; lithographed by Gugler. Bottom, third prize, to International Cellu- 
cotton; artist, Marge; all other credits as above. 


Ad-ver-tis-er's 
Coverage Is 70%, 
Company Claims 


Small Poster Panels 
Sold in 43 States; 
Has National Accounts 


Ad-ver-tis-er imprint. Posters are 
printed in full color in oil, by a 
screen process, and the paper is 
posted with paste and brush. 

The Ad-ver-tis-er service as it 
exists today was organized in 1938 
after four years of experimentation 
with the panel and posters and 
their sale in northeastern Indiana 
and a few southern Michigan 
towns. The first franchise went to 
a Toledo, O., outdoor advertising 
company. 


# Major growth of the company 
has taken place since the end of 
the war, since the scarcity of ma- 
terials and manpower hampered 


Fort WaynE, INp.—Ad-ver-tis-er 
Inc., begun as a one-man sign shop 
in the depression years of the early 


progress of the service during the 
war years. 

Under the Ad-ver-tis-er sales 
plan, an advertiser may buy any 
number of panels, from one to l,- 
000 or more. They are not sold in 
showings, there are no illuminated 
panels, and there is no package 
plan. Every panel is an individua! 
unit, so the local advertiser can 
buy on a cut-and-fit basis to con- 
form with his ad budget. If he 
wants a single panel at the point of 
sale, he can have it. 

An advertiser buys a panel at a 
flat rental fee per month, and al! 
costs for ideas, sketches, artwork 
and the finished poster are in- 
cluded. Cost of a panel per month 
ranges from $§ to $12.50, depending 
upon the size of the market ser- 
viced. Recognized advertising 
agencies may charge commissions. 


@ All finished artwork and paper 
posters are produced in the art de- 
partment and plant at nationa! 
headquarters here. All-metal pan- 
els and other supplies, bought on a 
quantity basis, also are available 
here, but member plants are priv- 
ileged to construct their own pan- 
els and purchase their own sup- 
plies. The company here also pro- 
vides a considerable amount of 
sales promotional material to sup- 
plement locai sales efforts. 

The national office provides 
standard copy posters, ready for 
the advertiser’s imprint, for almost 
every type of local business. It also 
offers all types of standard il- 
lustrated copy, with space for the 
advertiser’s message and imprint. 
Most advertising, however, is so- 
called “special” copy, designed to 
meet the advertiser’s peculiar 
needs. 

The headquarters organization, 
during the past three years, has 
concentrated its efforts on an edu- 
cational program aimed at making 
the local business man more con- 
scious of his advertising problems, 
to prompt him to analyze those 
problems, and to encourage him to 
seek competent counsel in solving 
them. 


ws The company has condensed a 
series of four articles entitled 
“Let’s Know Our Business” into 
booklet form, and it is being given 
widespread distribution by mem- 
ber plants to accounts and pros- 
pects. The articles start with this 
challenge: “The average local bus- 
iness man knows less about ad- 


30s, estimates that it has achieved 
a 70% national coverage with its 
unique single-sheet poster panels. 

The panels are now sold and 
serviced by the parent company 
here and 165 franchised affiliated 
member plants in 43 states. These 
plants, operating autonomously but 
closely tied to the Fort Wayne 
company, offer advertisers a sin- 
gle sheet 4’x10’ poster on a panel 
5%’ x 12%’. 

The panels were originated and 
introduced by W. Frank Welch, 
head of the Frank Welch Co. and 
now also president of Ad-ver-tis- 
er Inc. They were designed orig- 
inally for the local business man, 
to give him flexibility in outdoor 
advertising not obtainable with 
painted displays, and to afford an 
opportunity to tie in outdoor ad- 
vertising with his other media and 
still stay within the limitations of 
a modest appropriation. 


ws The idea has spread to the point 
where it now serves not only thou- 
sands of local accounts, but an in- 
creasing number of national and 
nationwide cooperative accounts. 
The panels, of uniform construc- 
tion and color throughout the 
country, are made of wood with a 
solid sheet of galvanized metal 
forming the posting surface, or of 


a light green on the 


base, their white wings and the 


SMOOT ADVERTISING COMPANY 
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ITS LUCKY when you li 
o Next time - 
ca 
ne try the train Be 
a 
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de- 
nal SUPER PAINT—First award in the painted display classification of the outdoor ad- 
an - vertising art competition (top) went to the Santa Fe, through Leo Burnett Co.; artist, 
na Gus Kampf; art director, A. A. Dailey. Second award (center) to Lucky Lager Brewing 
ble Co., through McCann-Erickson; artist, Maurice Logan; art director, Francis Todhunter. 
‘iv- Third award (bottom) to Southern Pacific Co., through Foote, Cone & Belding; 
an- artist, Kay Larson; art director, Link Malmquist. 
4 rtising than he knows about ° . 
ro- ve 
oe any other phase of business.” Potential Reading 
up- The booklet hammers home a 
plea for an intelligent approach to, 
des and a practical view of, the ad- of Outdoor Seen 
for vertising program, regardless of 
ost the amount to ct poe ys ap- ’ ; 
proach was taken on e eory T d 
1 that if the local advertiser can be as remen ous 
the induced to give calm considera- : 
int. § tion = = er area Advertisers Fail to Hit 
he wi convinced that outdoor nie 
a posters will serve him excellently} Willing Readers Hard 
Nar as a supplemental medium to Enough, Says Brennan 
newspaper space and radio time. 
ion. New YorK—All the surveys of 
has Owen & Chappell Adds Two outdoor advertising up to now, re- 
du- Owen & Chappell, New York, |8@rdless of the particular technique 
ing has added Ernest D. Kosting and|employed, have shown that the 
on- Claude Hurd to its staff. Mr. Kost- | medium has a tremendous reader- 
ms, ing, formerly advertising manager | ship potential, according to John 
hae of Burlington Mills, will be an as-/E. Brennan, president of Poster 
1 to on copy + sang Ne ves Appraisal Service, Reseda, Cal. 
ing ‘urd, previous’y an art qirector| ‘But he says that far too few ad- 
with J. Walter Thompson Co., will ; ye 
be senior art director. vertisers are realizing any great 
part of it. In fact, research to date 
. indicates that the average user gets 
led ote Fe Seen Games but 60% of its potential. 
A Boston football fans will be able The situation calls for more re- 
'o see the last three Notre Dame| search on outdoor, Mr. Brennan 
oe games at the Pilgrim Theater. Du-| believes. whether done by regular 
7m - Mont Television Network, which Pty when ; : 
0S- feeds the sports event to 20 cities,|@search organizations or inde- 
his has announced that the theater wil] | pendently by advertisers. 
us- pick up the games from WNAC- “The most important question 
ad- TV, Boston. relating to the use of outdoor is 


4-SHT. POSTER PRINTINGS 


CUT 25% 


New method gives you greater flexibil- 


ity 


write, wire or phone for full det 


th 
day. Let us help you wi 
ye car cards, streamers, and displays 


— lower cost — easier posting — so 


ails to- 
all your poster 


what kind of copy must be dis- 
played to get the most out of the 
medium,” he says. Accordingly, his 
organization does not attempt to 
determine the over-all readership 
of the posters checked, but to dis- 
cover which posters are good, and 
which poor, and why. 


s Poster Appraisal Service now 
operates in Cincinnati, Dallas and 
Los Angeles. Two other cities will 
be added, one in New England and 
in the Midwest. With this 


spread of five cities, Mr. Brennan 
believes he will be able to check 
everything of importance displayed 
in the U.S. 

PAS made its first survey in 
New Haven, in October, 1947. The 
organization has now checked over 
1,000 posters, Mr. Brennan reports, 
and (based on 20 reactions per 
person interviewed) recorded some 
800,000 personal reactions. 

PAS interviews 800 people in 


each of its present three cities each 
month, half men and half women. | 


From a list of 24 street locations 
PAS, each month, selects eight at 
random. One-eighth of the inter- 
views are made at each location. 


All interviewing is done in a 
crowded downtown section of the 
city. 


Mr. Brennan has also tried home 
interviews but now considers the 
present method better. However, 
he says that “neither a home in- 
terview sample built according to 
census tract specifications, nor a 

(Continued on Page 70) 


THESE PLASTIC SIGNS TELL AND SELL 


i DENTI 


"Stretch Your Advertising Dollar 


FICATION 


a 


vont 


AUTOMATIC WATER HEATERS 


__ we're experts in *DAY-GLO on all of 


them. 
*®.-- Daylight Fluorescent Paint 


e@ Costly service problems eliminated 
e Entire faces of the sign “light up” 
@ Beautiful in daylight, brilliant at night 


FEATURES FOUND ONLY IN PLASTILUX SIGNS 


@ Your copy, colors and designs faithfully reproduced, having 
the same beautiful appearance in daylight hours as at night 


@ Economical to acquire and operate 

@ Individual dealer name illuminated 
@ Modern, streamlined in appearance 
@ Nothing exposed to get broken 


INQUIRIES INVITED WITHOUT OBLIGATION 


NEON PRODUCTS, INC. onic 


OHIO 
World's largest manufacturers of illuminated signs 


pee LI | 


New York Office 
1819 Broadway 
Circle 5-7570 


Chicago Office 
4817 Sheridan Rd. 
Ardmore 1-9400 


Los Angeles Office 
1350 N. Highland 
Hollywood 8697 
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In the Heart of the Evergreen Playground 
Sunset Outdoor Advertising Co. 


; 1015 EASTLAKE AVENUE, SEATTLE, WASHINGTON 


SEATTLE ... TACOMA... EVERETT ... BELLINGHAM 
ABERDEEN ...HOQUIAM ... OLYMPIA 


* 
The Finest in Poster 
and Bulletin Advertising 


EASTERN SALES REPRESENTATIVE 
GEORGE E. THOMPSON AND ASSOCIATES — CHICAGO . . . NEW YORK 


eHILADG, | 


RY 
fy % 


Key 
© 


Attention-Getter At The Philadelphia Entrance. 
Over 40,000,000 Riders Yearly. A daily average 
of 130,000 riders cross this famous bridge be- 
tween Philadelphia and Camden. It connects 
Philadelphia with numerous New Jersey com- 


Other Hi-Spot Locations Available! For Immediate Action, Write or Phone BAldwin 9-5500 


3728 N. BROAD ST., Philadelphia 40, Pa. 
Making Firm Friends Since 1933 


LANDAU takes a personal interest in your problem 
LA aw D AU offers peak outdoor advertising opportunities 


Sint SSOP at te IE Me A Ao Nae 


Now Available! fj Delaware River Bridge 


17’ x 51’ illuminated Bulletin 


munities and is the most popular route to 
Atlantic seashore resorts. 


The attractive monthly rental includes three 
paintings a year, brilliant lighting, and complete 
service and maintenance. $400. 


Potential Reading 
of Quidoor Seen 
as Tremendous 


(Continued from Page 69) 
sample made up of random inter- 
views on a city’s streets, will be 
productive of figures representing 
over-all readership for that city. 
The figures, in each case, repre- 
sent relative copy effectiveness.” 

PAS checks about 20 posters 
each month in a city, and takes 
full-color pictures of the panels to 
be shown those interviewed. The 
prints are 2% x3%” since these 
correspond to the apparent size of 
the poster as it is actually viewed 
by people passing. Mr. Brennan 
emhasizes the importance of color 
in the poster and, for that reason, 
believes black-and-white repro- 
ductions are not adequate for in- 
terviews seeking to test recall. 


ws The 800 people are split into 
two parts; the first 400 (200 men, 
200 women) are shown so-called 
“unmasked” color pictures and are 
asked if they remember seeing 
them. The second 400 are shown 
“masked” pictures, with the pro- 
duct name erased, and queried for 
both recall and then knowledge of 
the product advertised. 

Operating in this way, PAS has 
built up an extensive file on post- 
ers, Which is steadily being added 
to, refined, and analyzed. Copy 
evaluation (that is, all the ele- 
ments which go into the poster) 
and analysis is the set task of the 
organization because, Mr. Brennan 
says, “there seems to be a general 
reluctance, or lack of time, to 
study high-scoring posters and 
learn from them.” 


s PAS now has a total of 51 
clients, of whom a _ substantial 
number use the service on a con- 
tinuing basis. Some get reports 
from all three cities, others from 
one or two cities. PAS has a basic 
rate of $100 a report, for subscrib- 
ers who take 12 reports a year. 
Each report gives the subscriber 
all the information gained on each 
design in a given area. A single 
report on one city costs $125. 

PAS also puts all sorts of analy- 
tical findings at the client’s dis- 
posal. The organization has cat- 
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aloged the posters surveyed under 
such headings as color, situation, 
human life, animal life, etc. 

These are further divided into 
animate and inanimate classifica- 
tions, allowing for the study of 
static and dynamic qualities. 


es In particular, Mr. Brennan is 
going into the study of color, its 
hue, tint, chrome or intensity. He 
stresses that color should not be 
used indiscriminately; it must have 
a specific purpose, either utilitar- 
ian or esthetic. “The proper or im- 
proper use of color may be the de- 
ciding factor in the success or fail- 
ure of the design,” he says. It 
should be remembered that while 
color is a basic force in gaining at- 
tention, it can also pull attention 
away from the vital part of the 
message when poorly employed. 

PAS also goes into the legibility 
and lettering aspects of outdoor, 
and can provide a relative visibil- 
ity rating on the lettering in the 
name. This takes into consideration 
those factors affecting legibility 
such as style of type, amount of 
white space in and around letters 
and between lines, type size and 
weight, brightness contrast be- 
tween background and lettering, 
and tonal uniformity of the back- 
ground. 


Consumer Beets, Inquiries 
Climb in Sept., Bureau Says 


Association of Better Business 
Bureaus, New York, handled 59,486 
inquiries and complaints in Sep- 
tember, making a total of 481,047 
instances of service for the first 
nine months of 1949. Victor H. Ny- 
borg, president of the association, 
reported a slight increase in con- 
sumer complaints, but said inquir- 
ies for information about manu- 
facturing companies and various 
schemes made a jump of 45% in 
September over the previous 
month. Requests for booklets rose 
35%. 

During the first nine months of 
the year 158,022 posters have been 
distributed. Bulletins published by 
the bureaus, and distributed to 
business men, have numbered al- 
most 700,000, and there have been 
44,735 requests from business and 
the public for informative booklets 
and more than 2,000 radio spot an- 
nouncements and 753 speaking en- 
gagements made this year. 


Coral Promotes Ross 


Michael Ross, general sales man- 
ager of Coral Records, New York, 
has been named vice-president of 
the Decca Records subsidiary. 
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Sparkle Wagon’ 
Helps GOA Sell 
Newest Displays 


Movie Technique Shows 
Spectaculars in Action 
—Before They’re Built 


Cuicaco—A “sparkle wagon” 
which travels all over the country 
gets a major share of the credit 
for selling General Outdoor Ad- 
vertising Co.’s newest spectaculars 
to advertisers in increasing num- 
bers. 

The “wagon” really is a mo- 
bile laboratory-clinic, constructed 
within a 26’ trailer. It came into 
its own after the war years, when 
GOA’s research and development 


EXHIBIT—“Sparkle,” 
which is constantly on the road carry- 
ing samples of new types of special 
three-dimensional and motion displays, 
as well as motion picture equipment for 
visualizing the action of spectaculars. 


the GOA 


trailer, 


department was able to devote full 
time to developing and displaying 
new electrical action and special 
ideas for painted displays. 

Since then, the traveling ex- 
hibit has gone thousands of miles 
and has been shown both to GOA’s 
branch city personnel and to groups 
of customers, prospects and agen- 
cy executives in major cities. 


s A highlight of the exhibit is 
color photography of electric spec- 
taculars—before they are built— 
and their showing by movie pro- 
jector to prospective advertisers. 
Employing that new “sparkle,” 
GOA has been able to demonstrate 
the colorful lighting and action of 
proposed displays before the ad- 
vertiser invests a penny in actual 
production of the spectaculars. 

Engineering details of this new 
technique were developed by 
George Myers of GOA’s research 
and development unit. At the ac- 
tual showings, Clark H. Hammond, 
director of advertising and sales 
promotion, or Carl Henke, director 
of branch sales, acts as master of 
ceremonies. 

The new color movie photog- 
raphy and projection have enabled 
General Cutdoor to show, in ad- 
vance, wt.it can be accomplished 
With light, color and action. The 
initial procedure is similar to the 
a mated cartoon technique de- 
ve oped by the movie industry, 
bu instead of photographing a 
Se. es of sketches, GOA’s method 
uss the light itself, with intensity 
~ color values perfectly cali- 
r ted. 


® side walls of the maroon and 
© am colored trailer are lined 
' 1 results of the most advanced 
‘entation techniques, as well as 
lications of electric spectacular 
‘ embellished painted bulletin 
lays. New models, color movies 

special features have been 
« ‘ed from time to time, to keep 

traveling show up to date. 
‘+howmanship in selling the out- 
‘medium came back into vogue 
‘Tr a seven-year recess neces- 
ited by shortages of electrical 
pment, metals and other neces- 
y materials. GOA’s research and 
velopment department, however, 
S set up early during the war to 
dy and develop materials, light- 
> and designing which might be 
ed, postwar, for more dramatic 
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| 


outdoor displays. 


ws GOA’s popular exhibit of new 
display ideas drew considerable 
attention when it was held in Chi- 
cago, and the mobile exhibit was 
a natural outgrowth of the local 
sales promotional plan. 

In the painted display field, the 
GOA department heads have 
helped develop better structural 
design, adopted new lighting ef- 
fects, expanded the use of day- 
and-night action, and have made 
use of new materials. 


In the less-expensive field of 


24-sheet posters, display has been 
improved with a modern structure 
of enameled all-steel construction 
designed by Raymond Loewy As- 
sociates. The Outdoor Advertising 
Association of America, represent- 
ing the industry, adopted the new 
structure as a standard. 


To Hiddleston, Evans 


Hemphill Oil Co., Texaco heat- 
ing oil distributor, and the Olymp- 
ia, Wash., Chamber of Commerce 
have named Hiddleston, Evans & 
Merrill, Seattle, to handle their 
advertising. 


Four Appoint Mace Agency 


Mace Advertising Agency, Pe- 
oria, Ill., has been retained to han- 
dle the advertising of the Illinois 
Honey Producers Association, Mt. 
Sterling, Ill.; Rossi Food Products 
Inc., Pekin, Ill.; Fibre Partitions 
Inc., Peoria, and Argyle Mfg. Co., 
Colchester, Ill., motor scooters. 


Two Name Mogge-Privett 


Bestile Mfg. Co., Ontario, Cal., 
manufacturer of aluminum wal 
tile, and Pacific Cracker Co., Los 
Angeles, have appointed Mogge- 
Privett, Los Angeles, to direct their 
advertising. 
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Patent Button Names Cronk 


A. D. Cronk has been named ad- 
vertising manager of Patent Button 
Co., Waterbury, Conn., button and 
slide fastener manufacturer, suc- 
ceeding Thayer Baldwin, who has 
been made assistant general sales 
manager. Mr. Cronk, who has been 
with the company for 15 years, 
will continue as sales manager of 
the contract finishing division. 


j| Bass-Luckoff Changes Name 


Bass-Luckoff, Los Angeles 
agency, has changed its name te 
Louis Bass Co. Offices will remain 
at 439 S. LaCienega Blvd. 
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Leading advertising agencies and their clients have learned from experience to rely 
on Compton for quality lithographing ...on time! 


Look at this list of agencies and advertisers served by Compton—it’s proof that Compton 


service is faithful and reliable. 


American Brewing Company—New Orleans, La. 
Aubrey, Moore & Wallace, Inc.—Chicago, Ill. 
Batten, Barton, Durstine & Osborn, Inc.—Minneapolis, Minn. 


Blanton Company—St. Louis, Mo. 


Brooke-Smith-French-Dorrance, Inc.—Detroit, Mich. 


Calkins & Holden—New York, N. Y. 
Campbell-Mithun, Inc.—Chicago, Ill. 
D'Arcy Advertising Co.—St. Louis, Mo. 


Davis & Company—Los Angeles, Calif. 
Fitzgerald Adv. Agency—New Orleans, La. 


Foote, Cone & Belding—Chicago, Ill. 
Freitag Adv. Agency—Atlanta, Ga. 


Ruthrauff & Ryan, Inc.—Chicago, Ill. 
Ruthrauff & Ryan, Inc.—Hollywood, Calif. 
Ruthrauff & Ryan, Inc.—Houston, Texas 


Ruthrauff & Ryan, Inc.—New York, N. Y. 


Ruthrauff & Ryan, Inc.—San Francisco, Calif. 


Walker Saussy Adv.—New Orleans, La. 

Ross Sawyer Advertising—Los Angeles, Calif. 
Steele Adv. Agency—Houston, Texas 

J. Walter Thompson Co.—San Francisco, Calif. 


Tracy-Locke Company—Dallas, Texas 


Wilkinson-Schiwetz & Tips, Inc.—Houston, Texas 
Young & Rubicam, Inc.—San Francisco, Calif. 


THERE'S A 
COMPTON REPRESENTATIVE 
WEAR YOU... 


Call Him 
for Personal Service 


yo tana 


DAVID M. COOPER 
600 Ohio Merchants Bank Bidg. 
Massillon, Ohio 
Phone — 6015 


M. 6. DeBAUN 
P. 0. Box 542 
Houston, Texas 
Phone — Hadley 816i 


R. L. HOWES 
507 Montgomery Street 
San Francisco, Calif. 


aes 


Oakleigh R. French & Associates—St. Louis, Mo. 
Gardner Advertising Co.—St. Louis, Mo. 
Garfield & Guild, Inc.—Los Angeles, Calif. 
Grant Advertising, Inc.—Chicago, Ill. 

Grant Advertising, Inc.—Detroit, Mich. 


Harrington, Whitney & Hurst—San Francisco, Calif. 


David S. Hillman, Inc.—Los Angeles, Calif. 
Hixon & Jorgensen—tLos Angeles, Calif. 
International Milling Co.—Minneapolis, Minn. 
Joseph Advertising Agency—Cincinnati, Ohio 
Lambert & Feasley, Inc.—New York, N. Y. 
McCann-Erickson, Inc.—Chicago, Ill. 

Wesley K. Nash Company—St. Louis, Mo. 
Olian Advertising Company—St. Louis, Mo. 
Productive Adv. Agency—Los Angeles, Calif. 


Elwood J. Robinson Adv. Agency—tos Angeles, Calif. 


American Stove Company—St. Louis, Mo. 
Brown-Forman Distillers Corp.—Lovisville, Ky. 
Brown & Williamson Tobacco Corp.—touisville, Ky. 
Catalina, Inc.—Los Angeles, Calif. 

Chase Candy Company—St. Louis, Mo. 

Gallo Wine Company—San Francisco, Calif. 
Hudson Motor Car Company—Detroit, Mich. 
Jackson Brewing Company—New Orleans, La. 
Minnesota Mining & Mfg. Co.—Minneapolis, Minn. 
Pan-American Petr. Corp.—New Orleans, La. 
Phillips Petroleum Corp.—Bartlesville, Okla. 
Pillsbury Mills, Inc.—Clinton, lowa 

Ralston-Purina Company—St. Louis, Mo. 

Red Top Brewing Company—Cincinnati, Ohio 
Sealy, Inc.—Chicago, lil. 

Sterling Brewers—Evansville, Ind. 


COMPTON & SONS, INC. 


Cole Vilhographers 


216 South 7th Street 


ST. LOUIS, MO. 


Phone - Exbrook 2-2300 


ROY LEONARD 

7 East 42nd Street 

New York City, W. Y. 
Phone — Murrayhill 2-1404 


BAYARD KURTH 

1421 Springwells Avenue 
Detroit, Mich. 

Phone — Vinewood 1-0800 


A. E. MARKS 

1739 Durango Avenue 
Los Angeles, Calif. 
Phone — Texas 0-5042 


JERRY MASEK 
332 South Michigan Ave. 
Chicago, Ill. 

Phone — Webster 9-5579 


R. R. NOLAND 

745 McKnight Bidg. 
Minneapolis, Minn. 
Phone — Geneva 8212 


GILBERT C. SMITH 

605 McGee Street 
Kansas City, Mo. 

Phone — Harrison 0055 
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cagrams 


Seven Crown _ 


FIRST ON EAST COAST—This bulletin for Seagram’s 7 Crown, 
on U.S. No. 1 at Newark Airport, is said to have been the first 
on the East Coast to use fluorescent paints illuminated with black 
light. The bulletin, erected by United Advertising Corp., is 14’ 
high and 50’ long, with a painted surface 11 x 47’. The back- 


ground is of usual oil paint, white, with ovals of dark blue. 
“Seagram's Seven Crown” and “Say Seagram's and be Sure” are 
in white fluorescent paint, while the large “7” and the crown 
above it are in fluorescent orange, red and blue. Under black 
light, only these portions are visible. 


Black Light 


is Newest 


Outdoor Development 


Successful Fluorescent 
Installations Open New 
Vistas for Advertisers 


Curcaco—The “hottest” develop- 
ment in the outdoor advertising 
field this year—and perhaps for 
many years—has been the success- 
ful use of fluorescent paints in 
combination with black light, to 
provide unusual, eye-catching color 
displays at night, while at the 
same time permitting normal day- 


The Midport Company 


« midport - 


Outdoor Advertising 


SINCE 1903 


MIDDLETOWN, WN. Y. 


time values. 

Basically, there is nothing new 
about fluorescent and phosphor- 
escent materials, but their success- 
ful application to painted displays 
has taken place only within the 
past seven or eight months, large- 
ly because of paints and black 
light fixtures developed by Lawter 
Chemicals Inc. of Chicago. 

The ability to give out light or 
afterglow is present in many sub- 
stances, both natural and man- 
made. The many types of lumines- 
cent materials are usually classi- 
fied by the stimulus that makes 
them glow. 


ws Some are affected by sound, 
radio waves, slow oxidization or 
even shaking, but all commercial 
luminescent pigments or dyes glé6w 


24 Sheets 


24 hours 
Every day 
Every month 


MURPHY ADVERTISING 


DUBUQUE, IOWA 


POSTER ADVERTISING SERVICE IN 52 CITIES 
AND TOWNS IN IOWA, ILLINOIS AND WISCONSIN 


UNUSUAL 


A. B. Lambert, Jr., President 


DISPLAYS 


MISSOURI JEWELITE COMPANY 
GRAND & MARKET 


ST. LOUIS 


W. C. Meyer, Vice-President 


x 


only when stimulated by light. 

If the pigment glows for sev- 
eral minutes or hours after being 
exposed to a light source it is 
considered phosphorescent. If the 
afterglow is very brief—perhaps 
only a split second—after the light 
stimulus has been removed, the 
substance is fluorescent. Thus, 
fluorescent substances glow only 
when they are continuously ex- 
posed to invisible ultra-violet rays, 
which have come to be called black 
light. 

In an article on the develop- 
ment of black light for displays, 
General Outdoor Advertising Co. 
credited the late Florenz Zieg- 
feld with the first dramatization 
of fluorescent materials in his 
“Follies of 1922.” In this first com- 
mercial use of black light he used 
the ultra-violet rays to bring out 
the vivid colors in the show’s 
scenery, costumes and makeup 
with startling and interesting re- 
sults. 


= But the high cost of fluorescent 
materials—at that time about $200 
a pound—made their general use 
impossible. Subsequent research 
and development have reduced this 
cost to the point where fluorescent 
materials can be used in the man- 
ufacture of paints and other com- 
mercial materials. 

The first colors developed were 
mostly tints, and a great deal of 
trouble was experienced in dis- 
persing the pigments in oils and 
varnishes so they could be brushed. 

These weak tints could be used 
for some letters on dark back- 
grounds, and as backgrounds for 
dark letters, but on the whole they 
lacked the eye appeal and punch 
which advertisers want in painted 
displays. As a result, they lessened 
the value of these painted displays 
under daytime conditions. 


s Until this problem could be cor- 
rected—as it has now in large 


OVER A MILLION 
FAMILIES PREFER 


COMICS—Unusval black lighted display 
used by the Philadelphia Inquirer. 


measure—the use of fluorescent 
materials and black lighting was a 
sort of commercial freak—inter- 
esting, but of little value. 

Even now, GOA recently told 
its customers that while pictorial 
copy which has both day and night 
value is now commercially possible 
under black light and fluorescence, 
“so far the flesh tints are in an 
experimental stage and cannot be 
rated as sufficiently durable for a 
full repaint period.” 

The directions for using black 
light fluorescent oil base paints 
which Lawter Chemicals Inc. has 
distributed to outdoor plant own- 
ers are interesting because they 
demonstrate the uses, and also 
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> Refreshing 


HOW IT WORKS—This Reed candy bulletin in Chicago, installed by General Out- 

door Advertising Co., was one of the first successful black light installations. The 

three views, from top to bottom, show the display in daylight, at night under ordinary 

white light illumination, and finally under black light. Normally in such a display, 

the black light is on all the time, while the normal white illumination is flashed on 
and off, so that alternate black and white light illumination is provided. 


the limitations of the medium. 
Lawter makes these five points: 


@ 1. Fluorescent paints are much 
brighter when applied to a white 
surface. For bare metal, wood, 
brick or plaster a good white 
primer should be used. For paper, 
a primer is not necessary if the 


gives strong contrast but not the 
three-dimensional feature. 

3. Hidden messages can be used 
in signs and displays using in- 
candescent blinkers by using fluor- 
escent colors against matching non- 
fluorescent backgrounds. Then 
fluorescent words or shapes blend 
into the background under white 


FIRE ORANGE—Fluorescent lacquer was used in this 24-sheet for a Vancouver dairy 
supply firm. The punch line, “A good buy,” the paint brush, the girl’s hair and the 
drips from the can are all silk screened in Day-Glo fire orange. 


stock has a hard, white surface. 
Dark paper or cardboard requires 
a white under the black light col- 
ors. 

2. Most brilliant effects can be 
obtained by using the fluorescent 
paints with contrasting non-fluor- 
escent colors. Non-fluorescent col- 
ors used as backgrounds and for 
shadowing of fluorescent lettering 
and designs produce highly im- 
pressive three-dimensional effects. 
Non-fluorescent colors can be used 
on fluorescent backgrounds, which 


light, and glow brilliantly in con- 
trast against the same background 
when the white light flashes off, 
and the black light remains. 


mw 4. These paints can be applie: 
like ordinary paints. Two coats 0 
fluorescent paint are generally suf 
ficient. 

5. The paints can be intermixe: 
for daylight color values, but un 
der black light the results wil! n: 
be the same. This is because mi> 
ing black light colors under bla 


HIGHWAY 


New York & 


PAINTED 


On the Principal Highways in 


BULLETINS | 


New Jersey 


Highway Displays, Inc. 
Poughkeepsie, N. Y. 
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GLOWS BY DAY—One of the new Day-Glo fluorescent posters, using the Switzer 

Brothers lacquer. This 24-sheet was silk screened by Thompson Symon Co. for Mc- 

Cann-Erickson, on behalf of Leisy’s beer. The pattern around “‘Leisy’s’ and the 
lettering at right were screened in Day-Glo arc yellow. 


ee 
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light is like mixing colored light, 
rather than colored pigment. Thus, 
qa mixture of yellow and blue 
fluorescent paint will give con- 
ventional green in white light, but 
the color under black light would 
be a greenish white. 

As indicated, the use of fluores- 
cent paints requires a source of 
black light, in addition to the usual 
white light illumination. This is 
provided under most circumstances 
by a series of weatherproof fix- 
tures hung from the top of the 
board, and perhaps three feet out 
from the face, so that illumination 
can cover the entire surface. Then 
the invisible black light is set to 


BREAD—Night view of a black lighted 

painted bulletin for Heiner’s Bakery, in- 

stalled in Huntington, W. Va., by Smoot 
Advertising Co. 


operate continuously at night, 
while the normal white light il- 
lumination is put on a slow flasher 
cycle, 


# This provides alternate white 
light and black light illumination 
for the board at night, with a con- 
siderable change in effect. When 
the white light illumination is on, 
the board bears an appearance 
similar to its daytime appearance, 
since the presence of the white 
light prevents a fluorescent effect. 
When the white light is turned off, 
only the fluorescent portions of the 
bulletin can be seen. 

In many instances, this latter 
of the lights creates the im- 
sion that the message is float- 
ing in the air, without visible sup- 


® | luorescent paints and black 
lig)’ have thus far had their widest 
on painted bulletins. Although 
experiments have been made with 
‘escent paints in connection 
silk screened and litho- 
sr: hed paper, all of the problems 
in\ \lved in these applications have 
nh’ yet been solved. 
successful development in flu- 
/ cent screen lacquers, suitable 
‘c silk sereen use, has been devel- 
°) | by Switzer Brothers Inc., 
C eland, under the name of Day- 
G This product has been used 
°r «number of posters in various 
‘© cons of the country, providing 
* ique glowing color under day- 
“! - conditions. 


3 ame Royal & de Guzman 


oyal & de Guzman, New York, 
h: been retained to handle the ad- 
ve ‘ising of Air Express Interna- 

al; Surface Freight Corp.; and 
r velways, travel agency. News- 
be ers, magazines and direct mail 
Ww. be used, 


Nelson Resigns ABC Post 


Norman Nelson has resigned as 


promotion manager of the western 


division of American Broadcasting 
Co. in Hollywood to handle pro- 
motion and advertising for Villa 
Marina, Balboa Beach, Cal. Fol- 
lowing his resignation, ABC split 
its promotion department into two 
categories—sales promotion and 
audience promotion. Heading sales 
promotion is Fran Conrad, who al- 
so continues as station relations 
director. Publicity Manager Ned 
Hullinger will add the duty of 
audience promotion. 


Dorn Appoints Young Agency 


John G. Dorn Winery, Sandusky, 
O., has named E. G. Young & As- 
sociates, Cleveland Negro advertis- 
ing agency, to conduct a special 
promotion in the Negro market. 
The agency will work with Greg- 
ory & House, the winery’s general 
advertising agency, in the project. 


Allison Appoints Cummings 


Curtis D. Cummings, formerly 
manager of the industrial sales de- 
partment of SKF Industries Inc., 
has been appointed sales manager 
of Allison Co., Bridgeport, Conn. 
He is succeeded at SKF Industries 
by Emerson D. Ogle. 


Heads Dunay Art Staff 


Dunay & Rader, New York, has 
appointed David Charney, previ- 
ously art director of Bliss & Marces, 
as art director. 


‘Le Droit’ Names Shannon 

Shannon & Associates has been 
named advertising representative 
of Le Droit, Ottawa, Ont., French 
language newspaper. 


1210-1230 Elston Ave. 


SERVING THE OUTDOOR 
ADVERTISING INDUSTRY 
WITH THE FINEST IN 
POSTER PANEL PAINT 
Booth No. 17 


OAA Convention— Detroit — Nov. 29-Dec. 2 


THE CLINTON COMPANY 


Chicago, Ulinois 
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Study of Poster 
Technique Pays 


Off for Esso 


Research Helps Company 
Get Selling Power, Win 
Outdoor Art Awards 


New YorK—Esso Standard Oil’s 
outdoor advertising over the years, 
the record shows, has been out- 
standing. For many years Esso pos- 
ters have been among the win- 
ners of the “100 best” at the an- 
nual exhibits of outdoor advertis- 
ing art conducted by the Art Di- 
rectors’ Club of Chicago. 

These results, according to Rob- 
ert M. Gray, manager of the ad- 
vertising-sales promotion depart- 
ment of Esso Standard, are the 
pay-off of years of effort to de- 


velop an ever more effective pos- 
ter technique. 

Esso Standard has been a con- 
sistent user of outdoor advertising 
for many years, because, says Mr. 
Gray, “outdoor is a natural med- 
ium for the petroleum advertiser. 
It reaches Esso dealer customers 
and prospects when they are be- 
hind the wheels of their cars, with 
a real and present need for our 
products. Posters are ever present, 
working for us both night and day, 
for 30 days throughout the month. 
As a regional advertiser we don’t 
use national magazines, and thus 
find posters the ideal way in 
which to tell our story in full color 
and reproduce our trademark as it 
actually appears at Esso dealer 
stations.” 


a While, in the opinion of Mr. 
Gray, there is no more economical 
medium than outdoor, it is pos- 
sible to multiply the normal ef- 
fectiveness of posters by devoting 
great care to the development of 
provocative and memorable mes- 


sages. “If we can achieve double 
the normal observation and identi- 
fication for our posters we feel that 
we are cutting our cost in half, 
and that’s good business,” he says. 

Although this objective is not 
always possible of achievement, 
the Esso record is pretty good. Esso 
surveys to measure consumer ob- 
servation and identification show 
a high level of performance and 
Esso posters have been consistent 
winners in the annual outdoor art 
competitions conducted by the Art 
Directors’ Club of Chicago, with 
more top awards than any other 
petroleum advertiser. 


w Esso was one of the first to 
employ the human interest situa- 
tion poster. With Ford and Na- 
tional Biscuit, Esso has been pro- 
ducing outstanding posters of this 
type for almost 20 years. “While 
there are exceptions, of course, our 
really top posters have been built 
around human situations, adroitly 
presented and depicted with ut- 
most realism,” says Mr. Gray. 


x 
4 
ea 
; oe: ne ; he ie 
bs. B a 
ay Me ta we 
en ha wee 
ae a ‘ 
3H 
Pod 
ean » 
eeai: Z 2 . ‘pare ae 
be @ tie De Ss = Me - 
: ee pe F ad ie fe 
& 
fue 
os. 
bs 
dowd : 
a 
. an 
pesees 
pees. ‘. 
tn le He 
Rese bos 


Home Office: 


SALES OFFICES: NEW YORK © CHICAGO ® SAN FRANCISCO ® LOS ANGELES 
ST. LOUIS © ATLANTA © DETROIT © DALLAS © MINNEAPOLIS © SEATTLE 


Milwaukee, 


Wisconsin 


ond 


~<PE-d & & 4 


bP ae 
BP of 


‘attain gives 


% 


you a start!” Le 


ae 
ee RO ee pe 


EXTRA 
Gasoline 


REPEATS—Esso Standard Oil Co. has no objection to repeating posters which have 
proven their pulling power. This one, first used in 1946, was repeated this year. 


Esso EXTRA motor oil 


PUNCHES AWAY—Another 
Extra motor oil, which was used in June. 


“unusual” Esso poster is this one, introducing Esso 


Such posters, he says, must first 
have a good idea, necessary to at- 
tract the public into looking and 
remembering—the pictorial situa- 
tion must have high attention 
value. The idea must be incorp- 
orated into a good design which 
properly relates all of the ele- 
ments. “If your design is right,” 
Mr. Gray emphasizes, “you can be 
sure of impact and memory value. 
Good ideas plus good design build 
identity for the product for ‘post- 
ers people remember.’ ” 

Outstanding among the excep- 
tions to the “human interest” tech- 
nique were Esso posters devoted 
to safe driving, and two designs 
used this spring and summer to in- 
troduce new Esso Extra motor oil. 
The safety poster, “Drive care- 
fully ...The life you save may be 
your own!” was used first in the 
summer of 1948 and repeated last 
summer. 


= Mr. Gray says of the safety de- 
sign, “As gasoline marketers, we 
have a strong interest in highway 
safety, with the result that we de- 
veloped this poster and used it 
first in August of 1948. The re- 
sults in terms of public and dealer 
reaction were so gratifying that 
we ran it again in part showings 
for June, July and August of this 
year. We believe it not only made 
a valuable contribution to safer 
driving, but it built good will for 
the company as well.” 

In June of this year, Esso intro- 
duced its new product, Esso Extra 
motor oil, which was supported by 
advertising in all media used by 
Esso. Because of the very high 
quality of this new product, de- 
scribed as “best on the market,” 
it was decided to use outdoor in a 


hard-hitting direct manner. The. 


result was two straightforward dis- 
play-type designs for 60 days of 
saturated impact. According to Mr. 
Gray, the posters were in no small 
measure responsible for getting 
the new product off to a good start 
with Esso dealers and the public. 


s Esso outdoor advertising is un- 
der the supervision of T. W. Wilson 
of the Esso advertising and sales 
promotion department, who works 
very closely with the McCann- 
Erickson agency in both the de- 
velopment and field control of 
outdoor. 

After determining the product or 
service to be featured for any 
month’s poster, several poster 
roughs are developed on the sub- 
ject. These are carefully screened, 
first by the agency and then by 
Esso for choice of three for test- 
ing. 

The company’s marketing re- 
search division then subjects the 


designs to a standard pretest by a 
jury of motorists. This pretest not 
only gives an important indication 
as to the best poster but often pro- 
vides valuable suggestions for 
strengthening it. 

When a design is finally ap- 
proved, it is assigned by the agen- 
cy’s art director to one of several 
artists specializing in poster art- 
work, masters of a_ technique 
which must stand enlargement to 
12x25’ without sacrifice of defini- 
tion and silhouette quality. 


sw Lithographing and posting of the 
paper does not complete the life 
of an Esso poster. Since 1945, Esso 
posters have been measured for ef- 
fectiveness in surveys conducted 
formerly by the agency and now 
by the company’s marketing re- 
search division. 

Mr. Gray says about these sur- 
veys, “They keep us on our toes. 
They take our advertising out of 
a purely subjective realm. What 
really counts in this business is 
the public, and our testing keeps 
us close to the public.” 


e Mr. Gray is a believer in oc- 
casionally repeating effective pos- 
ters. The idea contained in the old 
Essolene poster for February, 1938, 
“Starts quicker than gossip,” was 
repeated in the “Certainly gives 
you a start” poster in 1946 and 
again in 1949. It performed well all 
three times. 

In February of this year it topped 
all other petroleum posters in 
the company post-test and ranked 
second among all posters on the 
boards in the area tested. Lik’- 
wise the honey-bear, “A honey /:' 
mileage,” chalked up high ratin:s 
in 1946 and again last summer. 

Tom Wilson of Esso descri!.s 
last year’s Christmas post:', 
“Greetings from your Esso Deale .” 
as the company’s largest Christi «s 
card. This poster, which topp:( 
the automotive field in last yea: s 
Chicago show and was second be: 
of all posters in the show, will be 
repeated on Esso boards this D- 
cember. 


Will Shift to Paid Basis 


Effective with the January, 19 0, 
issue, Laundryman, published »y 
Moore Laundry Publications, N: w 
York, will be known a: Laun ry 
Manager. At the same time, 
publication will shift from ac \- 
trolled circulation basis to a °! 
per year subscription basis. Gr: '5 
distribution will stop with the J. '- 
uary issue. 


Magnus Metal to Rickard 

The Magnus Metal division ° 
National Lead Co. has appoin °4 
Rickard & Co., New York, to hi .- 
dle its advertising. 
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*® ELECTRICAL ADVERTISING INC. 


* Many of our friends and customers know 
us better by our full corporate name, but 
in Kansas City you will see just one word 
on our displays — STALCUP. 
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. : k A A\\ (TY A 74 enc les looking for specialists in pres- 
best . . . 

1 be means business to advertisers inter- tige advertising geared for sales will find this to be 


x ested in a growing market of 796,500 people. In the past 12 years es 
Kansas City has added 146,000 residents; 100,000 in the past @" °' ganization staffed for their re- 

90BE five years alone. Kansas City ranks 12th in effective buying in- quirements. The proof is in putting 

Ncw come per capita, and 17th in population. Located in the heart of a 

im rich, solid agricultural economy, its retail position is excellent, its us to work on your program. 

P a . . . t f h bi : : 

3h industry payrolls neously These are jus ° ew reasons why ig You'll find us at 3126 Main Street 

a advertisers are betting on Kansas City with long range advertis- sen ¥ teen, tale 
ing that works day and night—never quits. Telephone VA-2888 Director Outdoor Adv. 

of : : : 
ned STALCUP OF KANSAS CITY + STALCUP OF KANSAS CITY .- STALCUP OF KANSAS CITY 
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Record Outdoor Year 
Seen; Expect Good ‘50 


(Continued from Page 33) 
accounting for 29% of this year's 
volume. 

Food products, including bakery 
products, dairy products, pack- 
aged foods and confectionery and 
gum, accounted for 18.5% of na- 
tional volume. Other classifica- 
tions, ranging all over the business 
scene, contributed an important 
14%. 


es For many years the automotive 


Merk'Andy Point-of-Sale Stickers are 
BABY BILLBOARDS that catch the eye 

where they buy. No wetting ... they're 
FREE Sticky... they sell enywhere. Printed to 
your order. Millions sold. Write MARK'- 


ANDY, Inc., Dept.AA’ St. Louis 22, Mo. 
for details, samples. Do it, today! 


industry has been outdoor’s big- 
gest customer. Its 1948 expenditure 
was three times that of 1945 and 
its 1949 outlay is running just 
about the same as last year. 

The reason for this extensive 
and consistent use of the outdoor 
medium is fairly simple. The auto- 
mobile and outdoor circulation are 
closely related. They grew up to- 
gether. 

As the number of motorists in- 
creased, outdoor advertising be- 
came increasingly effective as a 
means of reaching them—the more 
they drive, the faster they consume 
automotive products, and the more 
opportunities they have to see out- 
door advertising. 


@ The food industry, a _ not-so- 
important user of outdoor in 1940, 


has quadrupled its expenditures 
in the medium since then, largely 
due to OAI’s early recognition of 
the important changes that have 
been taking place in retail food 
selling during the last decade. 

As early as 1939 OAI’s research 
department conducted a study to 
measure the trend of self-service 
merchandising in every important 
market. Similar studies were made 
in 1941, 1942 and 1946. 

All the studies pointed to the 
tremendous growth of this form 
of selling and the need for greater 
emphasis on packaging and prod- 
uct identification. This need, and 
outdoor advertising’s ability to re- 
produce packages in full color, at 
or near the point of sale, was a 
maior factor in increasing the use 
of the medium by grocery products 
advertisers. 

There are no official figures pub- 
lished on outdoor advertising vol- 
ume, but an excellent guess is 
that national business in 1948 
amounted to about $78,000,000— 
up 250% in five years—and that 
1949 volume will be very nearly 


the same, as indicated above. 
With these record years behind 
it, the industry is particularly 
pleased to discover that well over 
80% of 1950 business is already 
in, making the outlook for next 
year even rosier than it has been. 


ws The outdoor industry shudders 
when anyone suggests that its 
plants are “sold out” for a partic- 
ular year, but the fact is that dur- 
ing the past several years, and par- 
ticularly last year and this, the 
industry has operated in a virtual 
“sold out” condition, and is likely 
to continue that way dur ng 1950. 

The only fly in the ointment— 
and the reason why mention of 
being sold out brings shudders— 
is that outdoor operates on a 90- 
day cancelation basis. Thus, an im- 
portant change in the business sit- 
uation could change a “sold out” 
condition to a “we can use some 
business” situation almost over- 
night. 

Another condition which may 
mitigate against a completely 
“sold out” condition is the fact 
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good impressions 


make good impressions 


The quality of work produced by an advertising agency or an art studio 


determines the impression that is made upon its clients. And the quality 


of work produced by the production manager determines 


the impression he will make upon the people he wants to please. 


To help make these impressions good ones, Monsen-Chicago 


pays special attention to the various type impressions Cor proofs ) 
that are pulled for reproduction. Whether your needs call 
for black on white, acetate, color or Trans-Adhesive proofs, you can rely 


on Monsen impressions for sharpness, accuracy, color and style. 


Good type impressions from Monsen-Chicago will produce the type of 


good impression you want to make on those you want to please. 


East of the Rockies it’s Monsen-Chicago at 22 E. Illinois Street 
On the Pacific Coast it’s Monsen-Los Angeles at 928 S. Figueroa Street 


CHICAGO 


LOS ANGELES 
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that plant operators are expandins 
their plants. During the war anc 
immediate postwar years, such ex 
pansion was almost impossible, be 
cause of the shortages of materia 
and labor and the inflated price: 
which were being asked for sit 
rentals. 


es Now materials, labor and site 
are all in greater supply, and rate 
have been increased so that it i 
economically possible to expan 
and improve plants, particular], 
in downtown zones and outlyin; 
shopping zones. This expansior 
means more showings available, a: 
well as better buys for advertis- 
ers. 

Since commitments for outdoo: 
showings must normally be mad 
farther ahead than firm commit- 
ments for most other types of ad- 
vertising, the fact that orders have 
been flowing in for 1950 showings 
is significant of the business out- 
look for advertising. 

As one small but exceptionally 
well informed outdoor plant op- 
erator told ADVERTISING AGE, “We 
have more contracts in now for 
more dough than last year. O! 
course, we could be hit with a 
flock of cancelations if things got 
tough, but our present lineup for 
1950 is a pretty clear sign that 
advertising and promotion aren’t 
going to shrink next year unless 
something serious hits the business 
scene.” 


s During the summer, when al! 
advertising was still suffering 
somewhat from the psychological 
dumps into which business had 
declined in the spring, Kerwin H. 
Fulton, president of Outdoor Ad- 
vertising Inc., told the Wall Street 
Journal that he thought 1950 would 
equal 1949 in volume. Since then, 
the outlook has become more 
favorable, if anything. 

Mr. Fulton and members of the 
OAI staff emphasize also that the 
seasonal ups and downs which once 
plagued the outdoor business have 
largely been ironed out. Outdoor 
was once considered a summer me- 
dium, and space frequently went 
begging during the November-Feb- 
ruary period. 

While the summer months are 
still “bulge” months, diversifica- 
tion of types of business, plus 
lengthening of schedules by adver- 
tisers who once eschewed outdoor 
during the winter months, have 
served to level off the peaks and 
valleys to a large extent. 

The growing importance of paint 
and spectaculars, which now ac- 
count for about 20% of outdoor 
volume, has also tended to help 
on this score, since these more 
expensive individualized jobs are 
usually sold only for long con- 
tinuous showings. 


Calvert Switches 
lis Spectaculars 
to Switch Theme 


(Continued from Page 33) 

In the new spectaculars, Calve 
is outlined in a double-tube 
neon. This permits three chang‘ 
When the brand name is whit . 
the slogan says “tastes better | 
when Calvert is red and white, t! ° 
slogan says “mellower,” when t 
Calvert is outlined in red, the s!. - 
gan says “smoother.” 

Other features of the specta: 
lar: the bottle is backlighted, : 
the label is made of an acet: 
translucent material—so that 
label shows clearly at night. 

Calvert has a reasonably | 
background in the use of spect 
ulars, having bought its first 
1936. 

A. Asch Inc., Chrysler Bld 
New York, is agency for Calv: 
outdoor. 
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Plastic Signs 
Gain Favor for 
Dealers Use 


Lima, O.—The tremendous up- 
surge in dealer window and iden- 
tification signs which was brought 
about by the development of neon 
is currently gathering new impetus 
from the use of translucent plas- 
tics, newest “wonder worker” in 
the identification sign medium. 

As a means of insuring the suc- 
cessful carry-over of national and 
local advertising effort to the act- 
ual point of purchase, dealer iden- 
tification signs and trademark 
signs have become a major part of 
the promotional efforts of manu- 
facturers in many fields. Usually, 
these signs are made available by 
the manufacturer, at cost or less, 
to dealers. 


s As sign producers and important 
users of the medium see it, illum- 
inated dealer and brand identifica- 
tion signs are a powerful induce- 
ment to the dealer to feature the 
product, give it better display and 
put more sales push behind it, 
since the sign identifies him inti- 
mately with it. Conversely, they 
help keep the dealer sold on the 
merits of the product. 

At the same time, the sign 
(whose maintenance is normally 
paid for by the dealer) acts as a 
silent salesman for the manufac- 
turer’s product, even in the case 
of those who may not patronize 
the particular dealer displaying the 
sign. 

The development of translucent 
plastic face signs is characterized 
by Sam Kamin, president of Neon 
Products Inc., one of the largest 
sign companies in the field, as 
“the biggest and best development 
in my 30 years in the sign busi- 
ness.” 


s Advantages of plastic signs over 
porcelain enamel using bent neon 
tubes, he says, include the follow- 
ing: 

1. The initial purchase price is 
lower. 

2. The plastic signs, which em- 
ploy slimline fluorescent lamps, 
installed between the solid plastic 
faces for illumination, have a 
lower operating cost for neon and 
do not require maintenance by ex- 
perts. Normal maintenance con- 
sists only of washing the faces of 
the sign and replacing burnt out 


*STATISTICS: 
Of 1686 manufacturing 
Placts who produce 
canv valued at $7,500 
Or ore per year... 
298 do 85.03% 
the total business 
252 do 8.69% 
285 do 3.53% 
fem g 851 do 2.7% 


- Dept. of Commerce 
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tc \ be assumed that 
in candy industry, 
the ementof vital de- 
Cis is in the hands 
of >e top personnel 
2 y 835 factories. 
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e assured of the 
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“INTERNATIONAL CONFECTIONER 
TOBAL LEAF @ MODERN SUNDRIES 
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PLASTICS ARE IN—Plastic signs, illuminated from the inside, like these two ex- 
amples from Neon Products Co., Lima, O., are rapidly developing into a favorite 
for outdoor identification of dealer stores. 


FARM soma LE 


fluorescent lamps, which is done| design, color and copy. 
by sliding out the face of the sign. 

3. Advertising value is increased 
because the entire face of the sign 


lights up, providing flexibility of 


and are easily installed. 


4. The plastic signs are light in 
weight, have a low shipping cost 


5. Breakage and damage in ship- 


ment and installation is cut down 
because the exposed surfaces are 
flat and smooth, no high-power 
transformers are required, and the 
lamps used are available in the lo- 
cal electrical supply store. 


a A big advantage of the plastic 
sign, which Neon- Products pro- 
duces under the trade name of 
Plastilux, is that it enables the 
manufacturer to identify a great- 
er number of dealers without in- 
creasing his sign budget, accord- 
ing to Mr. Kamen, since the initial 


tation and installation costs, means 
that more signs can be purchased 
with the same budget. 


Appoints Michael Wardell 

Michael J. Wardell has been 
named eastern regional director 
of public relations of American 
Airlines, making his headquarters 
in New York. 


Englander Boosts Wickline 

Le Roy B. Wickline, sales rep- 
resentative in Los Angeles, has 
been named sales manager of the 
Los Angeles branch of Englander 


cost, plus the savings in transpor- 
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DEarbo 23137 Sy SCREEN PROCESS PRINTING 


“YOUNG IN IDEAS... 
AGED IN EXPERIENCE”... 


Chief Editor Ralston R. Hannas 
heads the distinguished staff of 
Pee Jay's fellow “profeasors.’’ A 
graduate of Rutgers, with 10 years’ 
research experience at New Je 

Agricultural College... his 

— experience in the Poultry 
ndustry qualify him as one of the 
most respected authorities in the 


Dr. Cliff D. Carpenter... 
Pee Jay’s expert on mar- 
keting . . . over 30 years 
in the Poultry Industry, 
an alumnus of Cornell... 
President of the Insti- 
tute of American Poultry 
jatusiey ... @ leader in 
the market of 


SEVENTY-FIVE YEARS of servic 
and daily contact in the ever-ex 


Pe Miss 


Leonore Dunnigan, Pee 
es Jay’s Homemaking Editor. A 
s graduate of lowa State College, 
“. she has written for many leading 
ee women’s magazines... women 
readers look to her for latest de- 
velopments in rural home improve- 
ment, new furnishings, household 
appliances and food preparation. 


I 


: te ei 8 


_. industry established a solid foundation of ex- | 
perience for Professor Pee Jay. Today a staff of 
nationally-known authorities on every phase of © 
poultry information proves to over 500,000 
high-income farmers and chicken rais 


Gilbert Gusler, Pee Jay’s 
market reviewer... a 
former professor of Ani- 
mal Husbandry at Ohio 
State... holds a B.S 
and M.S. degree . . . con- 
sultant for the U.S.D.A. 
Bureau of Markets. 


Tmt Clark St., Chicago 5, Illinois 


536 So. 


Pee Jay’s well qualified 

own...a graduate o 
Nebraska College of Agricult 
Chief of the Bureau of Mark 
Cornell graduate, his informativ 


Poultry Industry. 


4 2 tog. Lite aad Z 


Leslie M. Klevay...one of Pee 
Jay’s noted authors. He writes 
highly informative localized news 
articles on poultry activities...a 
University of Wisconsin alumnus 
with years of hatchery and large and 
small scale poultry farm experience. 


Cc. E. Durst, garden 
orchard expert...a for- 
mer county agent and 
member of University of 
partment... past presi- 
dent of the Illinois Fruit 
Growers Association... 


nding poultry : * ° 


Emil Glaser, Western News Editor . . . 


specialist, operating a large scale farm o' 


E. J. Lawless, Jr., Eastern News Editor... 
sylvania Department of Agriculture. A 
keep Eastern readers up to date on the 


ADVERTISING REPRESENTATIVES 
New York —W. A. Borber & Assoc. 55 West 42nd Street Phone Longacre 4-6630 


and 


llinois Horticultural De- 


rates his own farm near 
mpaign, Illinois. 


turkey raisin 


University of 
ure. 


ets, Penn- 
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Detroit — Hil. F. Best 131 W. Lafayette St. Phone Woodward 2-7298 


Minneapolis — J 
Les Angeles 


— Robt. W. Walker Co. 684 S. Lafayette Pi. 


. P. Maloney Co. 1019 Northwestern Bank Bidg. Phone Atlantic 2229 


Phone Drexel 4388 
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Roadside Signs 
Make New Gains 


after Lean Years 


National Setup Attracts 
Big Companies; Fancier 
Boards Are the Vogue 
WaukesuHa, Wis.—The small 
roadside sign business has come of 


age—on a national basis—and ma- 
jor agencies are making increasing 


PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 


Hare Feuill &- Company 
11 E.WALTON PLACE - CHICAGO 11 


use of this medium for their cli- 
ents. 

A national sales and service or- 
ganization is available mainly be- 
cause Minnesota Mining & Mfg. 
Co., St. Paul, wanted to develop 
the market for a reflective sheet- 
ing widely used on highway safe- 
ty signs. 

The organization is the National 
Advertising Co., with headquarters 
here, and Paul M. Magoon, vice- 
president and general manager of 
Nadco, boasts that his company’s 
array of warehouses, service 
crews, sales and lease representa- 
tives can handle any national ac- 
count, and do it throughout the 
U. S. 


es Until a few years before the 
war, the business of manufactur- 
‘ng, erecting and maintaining small 
highway signs (from 2x4’ to 
10x20’) was mostly in the hands 
of a great many small, local op- 
erators. They were not organized 
to handle business nationally. 
Because of such hazards, road- 
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ALONG ROADS—Two of the standard type of signs installed on roadside locations 
by National Advertising Co. 


side advertising was not recog- 
nized as a suitable outdoor medium 
by established ad agencies. There 
was no such thing as uniformity 
of contracts, design, erection and 
maintenance, except in small areas. 

Some large highway advertis- 
ers, such as Coca-Cola, Burma- 
Shave and Standard Oil, organized 
their own field crews or employed 
independent erectors and, to a 


degree, were successful in main- 
taining highway signs well enough 
to be a credit to their products. 


a At the same time, auto man- 
ufacturers were buying signs in 
large quantities and selling them 
to their dealers. Surveys of severa! 
leading car builders showed, how- 
ever, that, from a lot of 10,000 
such signs, not more than 3,000 


American Type Founders 


que 


200 Elmora Avenue. 


Elizabeth B, New Jersey 


'# iMONT is 


‘Beautiful. A ristocralic 
EGMONT Family 


an Amsterdam 


Continental Type of classic design in modern form that 
sheds grace and glamour on every subject it dresses. In 
three distinct weights, each in a series ranging from 
8 point to 60 point, the Egmont Family presents to 
printers and art directors fresh facilities for distinguished 
typography in both body and display. The companion 
Italics are exquisite and vivacious aad remarkably read- 
able in mass when well leaded. Italics and Swash Capi- 


tals are available in two weights, 8 point to 36 point. 


Write for specimens of the Egmonts 


sampling each of the sizes available. 


actually saw service along the road. 
The rest lay around in dealers’ 
garages and were finally discarded. 

Of the number which were put 
to use, it was shown, about 25% 
were still doing a creditable job 
after only a year; the others had 
been torn down by irate property 
owners (dealers rarely got per- 
mission to erect the boards) or by 
highway departments because of 
ordinance violations. Many signs 
were shot to shreds by playful 
hunters, blown down by storms, 
or otherwise made useless and un- 
sightly. 

Just after the war, Ford Motor 
Co. and its dealers decided to adopt 
a uniform design and attempt a 
dealer identification program on 
a nationwide basis.- It provided 
uniform identification on the high- 
ways, tying together the thousands 
of dealer points and tying the deal- 
er to Ford’s national advertising 
program. The account was han- 
dled by Lee Larson & Co., Wau- 
kesha, and National Advertising 
Co., Westminster, Md. 

The idea proved popular, for 
thousands of signs were sold to 
dealers. 


a By this time the reflective sheet- 
ing made by Minnesota Mining & 
Mfg. Co. had passed the experi- 
mental stage and was widely used 
on highway safety signs. It was 
introduced to advertisers. 

Signs reflectorized with this ma- 
terial, trademarked Scotchlite, were 
offered to dealers, and more than 
95% selected the _ reflectorized 
boards even though the cost was 
slightly higher than for enameled 
signs. Auto men were sold on the 
value of getting attention 24 hours 
a day, impossible with painted dis- 
plays. 

Before long Larson and Nadco 
had sold, erected, and were trying 
oO maintain thousands of signs for 
Ford, Chrysler, General Motors, 
Alemite and many others. The me- 
dium was used in manufacturer- 
dealer programs, direct by. dealers, 
through ad agencies and on a gen- 
eral coverage plan for big adver- 
tisers. 


es But as late as two years ago 
there was no organization with 
financial resources, equipment or 
manpower adequate to serve na- 
tional accounts from coast to coast. 
The Minnesota company, vitally 
interested in seeing its reflective 
sheeting get to market, bought 
Nadco, Larson, Empire Advertis- 
ing of San Francisco, Aristocrat 
Displays of Bakersfield, Cal., and 
United Outdoor of Long Beach, 
Cal. They were merged this fall 
as the National Advertising Co. 

There is a marked turn away 
from the use of signs owned out- 
right by the advertiser, accordin: 
to Nadco officials. Those in th: 
roadside ad business say that suc! 
displays are rarely maintained a 
they should be, hence not on! 
do a poor selling job, but ofte 
bring complaints from _ peop! 
whose aesthetic sense is hurt b 
the sight of shabby, tottering sign 
boards. The customer, admen w! 
contend, is entitled to attractiv: 
well-designed signs, effective!) 
placed and properly maintained 0) 
leased property. 


ws The rapid growth of reflector- 
ized signs led to another attention- 
getter for signs during the day- 
light hours. There has been a ras! 
of displays painted with fluores- 
cent dyes in recent months. Thes« 
definitely get the eye and are ef 
fective, although they lose thei 
magic glow after sundown. 

The industry apparently is bein 
led to fancier signs—reflectorize 
or fluorescent—and away fro 
ordinary painted boards. “Certai! 
ly,” says Mr. Magoon, “that’s t! 
way it is with us. There’s lots “ 
competition for a motorist’s atte! 
tion during the day, and of cour: 
he can’t read an ordinary board « 


night, anyway.” 
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New Census Data 
Gives Facts on 396 
Negro Organizations 


WasHINGTON—Important new 
data on the social and cultural 
organizations of U. S. Negroes be- 
came available last week in a 
special population study compiled 
by the Bureau of the Census. 

The report (Series P-38, No. 1) 
provides the convention date, site 
and chief officer of 396 Negro in- 
terstate and state organizations 
with a total membership of 14,- 
669,373. 

Included in the compilation are 
123 religious organizations, 112 
fraternal, 97 educational, 42 fra- 
ternal (collegiate), 42 profession- 
al, 23 business, 23 welfare, 12 rec- 
reational, and 7 labor. 


s In selecting convention dates, 
Negro organizations showed a pref- 
erence for June. June’s 101 events 
outranked July by 33. August had 
67 conventions. 

About three-tenths of the or- 
ganizations maintain monthly and 
quarterly publications, the com- 
pilation shows. Of the 153 pub- 
lications, 84 are magazines and 
bulletins, 22 newsletters and 47 
newspapers. 

The complete compilation, cov- 
ering 32 processed pages, is avail- 
able from the Bureau of the Cen- 
sus, Washington 25, D. C. 


Underwood Promotes Murtha 

F. M. Murtha, manager of the 
Syracuse, N. Y., branch office of 
Underwood Corp., has been ap- 
pointed director of the sales edu- 
cational department of the com- 
pany, with headquarters in Hart- 
ford, Conn. He joined the company 
in 1944 and in 1947 became an in- 
structor in the sales educational 
department. 


Givner to Gamble-Skogmo 


Joseph Givner, formerly retail 
sales manager of Sears, Roebuck & 
Co. and supervisor of New York 
operations, has joined the execu- 
tive staff of Gamble-Skogmo Inc., 
Minneapolis, as counselor on 
branch store and dealer operations 
in merchandising, distribution and 
field supervision. 


Friday Joins Neilson Co. 

Gordon Neilson Co., Waukesha, 
Wis., agency, has added Mitchell 
Friday, formerly advertising and 
sales promotion manager of Na- 
tional Truck Equipment Co., to its 
staff as an account executive. 


mouTus: 


2,500,000 
J:WISH CONSUMERS 
1 NEW YORK CITY 


Nw York’s vast Jewish segment con- 
ses more than % of all food, drug 
© | household products sold in this 
r «ket. More than % of all retail out- 
' are Jewish operated. To win this 
© up to your product at the lowest 
p sible cost—Joseph Jacobs has spent 

years providing to blue chip adver- 
' «s specialized plans and copy, sales 
F notion and merchandising, full Jew- 
‘Sart services, radio and, now, te’ 
Y on packages. - 
fF JEWISH MARKET INFORMATION 

CALL THE 
JOSEPH JACOBS 


ORGANIZATION 

Je: ch Daily Forward * Jewish Journal « Jewish Dey 

| AST 42nd ST., NEW YORK 17, N. Y. 
MUrray Hill 7-6234 
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Once Again— That “Taboo” Subject: 


Business Publication Circulation 


When I signed off three weeks ago after my comments 
on an advertisement discussing the relative merits of 
Paid versus Controlled Circulations, I sincerely believed 
I was through with the subject. 

However, a second advertisement on the same subject 
by the same sponsor, appearing currently in the adver- 
tising press impels me to further comment. 

The first half of this two-page message emphasizes 
the moral, legal and practical obligations of Paid Circula- 
tion Publishers to their readers. I fully agree with all 
that it says. It is axiomatic. Nobody could, or should, try 
to disprove it, BUT... 

But, I must rise to object when this advertiser says of 
the Controlled Circulation Publisher, “Morally, his ob- 
ligation to give the readers editorial value is only as 
heavy as his good sense and ethics make it, or as his ad- 
vertisers demand, for it is not a direct obligation to the 
reader, but only an implied obligation to the buyer of 
space.” 

We all know that no advertiser will long buy space 
in a publication that isn’t read no matter how widely 
circulated, and that no publication, no matter how widely 
circulated, will be read if it does not possess “editorial 
value”. Neither advertisers nor readers are foolish. 

Also, the statement that a Controlled Circulation Pub- 
lisher “can cut off any one reader—or a thousand of them 
if he wants to retrench—without fear of a single legiti- 
mate squawk.” 

That is literally true. But there are situations where 
this flexibility of Controlled Circulation is an advantage 
rather than a disadvantage to advertisers. Let me cite 
two specific examples. 

In 1942 when physicians were enlisting by the thou- 
sands every week in the Army and Navy Medical Corps, 
MEDICAL ECONOMICS cut its circulation as these en- 
listments came through. Advertising rates were adjusted 
accordingly. These names could have been kept on the 
active list and rates maintained at the expense of our 
advertisers. Our circulation dropped from 136,665 in 
February 1941 to 102,447 in March 1945. 

During the war, we published a pony edition of 
MEDICAL ECONOMICS without advertising and mailed 
it to all accessible Army and Navy physicians and sur- 
geons. Circulation over 15,000. 

When World War II was over, we arranged to furnish 
the Surgeon General’s Office in Washington, at our ex- 
pense, a secretary to keep up-to-date reports on physi- 
cians returning to private practice, and immediately 
added these names to our list. We supplied this informa- 
tion to our government. 

Now, take the case of R.N. a magazine for registered 
professional nurses. At the beginning of World War II, 
December 1941, circulation totaled 102,364. During the 
next three years, names of enlisting nurses were removed 
unless APO addresses were supplied. In spite of this, 
voluntary requests from nurses remaining in active prac- 
tice maintained our list at approximately 100,000. When 
the war ended in 1945, it totaled 97,689. With the return 
of thousands of nurses to active practice starting in 1946 
and the removal of paper and other restrictions, and as 


a result of one announcement that R.N. was again avail- 
able on request, circulation again began to climb and 
reached 150,448 in October 1946. 

Without effort on our part, circulation has stabilized 
at approximately 150,000. This in spite of the fact that 
all readers are required to register at two-year intervals 
giving date and school of graduation, state license num- 
ber, specialty and other information about their pro- 
fessional status. There are 83% renewals, the balance 
of 17% being made up by those who do not reply and 
whose replies indicate they are not eligible. This 17% 
loss is offset by voluntary requests from nurses without 
any solicitation on our part. 

Now let’s consider another pronouncement of “Adver- 
tisement No. 2 of a Series” (on Business Publication 
Circulations) . 

“In justice to the better publishers in the Free-distribu- 
tion field, it should be said that they are not altogether 
happy with this ambiguous arrangement. They would be 
reluctant to abandon their ability to add circulation at 
will, for mere figures are impressive to many advertisers. 
But they are aware that the advertiser expects circulation 
to consist not merely of addressees but of actual readers. 
And they know that this can be achieved only by an 
intelligent editorial service to the reader. Accordingly 
they go to considerable effort and expense in their en- 
deavor to put out well-edited publications.” 

I read that with mixed emotions. 

Believing I am one of the “better publishers” in the 
Free-distribution field, I am flattered, but I am not un- 
happy about an “ambiguous arrangement”. In fact, | 
don’t even know what that is. I surely am aware that 
“the advertiser expects circulation to consist not merely 
of addressees but of actual readers”. I knew that before 
I started publishing. And I know that “this can only be 
achieved by an intelligent editorial service to the reader”. 
But most of all I realize that we “go to considerable 
effort and expense in their endeavor to put out well-edited 
publications”. I ought to with the finished editorial con- 
tent of MEDICAL ECONOMICS costing more than $60 
per page (pocket size) and R.N. more than $50. 

While I am not familiar with all CCA Controlled 
Circulation Publications, I can honestly say I know of 
none that is getting by and making money “with little 
more equipment than a mailing list, a paste-pot-and- 
shears and credit at the printer’s”. And, incidentally, I 
don’t think “credit at the printer’s” is any sin on the soul 
of a publisher. I have given and received both in times 
gone by. 

And, finally, this last one “Genuinely Paid-subscription 
papers—that is, those which can show ABC-auditable 
circulation—have to maintain such standards merely to 
live. In order to prosper they must first meet an obliga- 
tion to the reader which is also their first obligation to 
the advertiser”. 

That seems to me to settle the argument. We, both Paid 
and Controlled Circulation Publishers, must deliver read- 
ers to the advertisers. Does it really matter how we do it? 


Lansing Chapman Publisher 


R.N. 


Controlled Circulation to 150,909 
Registered Professional Nurses 


PHYSICIAN’S DESK REFERENCE 


Published Annually 
Controlled Circulation to 124,796 
Physicians and 3,758 Hospitals 


MEDICAL ECONOMICS 


Controlled Circulation to 
139,198 physicians 


This advertisement was written by Lansing Chapman and entirely financed by Medical Economics, Ine. 
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Expresses Rage at Blame 
Laid at Copywriter’s Door 

To the Editor: I know I speak 
for a great many copywriters when 
I express my rage at the growing 
tendency to blame the poor qual- 
ity of so many advertisements 
square on the head of the copy- 
writer. Dr. Flesch, for whom I 
have tremendous admiration, is 
the latest to do so, according to 
your report of his speech in the 
Nov. 7 issue. 

Copywriters, presumably being 
people, are not infallible. They 
are not more than competent in a 
great many cases. But from my 
own ten years’ experience, plus 
that of my many copywriting 
friends, I am willing to wager a 
day’s pay that about 75%sof weak, 
misleading, dull, or otherwiseg in- 
adequate advertisements « n be 


ment is a reader’s forum. Letters are welcome. 
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blamed on the client. 

Let’s at least be honest and face 
the facts of advertising life. The 
client controls the purse strings; 
the average client believes that if 
he can read and write, he auto- 
matically knows more about ad- 
vertising than any copywriter. 
Sometimes he shows his strength 
by open, blunt refusal to okay any 
part of a given piece of copy. 
More frequently, he nibbles away 
at a word here and a word there 
until the final result is an extra- 
ordinarily unhappy compromise. 

The copywriter is then faced 
with the choice of constantly writ- 
ing for the client’s approval or of 
risking his job by becoming known 
as stubborn and hard to get along 
with. 

Until the copywriter is given a 
true chance to have both the 
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Music for Millions. The B.B.C. Symphony 
Orchestra broadcasts from the Royal Albert | 
Hall, London. Wartime broadcasting turned 
thousands of common folk in Britain into 
serious music-lovers. Today, they flock to the 
concert halls; they listen-in at home; and they | 
read the Radio Times for musical criticisms. 


A British Weekly Magazine 
with Greater Coverage 
than Any in America 


HE idea that everything in America is 

bigger is well-fixed in people’s minds. 
So it delights an Englishman when, for 
once, he can point to something in Britain 
bigger than anything of the same kind in 
America. 

One such phenomenon is the Radio 
Times, a weekly magazine with greater 
coverage than any weekly magazine has in 
America, or anywhere in the world for 
that matter. 

Americans visiting England find this 
journalistic colossus hard to explain. Few 
people, they assume at first, would buy a 
magazine, however interesting or enter- 
taining, whose primary purpose was to 
publish a time-table of radio programmes. 
After all, what are newspapers for? 

But British newspapers, owing to their 
smaller size, do not cover the radio front 
as American newspapers do. They list each 
day’s programmes, it is true, but in small 
type and telegraphic style. And they 
devote very little space to news and gossip 
about radio shows and performers. 

This is not enough for Britain’s millions 
of radio listeners. They want to know 
all there is to know about what is on the 
air. And the Radio Times gives it to them 
in a large weekly dose —a very palatable 
one indeed. 


One in every two 


Into 7,776,982 homes (A.B.C. Jan.-June 
1949) goes the Radio Times every week — 
one copy to every two families. 

It is read by all members of the family — 
by all.ages, all classes, and both sexes. It 


Constant readers fo the number of 16,500,000 


give the Radio Times the world’s record among 


weekly magazines for coverage. Life is read by 
one family in 8 in America; the Radio Times, 
by one family in 2 in Great Britain. 
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British boast. This chart shows how the Radio 
Times covers Gt. Britain, and for the sake of 
comparison, how America’s top magazines cover 
the United States. Which wins ? 


is referred to every day, often many times 
a day, for its list of programmes, complete 
with casts of performers. And it is devoured 
between times for its radio news and 
features. As in America, perhaps more so, 
the public appetite for information about 
radio and television stars and their goings- 
on is insatiable. 


Top of the list 

The power of this giant publication, with 
its hold on people’s sustained attention, 
has not been overlooked by advertisers. 
It heads the media list for practically all 
the really successful personal and house- 
hold commodities sold in the British Isles. 


Among its most loyal advertiser- 
customers are American manufacturers 
with established businesses in Britain. 
Names such as Pond’s, Kellogg's, Parker 
Pen, Gillette, “* Vaseline,” and Hoover are 
as well-known over there as over here. and 
that is partly because they appear regularly 
in the columns of the Radio Times. 

Such advertisers are shrewd space- 
buyers. They know that, at $1.12 per page 
per 1,000 circulation, the Radio Times is 
a good buy. 


RADIO TIMES 


ADVERTISEMENT DEPARTMENT, B.B.C. PUBLICATIONS 
BROADCASTING HOUSE, LONDON, W.1, ENGLAND 


privilege and responsibility for fi- 
nal copy, let’s not blame him for 
the results of faulty thinking im- 
posed on him from above. 
Haze. H. BERRIEN, 
Helena Rubinstein, New York. 


Archie Was Don Marquis’ Pet 


To the Editor: That was a very 
clever quotation from Archie, the 
Cockroach, but ask Alfred C. 
Schwab Jr. to check again on the 
author. Don Quixote may forgive 
him, but I doubt that Marquis is 
willin’. 

J. EVERETT BENNIE, 

Ciba Pharmaceutical Products 

Inc., Summit, N. J. 


To the Editor: (Re: Letter to the 
Editor—“Voice of the Advertiser” 
—from Alfred C. Schwab Jr., ap- 
pearing on Page 50 of ADVERTISING 
AGE, Oct. 17, 1949.) 

Tsk, tsk, Mr. Schwab. Don 
Quixote may well forgive you for 
whatever sins you may wish to 
commit in his name, but on behalf 
of don marquis, author of “archys 
life of mehitabel,” “archy & mehit- 
abel,” and “archy does his part,” I 
hereby recommend that you buy 
a copy of the forthcoming re-issue 
of “the lives and times of archy 
and mehitabel” by mr. marquis 
(Doubleday, 1950). 

And tsk, tsk, to ADVERTISING AGE, 
too. Who ever heard of capitaliz- 
ing our hero’s name? As mr. mar- 
quis points out in one of his in- 
troductory essays, archy the cock- 
roach “writes without punctuation 
because he is forced to use his 
head to butt the keys of the type- 
writer one at a time, and he is not 
able to reach the shift keys of 
the machine in order to make 
punctuation marks or capital let- 
ters.” 

Of course, there was the mem- 
orable day in “archys life of mehit- 
abel” (chapter xiv) when archy 
found CAPITALS AT LAST: 

I THOUGHT THAT SOME HISTORIC 

DAY 

SHIFT KEYS WOULD LOCK IN SUCH 

A WAY 

THAT MY POETIC 

FALL 

UPON EACH CLICKING CAPITAL 
AND NOW FROM KEY TO KEY I 
CLIMB i 


TO WRITE MY GRATITUDE 
RHYME 


After all, Mr. Schwab, how could 
Don Quixote have ever written 


such immortal words as: 
if you will drink 
hair restorer follow 
every dram with some 
good standard 
depilatory 
as a chaser 
—chapter xii, “archy & mehitabel.” 


Frep S. ROSENAU, 
Sales Promotion Manager, 
Doubleday & Co., New York. 
Following “Don” with “Quixote” 
seems to have been doing what 
comes naturally. AA suspects that 
even Mr. Schwab knew better 
about the author of “archy.” 


‘County Fair’ No Giveaway; 
Borden Buys Its Prizes 


To the Editor: I agree with the 
“Eye and Ear Department” that 
Borden’s “County Fair” is a pecul- 
iar type of “catch-all” giveaway 
show. 

It’s peculiar because it isn’t a 
giveaway show. It’s an audience 
participation program. 

We haven’t promoted a prize 
for more than three years. “County 
Fair” buys its prizes; mentions no 
name other than Borden. 

Our stunts are the reason why 
“County Fair” has lasted for over 
4% years without missing a broad- 
cast. 

Besides finding out that young- 
sters don’t want to be President, 
we've also learned that giveaway 
contest winners are unhappy with 


FEET WOULD 


their loot, old dogs can be taught 
new tricks, you can’t punch your 
way out of a paper bag, hot cakes 
don’t sell, a calf can be lifted until 
she weighs 365 pounds, in the 
spring a young man’s fancy doesn’t 
turn. 

We have more. We kid radio on 
“County Fair.” If the “Eye and 
Ear Department” stayed with us 
for a couple of weeks, he’d find out 
for himself. 

HAL Davis, 

Publicity Director, Kenyon & 

Eckhardt, New York. 

e « @ 


Kark's ‘Bandwagon’ 
Cartoons Make a Big Hit 


To the Editor: I was indeed 
pleased to see that television car- 
toon that you republished in your 
Sept. 12 issue. We had 4 lot of 
fun with it at this end, but the 
two jokes, from which we had so 
much response that we decided to 
enlarge them and issue them as 


— 


“Number four's off agein..-” 


promotion matter, are the two 
“sow” jokes that appeared in 
Bandwagon. 

I am herewith enclosing copies 
of these for you to see, and I am 
also sending you under separate 
cover the three current issues of 
the above publications, which I 
hope you will find of interest. 

NORMAN KarRK, 

Editor, Norman Kark Publica- 

tions, London, England. 


Calls ABC Editorial 
‘Objective, Statesmanlike’ 


To the Editor: It is needless to 
say that most of your editorials 
are excellent, but I must tell you 
in writing that I think your ob- 
servation on the annual meeting of 
the ABC in the current issue is one 
of the finest and one of the most 
objective and statesmanlike com- 
ments I have ever read. 

You went right to the core of 
that situation, and the stimulating 
viewpoint in this ecitorial should 
be an inspiration to everyone in 
our business. 

FrANcIS N. McGEHEE, 

Advertising and Sales Manage- 

ment Council, New York. 


ABC ‘Merits Approbation’ 

To the Editor: Thank you for 
your friendly editorial on the Au- 
dit Bureau. 

We who are identified with its 
administration and operation like 
to feel that it qualifies as a good 
example of the democratic process, 
and I hope that it may continue 
to merit the approbation of Ap- 
VERTISING AGE. 

PHIL THOMSON, 

President, Audit Bureau of 

Circulations, New York. 


Syracuse U. to use AA 
Case Histories in Ad Course 


To the Editor: I am in the pro- 
cess of collecting case histories to 
be published in mimeographed or 
printed form for teaching purposes 
in undergraduate classes studying 
advertising. The case histories 
which I am collecting are similar 
in nature to those developed by the 
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Harvard Graduate School of Bus. 
iness Administration, but are pr>- 
pared specifically for the unde -- 
graduate student. 

Up to the present time, I have 
secured all my materials throu :) 
personal interviews with busin«c ss 
concerns. In reading ADVERTISI \c¢ 
AcE, however, I have noted a nuin- 
ber of articles dealing with t.< 
advertising experiences of varicus 
types of companies which would 
make excellent case histories. In a 
number of instances, such artic’ es 


it’s easier to 
make hay here 


@ “We’re a-wantin’ to help 
ya with hay makin’ in these 
here parts.” And here is 
how The Portsmouth Times, 
plus plenty of good, old- 
fashioned hard work, like 
pitching hay, will give you 
what you want—a lot of 
new customers who will stay 
with you. 


now over 24,500 and our line 
rate is a bargain at 9c. Get 
out your map. Cincinnati is 
110 miles away; Columbus, 
93 miles. This is one of the 
very few high-earning, high 
producing markets that is 
practically isolated. Last 
year our food bill here 
topped $24,000,000. That’s a 
lot of groceries. 

If you would like to get 
an accurate measuring stick 
to help you judge our work. 
write today for a list of case 
histories of things we have 
done for dozens of manufac- 
turers. It’s FREE. It’s going 
to give you a brand new 
idea of what that old corny 
word, “‘cooperation,”’ cat 
mean. 

Repeating the comme'cial 
—just write two words, 
“Case Histories” on you! 
letterhead and sign )0u! 
name. The material wi!! > 
sent by return mail—F!'£E 

My time is your time \ 1? 
you want something ©  n¢ 
in Portsmouth. 


OUR 7 PAPERS 


@ CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-S! ® 
@ SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, Inc 
@ MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REVIEY 


® PORTSMOUTH (OHIO) TIMES 
@ SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 
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del with highly interesting ma- 
te ial which would fit well into my 
ba sie outline. 
am writing to inquire whether 
yo. would be willing to grant me 
bl nket permission to reprint in 
w! ole or in part such articles as 
have already appeared or as may 
appear in pages of your publica- 
tion. Where it seems advisable in 
orcer to adapt the article for class- 
room use, I should also like your 
permission to paraphrase articles 
fron your publication. In every 
case, I would, of course, give full 
credit to the author and to your 
publication for materials used. 
Those of us in the educational 
field believe that your practice 
of publishing articles in case his- 
tory form represents an outstand- 
ing service to students and teach- 
ers of advertising. It is for the 
purpose of making these materials 
more widely available to students 
and teachers for classroom use 
that I am requesting your permis- 
sion to reprint or paraphrase in 
the manner outlined above. 
JAMEs D. Scorrt, 
Professor of Marketing, Syra- 
cuse University College of 
Business Administration, Syra- 
cuse, N. Y. 


‘Come and Get It' Head 
Has a Strong Pull 

To the Editor: It isn’t very often 
that I concede any merits to news- 
paper advertising. But here’s one 
case that just plain cannot be de- 
nied. 

I saw it in the Nov. 1 Chicago 
Sun-Times. On Page 19, the en- 
closed ad for Liberty Loan Corp., 


COME TO LIBERTY FOR 120 TO 1500 


Berrew on Sign. Cer or hold Goods 
TAKE UP TO 20 MONTHS TO REPAY 
You'll Receive Quick, Courteous Service 


LIBERTY LOAN 


cenrenation 


HERES | TEESE 
=e oe [= 6 Milweunee 


headed as you see, “how to get 
money fast...” 

On Page 17 of the same edition, 
same paper, proof that the head- 
line worked. A news story: “Two 
gunmen got away with more than 
$2,000 in a Loop rush-hour stick- 
up Monday at the Liberty Loan 
Corp., 40 N. Dearborn.” 

If that isn’t “how to get money 
fast,” I’ll swallow a spot announce- 
ment before every meal. 

JOHN C, DRAKE, 

Director, Sales Promotion and 

Publicity, Station WLS, Chi- 

cago. 

ee @«e 


Disogrees with Harshe’s 
Det nition of Publicity 
T. the Editor: In reading Page 


12 .f your Oct. 17 issue, we are 
imp lled to write you with re- 
Sar to the editorial written by 
Wil am R. Harshe, entitled “Pub- 


licit Redefined.” 

V » make no claims to being ex- 
in the field of public rela- 
In fact we are new here, 

groping for the proper solu- 

However, we do not believe, 

' is gentleman has stated, “that 

1@ sense publicity is public 

ons.” 
| bdlicity is a part of public 

ons, but it is certainly a far 
ty rom being public relations. We 
lik« the definition that “public re- 
lati ns consists of about 90% of 
doi g the right thing in the right 
Wa at the right time, and 10% 
‘. elling about it in the right 


wa at the right time.” In other 
- ls, to influence your public 
] 


ugh reaching the soul of man 
an thereby creating good human 


relations. Certainly it takes more 
than publicity to do this. 

There are no doubt more abor- 
tions committed in the name of 
public relations than probably any 
other catch phrase that has been 
developed. To our way of think- 
ing, merely producing reams and 
reams of publicity releases or 
“handouts,” as some are wont to 
call them, certainly does not con- 
stitute a well-rounded public rela- 
tions program. 

MarvVIN E. NARRAMORE, 
Managing Director, Feed In- 
stitute Inc., Des Moines, Ia. 

e e @ 


Bodin Breathes Defiance! 


To the Editor: Have you the guts 
to publish the news item on this 
page? It is only fair to warn you 
that your response or lack of it, 
will constitute part of a book I am 
doing on advertising. 


(News item exclusive to ADVER- 
TISING AGE until rejected or ig- 
nored for reasonable time) ... 

Edward Bodin, author of the 
book “Give Me Liberty,” recently 
appointed treasurer of Bernarr 
Macfadden Foundation and man- 
aging editor of Physical Culture 
Magazine, was cornered by some 
of his advertising friends who 
said: “Don’t you know, Bodin, you 
are working for a crack-pot who 
is blacklisted by drug advertis- 
ers, cigaret and liquor interests 


who make up the bulk of advertis- | 


ing revenue?” 

Bodin replied: “Listen you jelly- 
fish. Bernarr Macfadden is a cru- 
sader, not a pussy-footer. He fights 
for what he believes, something 
you fellows seldom do. He has 
more courage than a man half his 
age. So it’s refreshing to my soul 
not to be controlled by mammon, 
or expedience which weakens the 


body as well as the spirit. 
EpWARD Bonin, 
Treasurer, Bernarr Macfad- 
den Foundation, New York. 


Chalet Owner Promotes 
Skiing at Winter Park 

With the State of Colorado cur- 
tailing its publicity budget to $17,- 
500—one-tenth of 1% of the state’s 
operating expense—Mrs. Preston 
Beaver has decided to come to the 


81 


rescue. 

Mrs. Beaver, who with her hus- 
band operates the Sportsland Val- 
ley Swiss Chalet in Winter Park, 
is spending 12% of her gross in- 
come for advertising to promote 
the general Winter Park ski area, 
which is municipally owned. Ads 
are being used in Holiday, the 
Christian Science Monitor, Rocky 
Mountain News, and half a dozen 
winter sports and skiing enthusiast 
publications. 


range 


100% 


ARTISTS’ MATERIALS - ‘ 


We stock 15 different grades of layout papers. 
One of these must suit your needs. Rag Content; 


the World are our best testimonial. 


* FLAX CO 


DRAWING SUPPLIES 


LAYOUT-MAN’S DREAM 


from highly transparent Tracing paper to 
Rag Bond. Six of the largest agencies in 


176 NORTH WABASH 
esting: Dt, 
"PICTURE FRAMING 


*Yes, in the Salt Lake ABC City Zone, The 
Salt Lake Tribune-Telegram Is Read by More 
Than 9 Out of 10 Families 


Through the pages of The Salt Lake Tribune-Telegram you also 
reach nearly 7 out of 10 families in the Salt Lake Retail Trading 


Zone, and nearly 1 out of 2 families in the entire 4-state “Million 


Market.” This dominant family coverage of the Salt Lake market 
is the result of service to readers, results for advertisers. 


Che Salt Lake 
Crilnue - Celegram 


Nationally Represented by O’Mara & Ormsbee, Inc., 
and Meiropolitan Sunday Newspapers, Inc. 


(Unduplicated) 


June 30th ABC Report 
Shows Highest 
Circulation in History 


118,724 


117,887 


(CJ SALT LAKE TRIBUNE-TELEGRAM DAILY 
Gy THE SUNDAY SALT LAKE TRIBUNE 
(ABC REPORTS) 
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No. 3436. Newest Facts About Iowa 
Radio Audience. 


Prepared for Station WHO, Des 
Moines, under the direction of Dr. 
Forest L. Whan, “The 1949 Iowa 
Radio Audience Survey” is the 
twelfth of these consecutive an- 
nual studies which present a broad, 
detailed, and objective picture of 
listening in Iowa. The survey is 
basically the same as those of pre- 
vious years, in that it covers sta- 
tion preferences, radio ownership, 
actual listening, and types of pro- 
grams; but it also studies radios on 
trucks and tractors, use of radio 
when milking, audience flow by 
quarter hours, multiple radios, etc. 
Maps, charts, and a new appendix 
round out the picture. 


No. 3438. How to Sell the Fruit 
and Vegetable Industry. 

This detailed market data file, 
“The Packer; Market, Readers, 
Publication,” is a comprehensive 
study of the $6,000,000,000 fresh 
fruits and vegetables industry, 
telling what the industry buys and 
how to sell to it. The report de- 
scribes distribution channels, lists 


major purchases of each industry | 


division, and analyzes production 
by states and consumption by 
cities. 


No. 3439. The Coming Boom in 
Sales to Parents. 

In a new booklet, “The Surest- 
for-Sales Mother Market,” Par- 
ents’ Magazine analyzes the con- 
sumption-potential of families with 
children, and shows how the 
“bumper baby crops” of war and 
postwar years will add bulk to 
family buying during the next ten 
years. Market and media data are 


illustrated by charts and diagrams 
throughout, based on figures from 
Starch, Franzen, and U. S. Census 
Bureau forecasts. 


No. 3441. Cashing-in in Colorado. 


In a brochure entitled “Say, 
Here Is Someone You Ought to 
Meet,” Colorado Farm & Rancher 
gives a brief summary of its first 
year of operation, and presents 
latest statistics on farm income 
and its sources in the state. A ten- 
year table shows the progress curve 
of farm and ranch income in Colo- 
rado since 1939. 


No. 3442. Easy Way to Exhibit at 

Shows. 

“How to Rent an Exhibition 
Display” is the name of the new 
booklet that gives details about 
the “Unipak” now offered by Ivel 
Construction Corp. The “Unipak” 
is an entire display, self-contained 
in its own packing case, available 
on either rental or outright sale 
basis, and delivered straight to the 
show. On arrival, the exhibitor 
simply opens the hasp, swings back 
the panels, and installs his mer- 
chandise. 


No. 3445. Railway Expansion Fore- 
seen for 1950-’55. 

Increasing freight traffic, short- 
er working hours, and urgent re- 
placement needs, all point to a 
five-year boom in sales to rail- 
ways, according to the Simmons- 
Boardman Publishing Corp.’s new 
brochure, “Outlook for the Multi- 
Billion Railway Market.” The 
study covers the outlook for roll- 
ing stock, maintenance of way, 
shop equipment, communications, 
office machines, and much more. 


Note: Inquiries for items listed above will not be serviced beyend Jan. 2. 


Readers Service Dept., ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted) 
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OBSCURE SPECIALIST 
GETS JOB OFFERS 


This little story has to be told in gen- 
eral terms to preserve confidential in- 
formation, but its moral may prove 

rofitable to you: A man with certain 
Righly specialized qualifications of lim- 
ited applicability wanted to get into 
the agency business. He was earning 
$7,000 in another business. As the result 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he got 
two offers from agencies—one at $9,000 
from a small agency, another at $11,000 
from a big agency . . . mighty fine div- 
idends from a $20 investment. Maybe 
this will suggest something to you— 
who knows? 


cord 


multiple 


or cord discounts .on 


" P : ed: 4 
insertions ond space over 5 


inches apply on display 


HELP WANTED 


A-V-E-N-U-E 
Creative Personnel for 
Advertising and Publishing 
55 E. Washington, Chicago. AN-3-1490 
Copy Writer 
Opportunity 
If you write better than average adverti- 
sing, this can be a worthwhile opportuni- 
ty, for you. You'll have an advantage if 
you also know something about farm life 
and can advertise to farm folks, but this 
experience is not essential. We want, most 
of all good imagination and ABILITY TO 
WRITE. Write fully about yourself, giving 
age, educational and business background. 
Your letter will be treated in strict 
confidence and no reference contacted un- 
less we interview you. Address: 
Box 2780, ADVERTISING AGE 


ADVERTISING AND PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash FR-2-0115 Chicago 
CAN YOU DRAW A COW? 
Creative-minded individual who can do 
layouts, lettering, some finished art (ac- 
tually an art director) wanted by large 
agricultural supply organization in mid- 
south. Work includes newspaper, maga- 
zine, adv., posters, direct mail, point-of- 
purchase, miscellaneous. 
Box 2782, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


We Want to Hire 

another SUCCESSFUL salesman. The best 
Direct Mail salesman we can find in Chi- 
cago. A man under forty with at least 
five years practical experience in selling 
both creative and mechanical services. Our 
personnel know of this ad. Write in de- 
tail for interview. 

Box 2785, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


WIDE OPEN 

ART DIRECTOR OPPORTUNITY 
Required: Top layout talent and creative 
imagination PLUS administrative skills 
needed for A to Z direction of all lay- 
out and art requirements. Aggressive, suc- 
cessful, and growing advertising agency. 
Starting oppartuni*; good - eventual re- 
wards in direct m potion to your con- 
tribution. No spot fo: the inexperienced, 
but if you have a coming cub under your 
wing we'll consider nim, too. What have 
you done, for whom have you done it, 
what's your price? 

Box 2789, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WANT TO MAKE 

A CHANGE? 

If you are now an asst. ad mgr. with ma- 
jor appliance experience; if you feel 
you're “standing still”; if $5,000 a year 
sounds like a good starting salary... let 
us hear from you. Mfr. with national dis- 
tribution, located in a N. W. Chicago sub- 


urb. 

Box 2793, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
WANTED 
Advertising manager who also would do 
selling for small but well-established pub- 
lication in New York. Splendid oppor- 
tunity for right man, State age, experi- 
ence, references, salary. 

Box 2795, ADVERTISING AGE 

1l E. 47th St., New York 17, N. Y. 


SPACE SALESMEN 


For more than 6 years this book, covering 
the industrial markets, has been sold 
without space men. 


We are now ready to put on the right men 
in Chicago, New York, Boston, Detroit, 
Cleveland, possibly Philadelphia, Cincin- 
nati, and St. Louis. 


All of the ground work has been done... 
the proof of coverage, readership and 
pulling power are facts supported by 
factual records and advertiser’s claims. 


If you are intelligent, experienced and 
really know your business and want to 
tie in with a potentially good money mak- 
ing sheet, contact us in confidence. No 
objections to one or two non-competing 
books. Write: 
Box 2797, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
MIDWEST PUBLISHER 
requires space man for Eastern territory 
and to work out of New York office. Par- 
ticularly good opportunity for a proven 
producer. Prefer man experienced in in- 
dustrial distribution or in commercial 
refrigeration field. 
Box 2799, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


HELP WANTED 


~ SALES PROMOTION ASSISTANTS | 
Food, Drug or Appliance experience. Un- 
der age 35. Excellent oppor. Salaries - 


$4500 - $6000. 
SHAY AGENCIES 
30 W. Washington Chicago 2, Ill. 


POSITIONS WANTED 
Accountant-Auditor-Office Mgr. 
Experienced in all advertising proced- 
ures. Now available. Recémmendations 
from large agencies and other previous 
Geeteves. Box 3455, Mdse. Mart, Chicago, 
Ill. 


I'M AVAILABLE—for the right spot. 
Can boss a budget, create national cam- 
paigns, complete promotions for distri- 
butors and/or dealers, handle sales pro- 
motion, sales training; sit in the client’s 
seat---or the agency’s. 

Box 2781, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


WASHINGTON TO NEW YORK OR N E 
Asst Acct Exec multi-million dollar ac- 
count wants north. Excellent copy back- 
ground all media. Comprehensive agency 
exper. Present important - future more so. 
Box 2783, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


TOP FLIGHT public relations, publicity, 
promotion, advertising executive with 20- 
year business, industrial, labor back- 
ground available. Thorough knowledge 
printing, publishing, agency procedure. 
College, 48, wide contacts, go anywhere 

Box 2784, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Commercial Artist-8 yrs experience 
Newspaper and Dept Store art. Layout or 
finished - Fashions and line drawings. 
Box 2787, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Vice President 
Copy - Contact - New Business 
If you are looking for a $25,000 producer 
with top 4-A agency copy head, contact 
and new business experience, heavy or 
package goods, this executive is ready to 
handle and develop important accounts for 
you. Has complete new business plan, bas- 
ed on research, offering improved mass 
market products, new products and intri- 
guing new copy appeals to America’s lead- 
ing advertisers. Extraordinary opportuni- 
ties for rapidly developing large appro- 
priations via Glass Wax-Toni promo- 
tion formula. If you have ambitious plans 
for your agency, you'll like this practical, 
factual, convincing agency executive. To 
arrange meeting, write: 
Box 2802, ADVERTISING AGE 
11 East 47th St., New York 17, N. Y. 


LAYOUT MAN 
Thoroughly experienced in all types of 
layout and lettering. Agency and art stu- 
dio background. Will consider Chicago or 
Milwaukee area. $7,000 minimum. Age 32, 
married. 
Box 2791, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
RESEARCH EXECUTIVE 
Top-flight marketing research director 
seeks new position with progressive or- 
ganization. Wide experience, unquestioned 
ability, age 40. For complete resume, write 
Box 2796, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ART DIRECTOR 
WANTS BROADER FIELDS 
Capable and above all dependable to an 
outstanding degree. Presently held back 
as Associate Art Director in large dorm- 
ant agency. This young fellow has climbed 
the ladder pocketing know-how all the 
way. (Art school-lithograph poster artist- 
newspaper staff artist-free lance artist- 
art director for small agency-four years 
associate art director for. present agncy.) 
Now handling newspaper and magazine 
campaigns, posters, car cards, billboards, 
booklets, house organs, etc. Present dut- 
ies include layouts, direction of photo- 
graphy, art buying, and typography, fin- 
ished art, retouching (in a jam), and 
some client contact.. Searching for long 
range opportunity. Can relocate. New 
York or New England preferred. Married, 
references. Available after reasonable no- 
tice to present employer. 
Box 2798, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
Excellent Admin. & Prod. Asst. Inspires 
respect & cooperation. Attractive fem. 
Box 2800, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
14 YEARS EXPERIENCE 
Topflight Advertising and Sales Promotion 
man desires challenging opportunity in 
progressive company. University gradu- 
ate, age 38. Single. Now located Chicago 
but willing to relocate. Resume of ex- 
perience furnished on request. 
Box 2801, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, lL 
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POSITIONS WANTED 


PUBLISHERS: A hard-hitting assistant , 
a top-notch mag-section, newspaper, box « 
or mag. publisher. Experienced in man - 
gerial controls, bus. admin., office mn - 
ment, printing production, advertising a: 4 
circulation, Was Production Mgr. ard 

e 


Ass’t to Pres.-Publisher of Nowada 
Magazine-Section until firm closed. A;e 
26. Married. Attended Bryant & Stratt ; 
and Northwestern. 

Box 2788, ADVERTISING AGE 


15 yrs. exp. as research consultant a: 

expert on wide range of res. problen 

Extensive business and agncy backgroun 
Box 2790, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


“Star Pitcher” 

NY: $48,000; CHI: $42,000 
Account Executive - Now directs millio: 
in national billing. Would bid relucta 
90-day farewell to lovely friends in th 
old line “first division” agency and ki 
my long-time satisfied clients good-bye 
to sign as manager, coach or player with 
a more pennant-minded team in a bigge: 
faster ball park. If steady delivery under 
fire pays off at your World Series box- 
office, better check the league standing 
of this available “20 Game Winner”. Can 
report early for Spring training. 

Box 2758, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


HAND LETTERING 
Brush lettering at $1.50 a word. 
Box 2803, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED _ 


PUBLISHER’S REPRESENTATIVE 
For Chicago territory, Cleveland terri- 
tory, Jacksonville (or Tampa) to cover 
Gulf States, Dallas (or out of Biloxi, 
Miss.) to cover Dallas territory. Pub- 
lisher of food and marine trade papers. 
Immediate opening, full-time or part- 
time, for experienced, aggressive, proved 
record publisher’s representative or trade 
paper advertising space salesman. In 
your reply, telling full story, past ex- 
perience by years, educational back- 
ground, include snapshot or photo, com- 
pensation arrangement. 

Box 2792, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


eo 


. . 


- MISCELLANEOUS 


OFFICE SPACE AVAILABLE 
Advertising agency has generous-size, 2- 
window private office to sub-let. Vene- 
tian blinds, drapes, carpeted, glass-block 
walls, completely furnished with ex- 
ecutive desk, chairs, lamps. Switchboard 
service. $125.00 per mo. 

Box 2794, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


HUMOROUS CARTOONS—Mats or proofs. 
Monthly service, or from stock. Nominal 
cost. Write for samples. Special cartoons 
and illustrations drawn to order. CAR- 
TOON SERVICES, 4616-A Laurel St.,Bell- 
aire, Tex. 


- FEINE AGRICULTURAL ART 
John Andrews 1504 Dodge, Omaha, Neb. 
FREE SAMPLES, READY-TO-USE ART 
Thousands of smart line drawings by top 
artists, less than 5¢ each. Thrifty for 
a gp Write for free samples & cur- 
rent release on approval. Volk, Bo 
Atlantic City, N. J. een 
vr a. 
Space and Equipment 
Small advertising and art offices, com- 
pletely equipped. 400 sq. ft., desirable 
Chicago loop location, $500. Rent $115 
mo. Available Dec. 1. 

Box 2786, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


SIGN & OUTDOOR 
ADVERTISING SALESMAN 


Well known Philadelphia firm has openin 
in this territory for a sincere, quentive 
sales representative. Position consists of 
selling wall and bulletin sign painting, 
and painted spectacular displays. This is 
an interesting Mp oehemes A A man capa- 
ble of assuming responsi ility, can build 
a career with a secure future. 


Box 7493, ADVERTISING AGE 
11 East 47th Street, New York 17, N.Y 


OUTDOOR ADVERTISING 
SALES REPRESENTATIVE 


If you have the right contacts you «0 
add substantially to your income by p! 
ing accounts on our plant in Philadelp!) « 
We serve some of America’s leading ; 
vertisers with painted and spectacular ¢ 
plays. A limited amount of your time c:' 
bring liberal returns. 


Box 7494, ADVERTISING AGE 
11 East 47th St., New York 17, N.Y. 


WANTED 
REPRESENTATIVES FOR MEXICO’'S 
LEADING INDUSTRIAL AND 
CONSTRUCTION MAGAZINES 


‘Industrial’, ‘‘Modern Construction’’ and ‘‘) °- 
ing & Oil’ magazines, oldest published and 
standing in Mexico require aggressive repres 
atives in largest industrial and export center \5 
U.S.A. Good profits for experienced men. VW ‘¢ 
for full details to: Publicaciones Rolland, S 4¢ 
= Plaza de la Republica No. 6—408, Me © 


YOUR CLASSIFIED 


WILL GET RESULTS 


ADVERTISEMENT HERE 
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Quiz No.4 


How much does it cost 
per can to advertise the 
leading brands of soup? 
Is it 1¢? 2¢7 3¢ per can? 


Angers 1: coots os than 1/206 
per can to advertise the big-name brands 
of soup. 
That's only half the story. Advertising 
lowers your cost two ways: 
Cuts the selling costs. And by helping make 
mass production possible, lowers the produc- 
thon costs, too. 
So advertising saves you many times that 
1/30¢ per can. 


Ee ee 


DO YOU KNOW?—This is Quiz No. 4 in 
the Advertising Federation of America’s 
12-ad series to promote better public un- 
derstanding of advertising. It reports that 
the cost of advertising big-name brands 
of soup is less than 1/30c per can. 


GM Promotes Grenda 


Herbert P. Grenda, on the pub- 
lic relations staff of General Mo- 
tors in New York, has been ap- 
pointed regional manager of pub- 
lic relations of the Detroit region, 
which includes Pontiac, Toledo and 
Defiance, O. He succeeds Leroy E. 
Cowles, who has been named pub- 
lic relations director of General 
Motors Truck & Coach division 
in Pontiac, Mich. 


Two Join Campbell-Mithun 


Ben Larsen, formerly art di- 
rector of McCann-Erickson, Min- 
neapolis, has been appointed an 
art director in the Minneapolis of- 
fice of Campbell-Mithun. Law- 
rence B. Dunham Jr., formerly 
with Benton & Bowles, New York, 
has joined the account executive 
staff of the agency. 


*Indicates new listing in this column. 
Nov. 28-29. Associated Business Publi- 


cations, ABP Clinics of 1949, Biltmore 
Hotel, New York. 

Nov. 29-Dec. 2. Outdoor Advertising 
Association of America, 54th annual con- 
vention, Hotel Book-Cadillac, Detroit. 

*Dec. 2. American Public Relations 
Association, annual meeting, Hotel Wash- 
ington, Washington, D. C. 

Dec. 5. American Association of News- 
paper Representatives, annual meeting, 
Detroit. 

Jan. 23-25, 1950. Newspaper Advertis- 
ing Executives Association, annual con- 
vention, Edgewater Beach Hotel, Chi- 
cago. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 


conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 
and exhibit, Point of Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 
York. 

May 14-17, 1950. National Newspaper 
Promotion Association, annual conven- 
tion, Schroeder Hotel, Milwaukee. 

May 31-June 3, 1950. Advertising Fed- 
eration of America, 46th annual conven- 
tion, Hotel Statler, Detroit. 

June 29-July 1, 1950. National Industrial 
Advertisers Association, annual con- 
ference, Hotel Biltmore, Los Angeles. 

*Sept. 18-21, 1950. Financial Public Re- 
lations Association, 35th annual conven- 
tion, Hotel Statler, Boston. 

*Oct. 9-11, 1950. Central regional meet- 
ing, National Newspaper Promotion As- 
sociation, Indianapolis. 


Karsted is Media Director 


Glenn, Jordon, Stoetzel Inc., Chi- 
cago agency (formerly Evans As- 
sociates Co.), has named Ray C. 
Karsted as media director. 
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Adds Television Production 


Clark & Rickerd, Detroit, has 
expanded its facilities to include 
television production, with Ed 
Trahan in charge. New television 
accounts to be handled by Mr. 
Trahan include: Citizens’ Mutual 
Automobile Insurance Co.; Grates 
Pontiac; Fisher & Record Motor 
Sales; Donaldson Motors, and the 
Chicago television wrestling show 
for Walker Motor Sales. 


Groshells Buy ‘Record’ 


Mr. and Mrs. Edward W. Gro- 
shell of Chicago have purchased 
the Record, Snoqualmie Valley, 
Wash., a weekly. Mr. Groshell 
was formerly on the northwest 
public relations staff of General 
Motors Corp. Mrs. Groshell was 
formerly on the editorial staff of 


| Esquire and Coronet. 


Laundry Men Told 
of Vast, Untapped 


Customer Potential 


Kansas Crry—Despite the rapid 
growth of self-service laundries, 
commercial laundries still have a 
vast untapped potential, accord- 
ing to a survey released here at 
the annual meeting of the Amer- 
ican Institute of Laundering. 

The survey, sponsored jointly by 
the institute and Procter & Gamble, 
showed that while 39% of Amer- 
ican families now use laundry 
service, only one out of seven 
non-customers has been solicited 
by laundry routemen. And only 
one out of four customers has 
been similarly solicited. 

The self-service laundries have 
increased in popularity since 1947, 
when a similar survey was made. 
Today, 8% of urban families use 
the self-service stores, as com- 
pared to 5% two years ago. 

According to the report, how- 
ever, the novelty of self-service 
appears to be wearing off, and 
“women have been discovering that 
self-service laundries are far less 
economical and time-saving than 
they had at first supposed.” 


a The facts contained in the re- 
port, in brief, are: 

There are 25,500,000 urban fam- 
ilies in the laundry market, 1,- 
000,000 more than in 1947. 

Women start using laundry ser- 
vice because doing their own wash- 
ing is too much work or because 
they have no washing machine. 

Customers who leave a com- 
mercial laundry usually do so be- 


cause of poor quality, because of |” 


pri-e, or because their complaints 
ha\e not been handled satisfactor- 


ven Tie in With ‘Good 
An erican Home Program’ 


oven national advertisers have 
Sig’ ed contracts with Ted Bald- 
wi Ine., New York, for participa- 
to for one year in the “Good 
An rican Home Program” which 
M: Baldwin has developed. The 
mal public relations campaign 
‘s homes, home furnishings 
accessories, home appliances 
some food products, and is 
sored nationally by the Na- 
| Retail Lumber Dealers As- 
tion and United States Sav- 
and Loan League. 

inufacturers who have agreed 
‘0 | articipate are Yale and Towne 
Mf Co.; Ruberoid Co.; The Best 
Fo is; New York Wire Cloth Co., 
Di all Screens Division; Lockport 
Co on Batting Co., Insulation Di- 
Vis on; Standard Coated Products 
Cc »., a division of Interchemical 
5 ., and Decorative Cabinet 


Jamison has something on his mind... 
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men in town, has plenty on his mind. 


sell more time—the right time—either 


to them or for them. And the fact that 


any Weed and Company representative 


can do the same lets us today do more 


business for our clients (advertisers and 


broadcasters alike) than ever before.” 


san francisco . 


boston . 


chicago ° 


atlanta 


As a matter of fact, our Mr. Jamison, one of the brightest young 


Although he is much more salesman than statistician, he has a 
a ready fund of facts and figures on the broadcasting business 


that is the envy of many a representative twice his age. 


“I look at it this way,” he will tell you. “There is nothing secret 
about most of the information I carry around in my head 

(where I can always find it). Most of it is available in various 
standard or special sources of information. The rest you can 

get for the price of a phone call to the right man. But the point 
Bye is this: when an advertiser or a broadcaster wants information, 
he is very likely to want it fast. And the man who can give 

him the most information fastest is the man who is serving him 
best. Radio representation, as you know, is a service business. 

We don’t actually own anything but the furniture—Spot Radio, 


the product we sell, we sell for somebody else. 


“The fact that my clients appreciate this fast service helps me 


radio and television 
station representatives 


new york -e 


detroit 


° hollywood 
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Eastman Memorial 
Museum Dedicated 


in Rochester, N. Y. 


Rocuester, N. Y.—The George 
Eastman House, new photographic 
institute containing historical and 
contemporary photographic equip- 
ment, and pictures, was opened 
here Nov. 9. 

The museum of photographic 
science opening featured a panel 
discussion on photography by Ed- 
ward Steichen, director, photo- 
graphic department, Museum of 
Modern Art, New York; John G. 
Nulder, president, Photographic 
Society of America, and Earl. L. 


You Can Sell PREMIUMS 


© this 20-Million-Dollars-a-Year Market. The 

newspapers, magazines, farm papers and period- 

icals buy over 20-million dollars worth of circu- 
lation-promotion prizes and remiums a fae & 
Circulation Management—the only circulation trade 
YOUR key to this market. Let us tell 


jourt 
specs sh CIRCULATION 


: ior 
Circulate’ Buna ah 
Managemen 53 W. Jackson Bivd. 
Chicago 4, Ill. 


Sponable, president, Society of Mo- 
tion Picture Engineers. 

Also, Charles G. Clarke, pres- 
ident, American Society of Cin- 
ematographers; Col. George W. 
Goddard, chief of the photographic 
laboratory, engineering division, 
Air Force Air Materiel Command, 
Dayton, O.; Dr. Douglas A. Spen- 
cer, past president, Royal Photo- 
graphic Society, England, and Dr. 
Marcel Abribat of the French Pho- 
tographic Society. 


Best Foods Launches Drive 


Best Foods (Canadian) Ltd., To- 
ronto, through F. H. Hayhurst Co., 
Toronto, is promoting Nucoa mar- 
garine in Canadian dailies. Two- 
color ads will appear in one week- 
end paper, together with a 15-min- 
ute program over one Toronto sta- 
tion and spot announcements on 
seven stations throughout Ontario. 


Little Joins Transitads 


Vaughan Little has been named 
a national representative of Na- 
tional Transitads, with headquar- 


ters in New York. 


Benny Leads Pulse 
Sept.-Oct. Ratings 


New YorK—Lucky Strike’s Jack 
Benny was top man on Pulse Inc.’s 
program ratings for September 
and October. The list covers lis- 
tening in Cincinnati, Boston, New 
York, Los Angeles, Washington, 
Chicago and Philadelphia. 

The leaders: 


Jack Benny (Lucky Strike), CBS............ 19.0 
Lux Theater, 


Mystery Theater (Molle), CBS 
Godfrey's Talent Scouts (Lipton's), 


My Friend, Irma (Pepsodent), CBS........ 11.6 
Stop the Music (Old Gold, Speidel, 


gs. RS a ee ee 10.8 
Suspense (Auto-Lite), CBS........................ 10.7 
Inner Sanctum (Bromo-Seltzer), CBS..10.7 
Mr. D. A. (Bristol-Myers), NBC.............. 9.7 


Daytime favorites: 
Arthur Godfrey (Toni, Gold Seal, Na- 
tional Biscuit, Wildroot, Chesterfield), 


RE EE SE, he Sree 8.4 
Our Gal, Sunday (Anacin), CBG................ 9.9 
x lS SS 7.7 
pn A, Lo —_ ER 7.6 
Helen Trent (Whitehall), CBS.................. 7.5 


Ma Perkins (Oxydol), CBS....................... 15 


Grand Slam (Continental Baking), 

i ieckthdnctatecingcndrcdnabesiendgibnanphesetnasneontin 7.5 
Guiding Light (Duz), CBS..................0. 7.1 
Aunt Jenny (Spry), CBS...............-cccsssesere 7.1 
Wendy Warren (General Foods), CBS....7.0 
Young Dr. Malone (P&G), CBS................ 7.0 

On the Saturday-Sunday day- 
time list: 

The Shadow (Grove, Delaware, Lack- 
awanna & Western Coal Co.), MBS......7.4 
Grand Central Station (Pillsbury), 


ER ae ES Pees. 8 Se 6.9 
True Detective (Williamson candy), 

SIT ssiichcieiiiaiiriiacisemeashittentinilas pciiimiaie tiiedihitiaiane dl 6.6 
Theater of Today (Armstrong), CBS....6.6 
Junior Miss (Lever Bros.), CBS................ 6.4 


Stars Over Hollywood (Armour), CBS....5.9 
Let’s Pretend (Cream of Wheat), CBS....5.6 
Give and Take (Toni), CBS........................ 5.0 
Martin Kane (U.S. Tobacco), MBS........4.8 
House of Mystery (General Foods), 


— 4.7 

Average quarter-hour sets-in- 
use of 23.0 was up slightly over the 
figure of 21.9 for the preceding two 
months. 


250,000 SETS GET 
10 N. Y. TV SHOWS 


New YorK—The average tele- 
vision home in New York had the 
set turned on two hours and 48 
minutes nightly during October, 
A. C. Nielsen Co. reports. 
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The second Nielsen report 01 
television shows all top ten T’ 
shows with more than 250,00) 
homes per telecast. The lé&ade., 
“Texaco Star Theater,” average j 
557,000 homes tuned in during the 
four weeks covered. 

Program favorites, as listed by 
Nielsen: 


Texaco Star Theater, NBC ......:......000....74.9 
Toast of the Town (Lincoln-Mer- 

a RE oa oT 526 
Godfrey’s Talent Scouts (Lipton’s 

tea), CBS oA 1 
Fun for All (Buick), NBC .000........000006 34 0 
Philco Playhouse, NBC o..........:cccccecccesseees 32.3 
Fireside Theater (Procter & Gam- 

AR eRe, Ee 36.1 
The Goldbergs (Sanka), CBS ................ 38.0 
Suspense (Auto-Lite), CBS ....................... 37.7 
I I nites 36.4 


Calvacade of Stars (Television 

Drug Store Productions), DuMont .35.3 

During the telecast time of the 
above programs, the number of TV 
sets in use ranged from 65.8 to 
83.2%. Radio usage, in video 
homes, ranged from 5.1 to 12.2% 
while the TV leaders were on the 
air. 


GODFREY NO. 2, 3 


NEw YorK—The competition 
still shows no signs of catching up 
with Milton Berle, according to 
Pulse Inc. teleratings, covering 
programs in seven cities during 
October. 

The list of leaders (in New 
York, Boston, Washington, Cincin- 


nati, Philadelphia, Los Angeles, 
Chicago): 
Texaco Star Theater (with Berle), 
ES i eS ee eae 61.5 
Godfrey's Talent Scouts (Lipton’s), 
ES ae RE 46.6 
Godfrey and His Friends (Chester- 
SE 39.6 
The Goldbergs (Sanka), CBGS................... 38.2 
Toast of the Town (Lincoln-Mercury), 
0 GE ESS Ces Sk eR, eT 37.1 
Stop the Music (Admiral, Old Gold), 
eaidheeintitacitidininnidintinssasiatineacsitiinstitatimeaages 32.1 
Fireside Theater (Procter & Gamble), 
BBS ht A ere: OEE EROS A 31.3 
ie eC 28.1 
Studio One (Westinghouse), CBS............ 28.0 
Philco Playhouse, NBC............ccc0scs000000. 27.5 


Harry Abrams to Resign 
from Book-of-the-Month Club 


Harry N. Abrams, advertising 
manager of Book-of-the-Month 
Club, New York, plans to resign 
early in 1950 to start his own pub- 
lishing business, specializing in 
art books. He will continue with 
BOTMC as a member of the board 
and a consultant. 

Oscar Ogg, presently art direc- 
tor, will succeed him as advertis- 
ing manager. It also was announced 
that John O’Connor, president of 
Grosset & Dunlap, was recently 
elected a director of the club. 


Spalding Issues Book 


A. G. Spalding & Bros., Chicopee, 
Mass., manufacturer of sporting 
goods, has issued a new policy book 
called “Confidence.” It tells of 
trade and dealer relations and com- 
pany policies, emphasizing adver- 
tising and sales support for its 
products. 
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l\averiisimg Age, Novembde , 1943 


National Nielsen-Ratings of Top Radio Shows 


Week of Oct. 2-8, 1949 
All figures copyright by A. C. Nielsen Co. 


urrent Previous 
Rank Rank Program 


Homes Current Points 
(000) Rating Change 


EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3.692) (9.4) (41.0) 


1 1 - ~¢ SFr: 8, 22.7 —15 
2 8 Jack Benny (CBS, Lucky Strike) ................ 8,013 20.4 +5.1 
3 * Charlie McCarthy (CBS, Coca-Cola) ............ 7,306 18.6 . 
4 2 Arthur Godfrey's Talent Scouts (CBS, Lipton) ....7,228 18.4 —0.9 
5 * Amos 'n’ Andy (CBS, Lever Bros.) .............. 6,756 17.2 * 
6 6 Fibber McGee & Molly (NBC, S. C. Johnson) ....6,717 17.1 +0.8 
7 4 My Friend, Irma (CBS, Lever) ............005- 6,521 16.6 —0.2 
8 12 SN cic acco cadesewen's 6,521 16.6 +2.1 
9 10 Inner Sanctum (CBS, Emerson) ................ 6,481 16.5 +17 
10 16 People are Funny (NBC, Raleighs) .............. 6,246 15.9 +2.2 
ll 13 Mystery Theater (CBS, Sterling Drug) .......... 6,167 15.7 +13 
12 3 Mr. Kéen (CBS, Whitehall) .................. 6,089 15.5 —2.6 
13 ll Mr. & Mrs. North (CBS, Colgate) ............ 6,010 15.3 +0.8 
14 ad ee CD SE ED occcccpecacocvenccess 5,971 15.2 * 
15 14 ee ee I I. Ba cdi as cabecsrevss 5,814 14.8 +0.9 
16 9 Crime Photographer (CBS, Toni Co.) ........... 5,578 14.2 —0.9 
17 26 Gene Autry Show (CBS, Wrigley) .............. 5,460 13.9 +2.1 
18 22 Dr. Christian (CBS, Chesebrough) .............. 5,421 13.8 +16 
19 15 Walter Winchell (ABC, Kaiser-Frazer) .......... 5,224 13.3 —0.4 
20 49 Our Miss Brooks (CBS, Colgate-Palmolive) ....... 5,224 13.3 +5.4 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) rAd (6.8) ty 
1 2 87 . 


Counter-Spy (ABC, Pepsi-Cola) ..............4. 4, 12.4 +3.0 

2 4 SG EN eae Sd ew evns ccnauiadges ov 4,478 114 +3.5 
3 1 Lone Ranger (ABC, General Mills) .............. 4,203 10.7 +0.8 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,003) (5.1) (+0.2) 
1 1 Arthur Godfrey (CBS, Liggett & Myers) ......... 3,810 9.7 +15 
2 7 Se Wee a ND cSnncccccccceccons 3,221 8.2 +1.0 
3 10 Arthur Godfrey (CBS, Nabisco) ................ 3,142 8.0 +10 
4 2 Romance of Helen Trent (CBS, Whitehall) ........ 3,142 8.0 —0.1 
5 5 Wendy Warren (CBS, General Foods) ............ 3,103 7.9 +0.6 
6 12 Aamt demmy (CBB, Lever) 2... ccc ccc cc ccccccces 2,985 7.6 +0.6 
7 & My True Story (ABC, Sterling) ................ 2,985 7.6 +0.4 
8 4 Right To Happiness (NBC, P&G) .............. 2,946 7.5 —0.1 
9 3 Pepper Young’s Family (NBC, P&G) ............ 2, 7.5 —0.3 
10 6 Young Widder Brown (NBC, Sterling) ............ 2,946 7.5 +0.2 
ll 49 Straight Arrow (MBS, Nabisco) ................ 2,946 7.5 +3.6 
12 13 When A Girl Marries (NBC, General Foods) ...... 2,868 7.3 +0.4 
13 16 Stella Dallas (NBC, Sterling) ................. 2,868 7.3 +0.5 
4 23 Arthur Godfrey (CBS, Gold Seal) .............. 2,789 7.1 +12 
15 18 and 6. i vabenssoccesvecs 2,671 6.8 +0.4 


DAY, SATURDAY 
1 


(AVERAGE FOR ALL PROGRAMS) (2,121) (5.4) (—0.3) 
596 


1 Armstrong Theater (CBS) .........cceecsccces 4 11.7 +1.7 

2 4 St Ge Gs, ED cb ve nveactvdeeescocs 3,771 9.6 +1.0 
3 5 Let’s Pretend (CBS, Cream of Wheat) .......... 3,653 9.3 +13 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,296) (3.3) (0.0) 
1 1 True Detective Mysteries (MBS, Williamson) ...... 4,478 114 +2.2 

2 2 Shadow (MBS, DL&W Coal-Grove Labs.).......... 3,850 9.8 +10 

3 4 House of Mystery (MBS, General Foods) .......... 2,985 7.6 +0.7 


*Shows not rated on previous Nielsen-Rating report. 


Sperry Names Graham 


Sperry Products Inc., Danbury, 
Conn., has named Hugh H. Graham 
& Associates, New Britain, to han- 
dle its advertising, effective Jan. 1. 
Sperry provides rail testing service 
to railroads and manufactures in- 
dustrial instruments and equip- 
ment. 


CKY Begins Operation Soon 


CKY, a new 5,000-watt station 
in Winnipeg, Man., will begin com- 
mercial operation Dec. 5. Lloyd 
Moffat, managing director, former- 
ly operated Station CKBI, Prince 
Albert, Sask. 


Aldrich Names Reimers 


Larry L. Aldrich & Co., New 
York dress manufacturer, has se- 
lected Carl Reimers Co., New 
York, to handle advertising in 
fashion magazines. Douglas D. 
Simon Advertising previously serv- 
iced the account. 


Cohen, Goldman Ups Hess 


Walter W. Hess Jr., who has 
been with Cohen, Goldman & Co., 
New York, men’s clothing manu- 
facturer, for the past 18 months, 
has been appointed the company’s 
advertising and sales promotion 
manager. 


1-2-3 evidence of New Orleans 
Times-Picayune leadership . . . 


FIRST 


U.S. morning weekday newspaper in 


DEPARTMENT STORE 


LINAGE first 8 months 1949 


SECOND 


U.S. morning weekday newspaper in 


RETAIL DISPLAY 


LINAGE first 8 months 1949 


THIRD 


TOTAL ADVERTISING 
LINAGE first 8 months 1949 


Source: Media Records. 


ONCE AGAIN the New Orleans Times-Picayune stands 
near the top in retail display linage for morning newspa- 
pers (only one other U. S. morning newspaper carried more 
during the first 8 months of 1949)... 

And department store linage—The Times-Picayune 
carried more during the period than any other U. S. morn- 
ing newspaper. . . 

There's the profit-minded endorsement of retail ad- 
vertisers. . . close to the market, close to the media. . . 
keen to advertising results! 

Now take the evening New Orleans States in retail 
advertising . . . once again you find endorsement in the 
market itself. Since 1940 The States has gained more than 
2,000,000 lines of retail advertising. . . 

Both The Times-Picayune and States, so successful for 
New Orleans advertisers, are available to you at one low 
cost . . . geared to give your product |-2-3 impetus in 
a going-places market! 


Ask Jann & Kelley, Inc., Today! 


Total Circulation 


M&E ....-..-++- 270,636 Sunday ..........281,710 


3 Months Ending March 31, ‘49 


U.S. morning weekday newspaper in 


Milline rates as low as 188 MGE... 1.95 Sunday 


Wew Ohleand 


TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS MARKET 
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Liquid Carbonic Ups Jetford 


J. A. Jefford, assistant manager 
of the central region, has been 
named central regional manager 
of the soda fountain division of 
Liquid Carbonic Corp., Chicago. 
He has been with the company 
since 1919. 


Mrs. Schmidt Joins Brookes 

Mrs. Marion Schmidt, formerly 
with Reliance Mfg. Co., Chicago, 
has joined Brookes & Sons Co., 
Chicago printer. 


Home 


Equipment 


Over 970,000 men of sub- 


stance and character are Elks. 


These readers of The Elks 
Magazine want and are able 
to buy substantial comforts 


and conveniences. 
68.9°% own their homes. 


With a median annual com- 
bined family income of $5,- 
472.33, they are financially 
able to buy your home equip- 


ment. 


YOU'LL SELL IT... 
IF YOU TELL IT IN 


THE 


MAGAZINE 


NEW YORK - CHICAGO 
DETROIT - LOS ANGELES 


Be 


New BofA Studies 
Stress Variations 
in Regional Buying 


New YorkK—As new proof that 
“All business is local,” the Bureau 
of Advertising, ANPA, has released 
the first ten of a continuing series 
of studies of “Regional Variations 
in the Home Purchases of Con- 
sumer Goods.” 

The initial ten-part release in- 
cludes data in these classifications: 
Cooking oil, margarine, pet food, 
dog ownership, laxatives, alkaliz- 
ers, dentifrices, facial tissues, hair 
preparations and shampoos. 

The bureau said all studies will 
be issued in the form of folders of 
four or more pages, with maps and 
charts showing the distribution of 
population, home consumption of 
the particular product, and the 
purchase rate on a_ per-family 
basis. Figures are derived from 
data assembled by Industrial Sur- 
veys Co.’s National Consumer 
Panel. 


w The bureau said that “it be- 
comes increasingly clear that while 
some regions may soar to the top 
of the U. S. as consumers of certain 
types of products, it almost invari- 
ably happens that the areas which 
rank low in the consumption of 
some products rank up toward the 
top in the consumption of others.” 

Cooking oils are cited as a good 
example of these “vivid contrasts’; 
the Pacific region, with the same 
family population as the South- 
east, consumed about five times 
as much as the Southeast. The 
actual score: Pacific area, 23% of 
the U.S. total; Southeast, 5%. 

Leading areas in consumption of 
other products include: 

Facial tissues: Northeast (New 
England plus upstate New York), 
24.9% of the country’s total. 


Pet food: Northeast and Pacific 
regions, each with slightly more 
than 16% of the total consumption, 
measured in pounds (The dog pop- 
ulation per 1,000 families, how- 
ever, is greatest in the Southeast 
and South Central states). 

Laxatives: Eastern (Pennsyl- 
vania, New Jersey, Maryland and 
Delaware), 14% of the national 
total, measured in dollars. The 
Southeast has 12.8%. 

Dentifrices: Eastern, 13%, meas- 
ured in dollars; Northeast, 11.4%. 
On a per-thousand-families basis, 
New York City rates as a region 
all by itself, and tops all others. 

Officials said the new studies 
will be supplied to advertisers and 
agencies through BofA member 
newspapers and their representa- 
tives, not the bureau. 


Bulova to Market 
‘Academy Award’ Watch 


The Academy of Motion Picture 
Arts and Sciences has voted ap- 
proval of a contract licensing Bulo- 
va Watch Co. to manufacture an 
“Academy Award” watch, initial 
market appearance of which is 
scheduled to coincide with the next 
“Oscar” competition in March, 
1950. 

Under the terms of the agree- 
ment, the academy will receive at 
least $125,000 over a four-year 
period, in return for the use of the 
name and the exclusive right to 
reproduce the academy’s award 
of merit statuette in all advertising 
pertaining to this particular series 
of watches. 


Council Pushes Heritage Drive 


The Advertising Council, New 
York, has sent more than 7,000 
newspaper ad kits to dailies and 
weeklies throughout the country, 
for use on or before Nov. 24 in sup- 
port of the council’s American 
Heritage campaign. Foote, Cone & 
Belding, Chicago, is the volunteer 
agency on the drive. 


The Tribune. 


a and you can find it in Metropol- 
itan Oakland, 3rd largest market on 
the Pacific Coast. Consumers spend 
more than ONE BILLION DOLLARS 
yearly in Metropolitan Oakland—and 
they are guided in their purchases by 


Tribune advertising really pays— 
greatest home-delivered daily city cir- 
culation in Northern California. 


IS WHERE 
YOU FIND 
|: oe 


Oakland. 202 Trib une | 
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~CRESMER & WOODWARD, INC. 
Representatives Including Sunday Magazi 
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Needham, Louis & Brorby, Chicago agency, received one of severa 
citations presented by the National Society for Crippled Children anc 
Adults during its annual convention in New York. V.P. Erwin Miessler 
accepted the award, which cited the agency for its radio help and fo: 
counsel on the Easter Seal campaign during the past three years. . 

H. Jack Lang, president, and Alvin B. Fisher, v.p. of Lang, Fishe: 
& Stashower, Cleveland, found plenty of good autumn golfing a: 
French Lick, Ind. . . Edith M. Miller, on the staff of Life in New York 
was married Nov. 18 in Longmeadow, Mass., to J. Robert Montgomery 
Jr., assistant export manager of the plastics division, Monsanto Chemi- 
cal Co... 

Robert H. Rolfs Sr., founder and president of Amity Leather Prod- 
ucts Co., West Bend, Wis., and his bride, the former Mrs. Marty Kunzel- 
mann, have returned to West Bend after an extended honeymoon ir 
Europe. They were married in Notre Dame Cathedral, Paris, in 
August... 

Now combing New York for an apartment are Mr. and Mrs. Sanford 
Kohrman. Mrs. Kohrman is the former Elaine Schwartz of Point of 
Purchase Advertising Institute. . . 

George McMillan, now a free lance writer who handled the news 
end of war advertising for the Advertising Council, has written “The 
Old Breed,” a history of the First Marine Division. Published Nov. 10 
by the Infantry Journal Press, the book has illustrations by Rolland G. 
James, art director of Geyer, Newell & Ganger. . . 
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FRIENDLY COMPETITORS—Evidently the Southern California Association of Ad- 
vertising Agencies is succeeding in one of its major objectives, that of getting 
agency people together on a friendly basis. This scene is a recent get-together 
of agency principals on the yacht of Jack West, West-Marquis Inc., in the Los 
Angeles harbor. Left to right, back row: Howard Ehrlich, Abbott Kimball Co., Kai 
Jorgensen, Hixson & Jorgensen; Mrs. Ehrlich; Mrs. West; Mrs. LaVene; Jack West; 
Mrs. Hixson; Paul Jordan, The Jordan Co. Front row: Mrs. Jordan; Bob Hixson, 
Hixson & Jorgensen; and Lee Ringer, Lee Ringer Advertising, president of the 
association. 


A red-headed son was born to Jim Logan, red-headed announcer 
at WWCO, Waterbury, Conn., Oct. 30, just 17 minutes after a red- 
headed cab driver picked up the Logans at their home. The police 
claim the cab went through four red lights, but arrival at the hospital 
was made by all, including the baby. . . 

Bruce Barton, chairman of the board, Batten, Barton, Durstine & 
Osborn, is heading the publicity committee for the Salvation Army's 
70th Anniversary appeal. Mr. Barton is the originator of the Salvation 
Army’s slogan, “A man may be down, but he’s never out”. . . 

James Shenfield, son of Lawrence L. Shenfield, president of Doherty, 
Clifford & Shenfield, was married to Clare Thompson at the Church of 
St. James in Bronxville Nov. 5... Phyllis Bien of Sherman & Marquette, 
New York, and Peter J. McGovern of Young & Rubicam, New York, 
exchanged wedding vows Nov. 6. They plan to live at London Terrace 
following their honeymoon. . . 

Edwin L. Zellner, assistant account executive, and Lenore Reiter, 
of Hirshon-Garfield, New York, have announced their engagement and 
are planning a trip down the middle aisle in the very near future. 

Charles A. Webb, publisher of the Asheville Citizen and Times, o! - 
served his 84th birthday on Nov. 4. The anniversary celebration was 
quiet family affair because Mr. Webb is convalescing from a serious i! 
ness in Memorial Mission Hospital. Congratulatory messages includ: 
one from President Truman. . . . 

John C. Morse, executive v.p. of Dan B. Miner Co., Los Angeles, h: + 
taken on another job with his election to the board of governors of t! 
southern California chapter of the Four A’s. He’s also a member of t! 
Four A’s national research committee. . . The engagement of Barba: 
Fox, of the copy staff of Sterling Advertising Agency, New York, ° 
Leonard R. Harris, publicity director of Prentice-Hall, has been a: - 
nounced. . . Oct. 29 was the wedding day of Robert D. Wood, sa! 
service manager of KNX, Los Angeles, and Nan Harwell. The new! - 
weds took a trip to northern California following the Hollywood cer 
mony... Margery Batt, copywriter in her father’s St. Louis ad agen: . 
Joseph H. Batt Co., has announced her engagement to Malcolm Steiner 

Comedian Bob Hope, who is California distributor of DuM« 
television receivers, has been elected honorary president of the N 
tional Television Dealers Association. . . A portrait of T. E. Bran . 
president of Braniff International Airways, was placed in the Oklaho 
Hall of Fame, Oklahoma City, on Nov. 4, following a testimonial lun: 
eon attended by members of the Oklahoma City Chamber of C« 
merce and state officials. The luncheon followed by one day the 1 
anniversary of the incorporation of Braniff Airways which, two y« 
earlier, had opened the first passenger-carrying service in the Sou 
west, between Oklahoma City and Tulsa... 

Philip L. Graham, publisher of the Washington Post, has been elec 
to the board of trustees of the Committee for Economic Developm: ‘| 
thereby becoming an appointee to the CED’s research and po! 
committee. . . 
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| The Creative Wan Corner 


It remains a mystery 

to this Corner why ihe 

é: advertisers who use the 
women’s service publi- 
cations don’t take a tip 
from the editorial pages 
—which, so far, seem to 
r have been fairly suc- 
cessful in attracting a 


multi-million audience 
of interested females 
looking for concrete 
tips on how to do 
things. 

There are some in- 
teresting facts con- 
tained in this Prell ad 
—such as, for example, 
the fact that “light- 
meter tests” prove 
Prell leaves your hair 
more radiant. It doesn’t 
take much imagination 
to envision how the 
beauty editors of any 
of the women’s ser- 
vice publications would 
have handled this. It 
certainly didn’t take 
much imagination to 
handle it the way it ap- 

. pears in the ad. 

What’s wrong, after 
all, with copying the 
editorial format of the 
magazine in which ari 
advertisement appears? 
The folks who buy the 
magazine buy it, after 
all, for the editorial 
matter—not the adver- 
tising. Anything wrong 
with that? 


‘Tron Age’ Issues 1949 
‘Basic Marketing Data’ 


Publication of a revised 1949 
edition of “Basic Marketing Data 
of the Metalworking Industry” has 
just been completed by Iron Age. 
This is the second edition of the 
postwar census of the metalwork- 
ing industry, and includes several 
hundred metalworking plants not 
previously coded. 

The market study is in three 
volumes. The first covers the in- 
dustry on a national basis, the sec- 
ond is made up of state break- 
downs, and the third is based on 
industrial areas. 


57,600 TV Sets in St. Louis 


The Union Electric Co. of Mis- 
souri has reported that there are 
57,600 television receivers in- 
stalled in the KSD-TV, St. Louis, 
area as of Nov. 1, of which 53,600 
are residential installations and 
the remainder in public places. 


Prescott Goes to Denver 

Bill Prescott, formerly account 
executive and radio-TV represent- 
ative of Bishop & Associates, Los 
Angeles public relations organi- 
zation, has joined Ball and David- 
son Advertising, Denver, in the 
same capacity. 


When you advertise in a specific 
Haire Merchandising Magazine, you 
reach your prospect when he’s 
“minding his business!” Men and 
women in major merchandising fields 
consistently buy and read _ specific 
Haire Publications for authoritative 
reports on trends and developments 
in that field. Addressing your pros- 
pects through the Haire line-of-least- 
resistance, you're driving straight 
down the fairway to sales. 


@HAIRE. Specialized Merchandising Publications 


HOUSE FURNISHING REVIEW * HOME FURNISHINGS MERCHANDISING 
CROCKERY AND GLASS JOURNAL * LINENS ANDO DOMESTICS * CORSET 
AND UNDERWEAR REVIEW * INFANTS’ & CHILOREN’S REVIEW * 


HANDBAGS AND 


FASHION ACCESSORIES 


* LUGGAGE 4& 


GOODS * NOTION @ NOVELTY REVIEW * COSMETICS & TOILETRIES 


published by Pitman Publishing 
Corp., New York. The book con- 
tains 312 8x11%” pages and sells 
for $8. A new feature this year ih- 
cludes the stories behind the de- 
velopment of the winning entries, 
told by the award winners. 


Green ta Johns-Manville Art Annual Is Issued 

Ernest =). Green, recently with The “28th (1949) Annual of Ad- 
G. M. Basford Co. in a copy and/vertising and Editorial Art,” the 
contact capacity, has joined the volume which reproduces all the 
sales promotion department of| exhibits shown at the annual na- 
Johns-Manville Corp., New York, | tional exhibition of the Art Direc- 
as a senior copywriter. tors Club of New York, has been 


LEATHER | 


NA RE PUBLISHING COMPANY +1170 BROADWAY + NEW YORK 1. NEW YORK | 
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Here 1s the Pot of Gold 


at the End of the Rambow 
or HYGEIA Advertisers 


pectP7e, 


For ADVERTISING 


In PUBLICATIONS 


AMERICAN MEDICAL 
Go. at 
Soci qw© 


“IT MUST BE GOOD... It’s marked 

with the A.M.A. Identifying Emblem.” So goes 
the comment by Mr. and Mrs. Health-Wise 
Consumer—the men and women who can 
“afford” the products that contribute to healthful, 
comfortable living. They know the value 

of the Emblem. 


As a Hygeia advertiser, you are entitled to the 
use of the A.M.A. Identifying Emblem in 
collateral advertising and on labels of food, 
footwear, cosmetics, kitchenware and a thousand 


other adjuncts to healthful living. 


Your product is entitled to the prestige with 
which consumers everywhere regard the good 
merchandise “Accepted for Advertising by 

the American Medical Association.” That 
acceptance, and the wider, more profitable market 


it opens to you is available when you 


ADVERTISE YOUR PRODUCTS IN HYGEIA 
and 
FOLLOW THROUGH WITH THE A.M.A. 
IDENTIFYING EMBLEM. 


Ask us about a Hygeia advertising #4 imoe “ 
program for your product NOW! a 
ce oe 
‘~_ 


MAGAZINE 
OF THE 


AMERICAN MEDICAL ASSOCIATION 
535 NORTH DEARBORN + CHICAGO 10, ILLINOIS 
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Life of Competition 
Is Cooperation, Say 
Photoengravers’ Ads 


Cuicaco—Objective of the Chi- 
cago Photoengravers Association’s 
first advertising campaign is to 
convince users of photoengraving 
services that letterpress printing 
still has a definite place in adver- 
tising, direct mail and pub:ication 
printing. 

Beginning this month, the as- 
sociation will run a series of six 
350-line ads in advertising bus- 
iness publications, on a monthly 
basis. 

The association is convinced that 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented nationally — 
by Burn-Smith Co., Inc 


letterpress printing has a case. Ads 
will play up the cooperation be- 
tween association members in ex- 
changing ideas for improving ef- 
ficiency and quality. 

At the same time, copy insists 
that “the 33 members of the Chi- 
cago Photoengravers Association 
are frankly and openly competi- 
tive.” 

This combination of cooperation 
and competition, the campaign im- 
plies, gives customers of associa- 
tion members a better product at 
a better price. 


GE Advances Alexander 


L. K. Alexander, assistant man- 
ager of the receiver division, has 
been named manager of the mar- 
keting services division of the elec- 
tronics department of General 
Electric Co., Syracuse, N .Y. 


Joins Boston Agency 

Phyllis H. Dakin, formerly with 
Jordan Marsh Co. and several ad- 
vertising agencies, has joined Bad- 
ger & Browning & Parcher, Boston, 
as fashion coordinator and copy 
executive. 


SIGNS WITH BUCHEN—John C. Pankow, sales director, Detroit-Michigan Stove Co., 

chairman of the national committee for LP-Gas promotion, signs an agreement with 

the Buchen Co., Chicago, to handle the advertising phase of national promotion by 

the liquified petroleum gas industry. Witnesses (left to right) are Jock McDonald, 

Buchen vice-president; James Robertson, account executive; and Robert E. Borden, 
committee secretary. 
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Advertising forms for Flair’s 


first issue 

close December | 
on the stands 
late in 

January 1950 


Flair is the new Cowles 

monthly magazine by the publishers 

of Look and Quick. Flair offers to 

makers of the best products a 

single market of the best people, 

united in an aristocracy of taste, 
conditioned and qualified for 

the best of everything. For complete 
advertising information, address Flair 

In New York... 

488 Madison Avenue, Murray Hill 2-8730 
In Chicago... 

333 N. Michigan Avenue, Central 6-8127 
In San Francisco... 

R. Chaffee, 3010 Russ Bldg., Yukon 2-3541 
In Los Angeles... 

R. Chaffee, 707 S. Broadway, Vandike 6448 
In Paris... 

7 Place Vendome, Opera 57-94 


The best things... che first things...the smart things... in a single magazine 


Griffin Polishes 
Up Reporters for 
Tulsa-Aggie Game 


TuLtsa—Thanks to a stunt tha 
caught on, newsmen who coverex 
the annual gridiron battle betwee: 
Oklahoma A. and M. College an 
the University of Tulsa have bee: 
wearing a lot of Griffin shoe pol- 
ish. 

The promotion got under wa) 
when the United Press ran a Still- 
water, Okla., dispatch reporting; 
that A. and M. athletic official: 
had worked out a “special play’ 
for newsmen. Because one of thx 
press boxes lacked an elevator, A 
and M. offered free shoeshines to 
all newsmen attending the Nov. 5 
game. “Quanah Parker, Stillwater’s 
shoeshine star and sports exper', 
will carry the brush and polish 
for the Aggies,” said the UP. 

John Henry, sports director for 
KVOO, Tulsa, couldn’t pass up that 
chance. He wired the Aggies that 
Griffin Mfg. Co., Brooklyn, would 
furnish all the polish needed for 
the game. Henry plugged the pro- 
motion preceding Griffin spots in 
the morning, and three nights a 
week on Griffin’s “Sports Call” 
program. 

With an ample supply of Grif- 
fin’s ABC polish, Parker handled 
his assignment well and, in ad- 
dition, passed out 85 cans of polish 
to visiting newsmen and sports- 
casters. (The game was a 13-13 
tie.) 


Roto Copy to Push 
Butter Kernel Corn 
Throughout 1950 


MINNEAPOLIS—Full-color, 1,000- 
line rotogravure advertisements 
are being used by Minnesota Con- 
solidated Canneries Inc. to pro- 
mote its Butter Kernel corn. 

The insertions are scheduled to 
run in ten cities, beginning this 
month and continuing through 


1950. 
Roto copy features large color 
photos of Butter Kernel corn 


topped with melting butter under 
a heading, “drenched with flavor.” 

Body copy will play up the “ker- 
nel test.” Readers are invited to 
cut a kernel in half to check the 
full-bodied quality. Other com- 
pany products, including peas, peas 
and carrots, succotash and Pump- 
kin Pi-Mix also will be mentioned 
in each ad. 

Newspapers on the list include 
the, Cleveland Plain Dealer, Des 
Moines Register, Detroit News, I- 
dianapolis Star, Los Angeles Times, 
Minneapolis Tribune, Philadelphia 
Inquirer, Pittsburgh Press, St. Pai! 
Pioneer Press and the Washingt«n 
Star. 

Retailers will be supplied w' ! 
posters, display pieces and a co-.)p 
advertising program. 

Campbell-Mithun Inc. directs t 


~ 


© 


}account. 


Two Name Erwin, Wasey 


Erwin, Wasey of Canada, 1 - 
ronto, has been appointed to ha - 
dle the advertising of Domini. 
Magnesium Ltd., producer of hi: 
purity magnesium metal, us) § 
business papers. The agency a! 0 
has been named by Light Allo’s 
Ltd., fabricator of light me ! 
parts and consumer products. | - 
rect mail and trade publicatic ‘s 
will be used. 


Jordan Opens PR Company 


George C. Jordan, formerly p' 
jic relations director of Olmste: 
Foley, Minneapolis, has opened 
own public and employe relatio 
publicity company at 717 Natic 
Bldg., Minneapolis. 


—_—inmn ws 


Hargreaves Agency Moves 


Hargreaves Advertising Age / 
has moved from 519 N.W. Park . 


to the Graphic Arts Bldg., 102 N 
Ninth St., Portland, Ore. 
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We Oey Eve Riiguilted Engung Coualely 
MIR TS - SPORTSWEAR - PAJAMAS - SHORTS. « THES - SCARVES « HANOKERCHIE 


FEATURES ‘OSCAR’—Ads for Forsyth 
shirts, appearing in Canadian daily and 
weekend papers, magazines and business 
papers, tie up with the “Men’s Wear 
Oscar” awarded by dealers to John 
Forsyth Ltd. for the “best creative styling 
job in the men’s furnishing field.” Vickers 
& Benson, Toronto, is the agency. 


Starrett's TV Page 
Offers Set Buyers 
New Party Booklet 


New YorK—Moving to give its 
dealers a big sendoff for the 
Christmas selling season, Starrett 
Television Corp. on Nov. 13 ran a 
full-page color ad in The American 
Weekly. It featured a coupon offer 
of a booklet on how to entertain 
with “21 terrific television par- 
ties.” 

The pamphlet, which includes 
suggestions for party decorations, 
invitations and menus, as well as 
games and contests, is typical of 
the sort of merchandising aids 
Ray-Hirsch Co. has planned for 
Starrett during the company’s first 
year of nationwide promotion for 
its television sets. 

One of the most popular mer- 
chandising gimmicks, from dealers’ 
reports, has been the warranty 
album. Presented to every set buy- 
er, this album includes, in addition 
to the usual written guarantee, a 
7” record made by Elliott Martin, 
director of customer activity at 
Starrett. Mr. Martin tells the new 
set owners why they can be proud 
of their receivers and urges them 
to let Starrett dealers know if they 
have any problems with the sets. 


s Starrett sales for this year—the 


company’s third as a TV set maker 
—have reportedly exceeded all ex- 
pectations. The manufacturer’s dis- 
tribution has been expanding con- 
stantly. 

Sales and advertising meetings 
have been held regularly during 
re-ent months to determine dealer 
re.ction to the company’s adver- 
us ng and merchandising program. 


Ho § Are you getting 


all you want of the 


_$250,000,000 


(ANNUAL BUYING) 
—GOLF MARKET ?. 


Get full facts from 


GOLFDOM 


JOURNAL OF THE WHOLE BUSINESS 


| GOLFing & 


NATIONAL PLAYERS’ Jimi 


a 


MAGAZINE 
Chicago 5 


Starrett’s big advertising effort 
in 1949 has been in magazines, 
with the current campaign run- 
ning in 11 publications. Blueprint 
advertising plans for 1950 indi- 
cate newspapers may be added to 
the media list. All newspaper copy 
is being placed cooperatively this 
year. 


Iola Issues Type Manual 


B. D. Iola Co., New York, has 
issued a larger edition of “Stream- 
lined Copy-Fitting,” which shows 
more than 1,350 foundry, Linotype, 
Intertype, Monotype and Ludlow 
type faces in sizes 4 to 24 points. 
Included is a character counting 
gage, which scales elite and pica 
typewritten copy, agate lines and 
number of lines of body type. The 
manual is available at $4.95. 


Videodex Signs Crosley 


WLW-T, WLW-C and WLW-D, 
television stations owned by Cros- 
ley Broadcasting Corp., have sub- 
scribed to Videodex rating and 
program analysis service, a product 
of Jay & Graham Research Organi- 
zation, Chicago. 


Egan Appoints Picard 


Frank W. Egan & Co., Bound 
Brook, N. J., has appointed Picard 
Advertising Co., New York, to han- 
dle its business paper, direct mail 
and publicity campaigns. The Egan 
company designs and manufactures 
machinery for the paper convert- 
ing and plastics industry. 


St. Paul Adclub Elects 


E. T. Holmgren has been elected 
president of the St. Paul Adver- 
tising Club, which was recently 
made a member of the Advertis- 
ing Federation of America. Other 
officers are: A. M. Niemeyer, vice- 
president; Carroll Brown, treas- 
urer; and K. C. Lindley, secretary. 


Sarra Appoints Rex Cox 


Rex Cox, who for the past two 
years has operated his own edu- 
cational and commercial film pro- 
duction service, has joined the 
creative staff of Sarra Inc., Chi- 
cago, film producer. He was pre- 
viously with Walt Disney Produc- 
tions for 11 years. 


oe 


REPLY-O LETTERS 


will do your selling job 


J More Effictently 
/ Less Expensively 


AY 


The Reply Is ;* 
In the LETTER 


"On poarollel test - 
Reply-O vs. regulor 
letter — Reply-O Let- 
ter gave us 26% more 
on ao $3.50 offer."’ 


NATIONAL ADVERTISERS SAY: 


"Results of Reply-O Letter 
Direct Mail to business and 
professional men — 96,000 
Reply-O Letters; 25,700 re- 
plies; $17,843,000 volume 
of new business." 

George Kelley, Director of 
Sales Publications New York 
Life Insurance Company 


THE REPLY-O PRODUCTS CO. + 150 W. 22nd ST. « NEW YORK 11, N.Y. 


was saved. 


At 4:00 p.m., Friday, September 23, 1949, 
Henry Dupre, MC on WWL’s popular “Down 
Beat”’ show, broadcast an urgent appeal for 
blood donors in an attempt to save the life of 
Mrs. Nelle Cook of New Orleans. 


At 4:22 p.m., Lt. Col. Frank J. Culley, com- 
manding officer of the Second Battalion, 505th 
Parachute Infantry, stationed at Eglin Field, 
Florida, telephoned WWL. “‘How many do you 
need?” he asked. Four hundred men in Lt. 
Col. Culley’s command had volunteered to help 
the aged Mrs. Cook in her fight for life. 


At 7:20 p.m., Friday, eleven husky para- 
troopers of the 505th landed at the New Orleans 
Airport and were taken to Mrs. Cook’s bedside. 
Thanks to their contribution Mrs. Cook’s iife 


400 Paratroopers Answer WWL Appeal 
for Blood Donors—To Save a Life 


Listener-response is the measure of the success 
of any radio station, and WWL listener-re- 
sponse is proved by hundreds of case histories. 


With far greater power 


far greater coverage 


than any New Orleans station. WWL main- 
tains leadership in RESULTS. WWL-time is 


more valuable than ever. 


NEW ORLEANS | 


a DEPARTMENT OF LOYOLA UNIVERSITY 


The Greatest Selling Power 
in the South’s Greatest City 


50,000 Watts 


Clear Channel 


CBS Affiliate 


REPRESENTED NATIONALLY BY THE KATZ AGENCY, IN© 
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U.S. Rubber Promotes Two 


Gregg T. Ward, branch sales 
manager of the footwear and gen- 
eral products division of United 
States Rubber Co., has been ap- 
pointed general merchandise sales 
manager of the division. Glenn 
Allen Lovell, sales manager of 
foam rubber, has been named sales 
manager of manufacturers’ pro- 
ducts. 


Grant & Wadsworth Adds Two 


Marion White, formerly editor 
of The Woman, has joined Grant 
& Wadsworth, New York, as ac- 
count executive and copy assistant. 
Caesar Nicolai, previously with 
Jasper, Lynch & Field, has joined 
Grant & Wadsworth’s art depart- 
ment. 


iS 


THE LETTER SHOP. | 


431 6. Dearborn St., Chicago 5, IHinois 


School Plan Raises 
Insurance Sales and 
Cuts Agent Turnover 


DaLLas—College training in 
marketing essentials can reduce the 
turnover of life insurance sales- 
men and increase both their pro- 
duction and earnings, according to 
A. R. Jaqua, director of Southern 
Methodist University’s Institute of 
Insurance Marketing. 

Mr. Jaqua cites the records of 
more than 600 men who have been 
trained during the past three years 
to support his contention. 

Production and earnings of new 
agents trained in the insurance 
marketing school, he says, are 
about equal to that of men who 
have been selling five years; turn- 
over among graduates is about 
one-third the national average, 
and there is a trend toward the 
elimination of incompetent agents 
in areas where the institute-trained 
men operate. 

Mr. Jaqua headed the first un1- 


versity vocational training pro- 
gram for agents at Purdue Uni- 
versity, which opened in 1945, and 
moved to Southern Methodist the 
following year to direct SMU’s in- 
stitute. 

The training program is “coop- 


erative.” Insurance agents are 
brought to the school for five 
weeks of training within six 


months after being hired. 

After another six months in the 
field, the agent returns to the cam- 
pus for a five-week intermediate 
course. Following an additional 
six months in the field, the agent 
returns to the institute for a final 
two-week course. 


Resort Names Atlanta Agency 


Richardson, Turner & Sanders, 
Atlanta, has been appointed to 
handle portions of the advertising 
of Ellinor Village, a new $5,000,- 
000 all-year resort in Daytona 
Beach, Fla. The agency is arrang- 
ing for radio time and newspaper 
space in all major markets east of 
the Mississippi and is planning a 
public relations and promotion 
program. 
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3 Papers Bar 
Anti-A&P Ad; 
Demos Aroused 


WASHINGTON—Refusal of three 
big Washington dailies to run an 
ad stating the Department of Jus: 
tice’s side in the anti-trust fight 
with A&P brought into the open 
last week resentment in high Dem- 
ocratic party ranks over institu- 
tional copy which is considered 
anti-Truman and anti-Administra- 
tion. 

The ad, sponsored by the Na- 
tional Federation of Independent 
Business, said A&P’s attacks on 
the Department of Justice are 
false. It charged that the food 
chain uses “such vicious, un-Amer- 
ican weapons as boycotts, black- 
listing, price wars and threats.” 


a Prepared by Smith, Bull & Mc- 
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Christmas reminder... 


When you're thinking about what to give 
your business associates, customers, and 


. 


friends, remember this... 


Chances are they'd rather get Four Roses. 


Your favorite retailer will be glad to 
make special arrangements for gift pur- 


chases and deliveries. 


FOUR ROSES 


AMERICA’S FAVORITE GIFT WHISKEY 


Darr is 
os 


FINE BLENDED WHISKEY in an attractive gift carton. 
90.5 proof. 40% straight whiskies; 60% grain neutral spirits. Frankfort Distillers Corporation, New York City. 


Creery, San Francisco, it was of 
fered to eight newspapers, fou 
here and four outside Washing. 
ton. All four non-Washington pa. 
pers ran the ad, but it ran her 
only in the Washington News, : 
Scripps-Howard newspaper. 

Philip L. Graham, publisher o 
the Washington Post, said it wa 
turned down because it raisec 
questions of possible libel. God- 
frey W. Kauffman, advertisin; 
manager of the Evening Star 
wrote that it was rejected be- 
cause the Star does not permi 
“any advertiser to discredit th: 
advertising of another.” 

He said the Star would run a 
ad giving the government’s side o! 
the case if it is submitted. Thx 
Times-Herald wired merely that 
the copy was rejected. 


s Democratic National Committee 
Chairman William L. Boyle Jr. 
wrote party workers last week 
that the action of the three Wash- 
ington papers points up a “censor- 
ship situation” and “seems to in- 
dicate that the newspaper busi- 
ness is not as vigilant a policeman 
of its own affairs as it is of the 
affairs of others.” 

Though there were important 
election returns to appraise, Mr. 
Boyle considered the issue suf- 
ficiently important to merit near- 
ly half the space in his weekly let- 
ter. 

“There is an increasing tendency 
by business associations and cor- 
porations to run extensive news- 
paper advertising campaigns as- 
sailing the government and the 
program of the Administration,” he 
pointed out. 

“These expensive, persuasively 
written advertisements are clever- 
ly written to distort or glide over 
the complete file of the facts on 
the issue and present only the 
anti-Administration side. Their 
‘facts’ are presented out of context. 


ws “Thus, even though a newspa- 
per may be completely fair and 
unbiased in its news columns, the 
anti-Administration case displayed 
in paid advertisements in that 
same newspaper results in an over- 
all presentation that is one-sided. 

“This is inevitable because of the 
fact that those who oppose the Ad- 
ministration have more money to 
spend on advertising than do the 
rank-and-file citizens who sup- 
port the President and the Ad- 
ministration.” 

Then, driving home his point, 
he charged: “When censorship is 
added as a further obstacle to a 
fair presentation of both sides of 
the case, as in the A&P incident, a 
serious problem of journalistic 
ethics is raised.” 

George J. Burger, vice-president 
of the independent business grou), 
claimed the text matter in his as- 
sociation’s ad is based on pre- 
vious court decisions against A& ’. 

“If it were toned down in lire 
with the Star’s suggestions,” | «¢ 
said, “the association might as we! 


‘run an ad saying ‘A Tree Grows '2 


Brooklyn’ and let it go at that.” 

He says his association, wi 
nearly 150,000 members, hopes > 
run the ad in 500 newspapers. 


Don May Joins Factor 


Don May has withdrawn fro © 
Johnston, Nicholson & May, cor - 
mercial art organization, to jc 0 
the Ted H. Factor Agency, Los A - 
geles, as art director. Mr. M )§ 
served as first art director of Ho - 
day and as art director of Esqui ’ 
and has headed the art depa 
ments of Carson Pirie Scott < 
the Homer McKee agency in C 
cago. 


Establish Syndicate 


Hallack McCord and Richard . 
Greene Jr. have formed the * - 
Cord-Greene Syndicate in Den‘ 
The new company will sup 
trade, business, and professio 
magazines with news, pictures : 
features from major business © 
ters throughout the U. S. 


e & e“< .* 


io an i Wee eee eS = i 2 ‘as 
ES arias il nn ti i waar. “a ees i Se. alla Li te wiles ek Ae Ce: on aie 
PAS or aera 2s ie | Fa 7 3 =, Sa” CP amammmiimes 6S Se oe Sloot ise it Tne 2 hs > ape he me si se pan it 5 i eae ae er oa ee ‘ eae <> (es ot 
; a, ae ce cae, ‘hatin SSRN ie 4) eis oe Dae oa 
a - i 4 ) ee eee 
; ee | 
: es A 
eo ee 
t! 
de 
— to 
= ’ to 
chs st 
Eaton an 
s ‘ me 
5 to 
ms sag ini 
ia fol 
= AL LE EE dic 
BaeRe MSVeRANMR ERPS | —$_— = 
Crs ae : 
‘ Py al * n 
Be yc TIGRAPHING «AS AAPHING . 
i — ADDRESSING - MIME ms | t 
BRM, i 
; Be 
f - 
ee | pl 
wt 
* —————— m 
———— ma) a po 
————— | i ! | ale ifs 
———— : it reetiiee Ft', Tarai 3 
i : . Bi a . 1 ii | bil EPO be ott - Ss ~~ 
: i : SSS ; Hl | / : ' | i as és Hoes Coe Bat es Lo 
| | —— || | uN TESST as ce Da REY Be en 
; } | A wit fl bee Re ie 2 eh eee a Poet 
|) a | Dy Nill -peoesse 28 
{ =F SSS } ‘ y A r i ma re - ts . Oe os 
S- al 4 TEE gem =" BEE RES riage. ees OP 
' Ht | a} II|| | \i ia o-oo - 4. Sy x 
} at ‘ Za ‘Zap ==] ) ay iM fee ee ee ome > 
| ~~) ; J. nee ? | Be i : ee Cet cad aiten se PSs, _ 
i es Wp Sf ton val | a Sadat LE ee ee 
press — — j it é : ee oh ee ‘par is ae 
—_— et a o —— | | A Gaee SE elation P 
ig aka is wa a ; ' 13 ¥ re ay ee Py Are Yo XA <n tv Aaie . 
—_ Oxy, i\j Se Nes HH , ae = A 
— 2s MINING i | eong al SRP eS 
— Lan 1E ony rg : Hite I Ne a) ny ae Sega 0 
—_— TE Vagete ile | See 9) Sei gee et 
| 4 " : eS °° 7 : if _2 —- Be an Me SY <9 
_ ‘* HANK As oS fh) se ee eseceteee a 
e | MT UN my ist VS i a er SRST Giaeee 
ses { . “4M ms v s ° “NY: | | H ws 5 > hs OS ee pa era Ser ia. Ee pee 
a | “ 4 Mieco 2 om » | it Se 5 ce; sagt te Peres i 9 Nat 
sg RN pina. | Re O hea ee 
| ela e* * me ~~ oe “e i| | - H 4 = oA eee a -: Lets ae 
a pe Mel 1 THM BMG es re 
i aan Vay YC | WA ea eT) mic. =a) Soa Bee 
Ss: i tas - VS Poh UNI | | Ce Ng 1 I’! || Ea a” Se Sed RET | Str 
iii i , 24 AGM : | 7% | =— ows. @ aE SS 
fi} } nih | | = seu 24 4980s 44 : 3 «nS on 
-_ 0 a ll A | | SS FOP a Oo Cit 
1 ‘ I a i} j j —SS=> iy fe ig 
3 | il | I | | al | i HHI l ] if," —- x My Ms: Wa: ws 
= | l HAN Hh WA A ,/) i | ee Uf KS eS Al 
a a MLA | MINT OH WH | | a lg \: 8 RE | 
Win. | | We TA mae ig | 0 ee \t aa Ss 
| ; NINA O mM) | TA WL dd seat i 1. a+ ae ' i" mn \ : ie. list 
a St | §$=_—_—=—_—=$r WAN “Te, - We @ON | 
_— a = | a gaa Np — SF es yes siege a : 
eis ae | = ————— = ' Tt Lea My si re, Salts? 297 YG ae ‘wal aed if ES Si ] 
Taare: » | —— | | | | pe iin a Mis. a \\ shes > ae mit 
itn | | A Tg ete { Piha ih ee Pul 
i ata | lh iit i { | Seen ee Ate Nii ie ‘gee ee. . 
pea | I | Pa ae yy, CH Si) BRR <a C 
we | | HH BP tse ZN ~~ in at ae Siges USS a | : Cm 
tet ee | i : Se arm +} ai S Fees ede a ee "‘- 
a | | HI) | Pe f wo 3 \ Sa it Al eet a | bei 
cate | t | PET e Si\. S aa ie Wah eS ees ae Be 
eee us || ) | | ab P Bie ott ={\\\a * a hal eee. pee tee “wees hs | a 
: . ut || ae poceccce |\\O\a Re a oe EDS toy aga -: 
pli oles | AMT | He | a EE [nooo A tie eco: cep 
ares SUT Mia RE iG RMA \\ a eee EOS eo pre 
eee | MT fe ES \\ Vecan meena tt 
a Tite See \ bee ra 
ie 1 
nn | ne 
; 2 Sagi 
Le eae anaes | | if ¢ 
Sun | adr 
1 a | aes a sad 
a ey ¥ 
ise ere | [(e ‘ % \ i) 
See iS) Shy oe 
 &§ ee ok 1 
geeks Tai . 
ne eee FOUR \ ) 
m y ba 7s M 
- | ROSES ae \\ Sa Anc 
ee one | ! ,— A Sper 
ee: | ee deftones el. - a 
Were as ; | ly Os 
saa ae | fe | ¥ OUR os 
ph ena “ee ne x cree “ 
Aue ae i Seer ; ™~ Der: 
eons ho m icar 
F SLENDED waisney. 3 P| in t 
ac a int 
SEN aie et, nte 
eu % i es a Fit 
ae Poe, ' lea: 
« , ee : 
Hoe ‘ Pres 
Nd a ae ts 


nt, a 
listic 


dent 
‘oup, 


A lvertising Age, November 21, 1949 


‘hings don’t look so rosy for 
th: nation’s candy makers, who 
decided last June to drop all con- 
sumer advertising as a group but 
to keep on telling the industry’s 
story to doctors, dentists, teachers 
an 1 home economists. 

The latest Department of Com- 
merce survey of the field points 
to a poor sales year for 1949. Us- 
ing reports to the Census Bureau 
for the first eight months, it in- 
dicates that per capita sales of 
candy this year may drop to 16.7 
pounds, compared with 18.2 pounds 
in 1948. Both quality of goods sold, 
and wholesale value, are expected 
to decline. 


There is talk in Connecticut that 
Gov. Chester Bowles may appoint 
his old agency partner, William 
Benton, to the U. S. Senate to re- 
place Sen. Raymond Baldwin, who 
will become a federal judge next 
month. Mr. Benton lives in South- 
port, Conn. 


Note for U. S. newspapers: The 
London Daily Express in the year 
ended June 30 took in £3,165,588 


NEW Subscription Order Form... 


sages in connection with the gov- 
ernment action against the chain 
are replacing—not being added to 
—a similar amount of product 
copy. 


John Meck Industries, Plymouth, 
Ind., video manufacturer which 
believes in expressing its confi- 
dence in the industry by sponsor- 
ing its own TV show, now has the 
figures to prove that dealers will 
cooperate, too. 

Meck sponsors an _ hour-long 
news photo and ticket tape pro- 
gram four afternoons weekly over 
WNBQ, Chicago. A special tele- 
phone survey conducted by the 
station showed that 38.5% of the 
retail dealers with sets tuned in 
were carrying the Meck show. The 
three other programs on the air at 
the same time turned in ratings of 


25.9%, 18.3% and 17.3%. 

The Meck program is designed 
to aid dealers at the point of sale, 
and the company has no copyright 
on the idea. In fact, it has urged 
other video set makers to help 
promote sales through sponsorship 
of similar programs. 


A second edition of Harvard Un- 
iversity Press’ “The History of an 
Advertising Agency,’ Prof. Ralph 
M. Hower’s study of N. W. Ayer 
& Son (AA, Sept. 19), is now on 
the press, following a complete 
sell-out of the first edition of 3,100 
copies. 


Although J. J. Connolly Corp., 
to publicize a new Frankfurter 
Roller-Grill which turns out franks 
at a fast clip, used a bevy of 
models to conduct a taste test, the 
test results seem mighty freakish. 

A survey of what “housewives 
and passersby” thought of Roller- 
Grilled franks showed: 

“Forty per cent of the partici- 


pants could not tell the difference. 
Thirty-two per cent of those asked 
to make the taste-test liked the 
Roller-Grill preparation because it 
was cooked evenly. Three per cent 
refused to participate. Ten per cent 
unwittingly asked for hamburgers. 
Fifteen per cent used so much 
mustard and relish that the judges 
disqualified their votes.” 


Great Britain earns as many 
dollars from one incoming Ameri- 
can traveler as from export of a 
British auto to the U. S., Lord 
Hacking, chairman of the British 
Travel Association, estimates. 
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Names Erwin, Wasey Agency 

Erwin, Wasey & Co. of Minne- 
sota, Minneapolis, has been named 
to handle the advertising of Be- 
| loved Rings Inc., Minneapolis, dia- 
mond ring distributor. The com- 
pany, which distributes in a 12- 
State area, plans a concentrated 
advertising effort in trade publica- 
tions and newspapers to promote 
the Beloved line of rings, mount- 
ings and wedding rings. 


Promotes Chocolate Bar 

Van Kirk Chocolate Corp. Ltd., 
Toronto, is using full pages in two 
Toronto dailies to promote its Al- 
|mond Mocha chocolate bar. Ads 
will appear next in Montreal, to 
be followed by advertising in other 
| centers. 


8x10 genuine glossy 


BI/,*: quantities 


in 500 and 750 quantities 
(1000 and over .06c) 

FOR ALL PURPOSES 

Shorp, clear, crisp! Prompt Delivery 
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lisners have taken 
opy. 

Frank Braucher, chairman of the 
Magazine Copy Advisory Com- 
mittee, and president, Periodical 
Publishers Association, told AA: 
“The Magazine Copy Advisory 
Committee will be guided largely 
by the findings of the investigation 
being conducted by the National 
Better Business Bureau in making 
recommendations as to copy ac- 
ceptance in the future for cold 
preventives.” 

. e a 


_ Those full pages which A&P is 
devoting to public relations mes- 


in accepting 


Sages these days won’t add greatly, 
if a! all, to the giant chain’s ad- 
veri'sing expenditures, newspaper 


adn 
sad 


en will tell you somewhat 
’. It seems that the pr mes- 


15 MILLION 
NEGROES 


MU ST EAT AND DRINK 


hey have 10 billion dollars to 


Spen' | If you have food, drinks, cos 
meti , liquor or any other products 
to se. the best way to reach the Ne- 
sro = through the Negro papers and 
Mag ines he reads with interest and 
Con! ienee. Advertising in these pa- 
Pers ays big dividends, for the Amer- 
can VJegro is the most loyal customer 
th * world. For full information of 


sTeat market, write today to 
‘tate United Newspapers, Inc., 545 
Ave., N. Y., serving America's 
1g advertisers for over a decade. 
NO "Es: We now have facts compiled by the 
* Research Co. of America on brand 
. ences of Negroes from coast to coast, 
*  |y study of its kind ever made. Write now 
5 free information, 


100 EAST OHIO STREET - 


The progress of Campbell-Ewald in 
New York is readily evident in its 


rapid expansion. 


Within a single year, the accelerated 
tempo of operations has resulted in an 
increase of more than 50 per cent in its 
staff. The original space occupied on 
the 14th floor at 1 East 57th Street 
has been supplemented by adding the 
entire llth floor of this building to 
the Campbell-Ewald offices — triple 
the facilities of a year ago. 

This is a healthy growth. It is the 
result of sound advertising service 
and counsel by an agency that is both 
experienced and progressive. 

It is these qualities which have 
enabled the New York office of 
Campbell-Ewald to develop into the 


TV center for this organization which 


pioneered in television 


tising medium. In this field, as in all 
phases of advertising, Campbell- 
Ewald is continually seeking to find 


as an adver- 


new ways to serve... new means to 


provide “Advertising Well Directed.” 


CAMPBELL-EWALD COMPANY 


DETROIT 


« NEW YORK «+ 


in New Yo 


Advertising 


H. T. EWALD, President 


CHICAGO 


« LOS ANGELES « 


Well Directed 
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U.S. Rubber Promotes Two 


Gregg T. Ward, branch sales 
manager of the footwear and gen- 
eral products division of United 
States Rubber Co., has been ap- 
pointed general merchandise sales 
manager of the division. Glenn 
Allen Lovell, sales manager of 
foam rubber, has been named sales 
manager of manufacturers’ pro- 
ducts. 


Grant & Wadsworth Adds Two 


Marion White, formerly editor 
of The Woman, has joined Grant 
& Wadsworth, New York, as ac- 
count executive and copy assistant. 
Caesar Nicolai, previously with 
Jasper, Lynch & Field, has joined 
Grant & Wadsworth’s art depart- 
ment. 
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THE LETTER SHOP, Inc. 


431 6. Dearborn St., Chicago 5, INinois 


School Plan Raises 
Insurance Sales and 
Cuts Agent Turnover 


DaLLas—College training in 
marketing essentials can reduce the 
turnover of life insurance sales- 
men and increase both their pro- 
duction and earnings, according to 
A. R. Jaqua, director of Southern 
Methodist University’s Institute of 
Insurance Marketing. 

Mr. Jaqua cites the records of 
more than 600 men who have been 
trained during the past three years 
to support his contention. 

Production and earnings of new 
agents trained in the insurance 
marketing school, he says, are 
about equal to that of men who 
have been selling five years; turn- 
over among graduates is about 
one-third the national average, 
and there is a trend toward the 
elimination of incompetent agents 
in areas where the institute-trained 
men operate. 

Mr. Jaqua headed the first un1- 


versity vocational training pro- 
gram for agents at Purdue Uni- 
versity, which opened in 1945, and 
moved to Southern Methodist the 
following year to direct SMU’s in- 
stitute. 

The training program is “coop- 
erative.” Insurance agents are 
brought to the school for five 
weeks of training within six 
months after being hired. 

After another six months in the 
field, the agent returns to the cam- 
pus for a five-week intermediate 
course. Following an additional 
six months in the field, the agent 
returns to the institute for a final 
two-week course. 


Resort Names Atlanta Agency 


Richardson, Turner & Sanders, 
Atlanta, has been appointed to 
handle portions of the advertising 
of Ellinor Village, a new $5,000,- 
000 all-year resort in Daytona 
Beach, Fla. The agency is arrang- 
ing for radio time and newspaper 
space in all major markets east of 
the Mississippi and is planning a 
public relations and promotion 
program. 
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3 Papers Bar 
Anti-A&P Ad; 
Demos Aroused 


WASHINGTON—Refusal of three 
big Washington dailies to run an 
ad stating the Department of Jus- 
tice’s side in the anti-trust fight 
with A&P brought into the open 
last week resentment in high Dem- 
ocratic party ranks over institu- 
tional copy which is considered 
anti-Truman and anti-Administra- 
tion. 

The ad, sponsored by the Na- 
tional Federation of Independent 
Business, said A&P’s attacks on 
the Department of Justice are 
false. It charged that the food 
chain uses “such vicious, un-Amer- 
ican weapons as boycotts, black- 
listing, price wars and threats.” 


a Prepared by Smith, Bull & Mc- 
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Christmas reminder... 


When you're thinking about what to give 
your business associates, customers, and 
friends, remember this... 

Chances are they'd rather get Four Roses. 

Your favorite retailer will be glad to 
make special arrangements for gift pur- 
chases and deliyeries. 


FOUR ROSES 


AMERICA’S FAVORITE GIFT WHISKEY 
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Creery, San Francisco, it was of 
fered to eight newspapers, fou 
here and four outside Washing 
ton. All four non-Washington pa 
pers ran the ad, but it ran her 
only in the Washington News, 
Scripps-Howard newspaper. 

Philip L. Graham, publisher o 
the Washington Post, said it wa 
turned down because it raise 
questions of possible libel. God 
frey W. Kauffman, advertisin; 
manager of the Evening Star 
wrote that it was rejected be 
cause the Star does not permi 
“any advertiser to discredit th: 
advertising of another.” 

He said the Star would run a 
ad giving the government’s side of 
the case if it is submitted. The 
Times-Herald wired merely that 
the copy was rejected. 


s Democratic National Committee 
Chairman William L. Boyle Jr. 
wrote party workers last week 
that the action of the three Wash- 
ington papers points up a “censor- 
ship situation” and “seems to in- 
dicate that the newspaper busi- 
ness is not as vigilant a policeman 
of its own affairs as it is of the 
affairs of others.” 

- Though there were important 
election returns to appraise, Mr. 
Boyle considered the issue suf- 


FIRST CLASS 
Permit No. 95 


(Sec. 34.9 P.L.&R.) 
CHICAGO, ILL. 
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REPLY CARD 
Postage Stamp Necessary if Mailed in the United States 
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FINE BLENDED WHISKEY in an attractive gift carton. 


— POSTAGE WILL BE PAID BY — 


Advertising Age 
100 EAST OHIO STREET 
CHICAGO 11, ILLINOIS 


90.5 proof. 40% straight whiskies; 60% grain neutral spirits. Frankfort Distillers Corporation, New York City. 


-|run an ad saying ‘A Tree Grows 


fact that those who oppose the Ad- 
ministration have more money to 
spend on advertising than do the 
rank-and-file citizens who _ sup- 
port the President and the Ad- 
ministration.” 

Then, driving home his point, 
he charged: “When censorship is 
added as a further obstacle to a 
fair presentation of both sides of 
the case, as in the A&P incident, a 
serious problem of journalistic 
ethics is raised.” 

George J. Burger, vice-president 
of the independent business group, 
claimed the text matter in his as- 
sociation’s ad is based on pre- 
vious court decisions against Aé&?. 

“If it were toned down in live 
with the Star’s suggestions,” 
said, “the association might as w 


Brooklyn’ and let it go at that.” 
He says his association, w 

nearly 150,000 members, hopes 

run the ad in 500 newspapers. 


Don May Joins Factor 


Don May has withdrawn fr 
Johnston, Nicholson & May, co 
mercial art organization, to ji! 
the Ted H. Factor Agency, Los A 
geles, as art director. Mr. ™ :: 
served as first art director of H: 
day and as art director of Esqu 
and has headed the art dep: 
ments of Carson Pirie Scott : 
the Homer McKee agency in C 
cago. 


Establish Syndicate 


Hallack McCord and Richar¢c 
Greene Jr. have formed the 
Cord-Greene Syndicate in Den 
The new company will su) 
trade, business, and professi: 
magazines with news, pictures 14 
features from major business ¢ "~- 
ters throughout the U. S. 
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Things don’t look so rosy for 
the nation’s candy makers, who 
decided last June to drop all con- 
sumer advertising as a group but 
to keep on telling the industry’s 
st-ry to doctors, dentists, teachers 
ani home economists. 

The latest Department of Com- 
merce survey of the field points 
to a poor sales year for 1949. Us- 
ing reports to the Census Bureau 
for the first eight months, it in- 
dicates that per capita sales of 
candy this year may drop to 16.7 
pounds, compared with 18.2 pounds 
in 1948. Both quality of goods sold, 
and wholesale value, are expected 
to decline. 


There is talk in Connecticut that 
Gov. Chester Bowles may appoint 
his old agency partner, William 
Benton, to the U. S. Senate to re- 
place Sen. Raymond Baldwin, who 
will become a federal judge next 
month. Mr. Benton lives in South- 
port, Conn. 


Note for U. S. newspapers: The 
London Daily Express in the year 
ended June 30 took in £3,165,588 
from sales of copies and £1,123,- 
261 from advertising. 

e © @ 


Dulane Inc., Chicago maker of 
lectrical cooking equipment, has 
ud a phenomenal growth, all 
sredited to TV. 

Last January it was selling 
about 100 of its deep fat fryers a 
ay. Then it sponsored the veteran 
arold Isbell’s co-op “Spell with 
sbell” show on WGN-TV. Now it 
is selling 1,000 a day, occupies a 
much larger factory and is going 
o use the Isbell show in Los An- 
peles and Philadelphia, where it 
has begun to sell the household 
item. No other media have been 
wed. Dulane, headed by two war 
veterans, has no agency. 


e e . 
One of the reasons anti-hista- 
line pill manufacturers have 


een slow in getting ads in mag- 
zines is the caution which pub- 
lishers have taken in accepting 
py. 

Frank Braucher, chairman of the 
Magazine Copy Advisory Com- 
mittee, and president, Periodical 
Publishers Association, told AA: 

“The Magazine Copy Advisory 
Committee will be guided largely 
by the findings of the investigation 
being conducted by the National 
Better Business Bureau in making 
recommendations as to copy ac- 
cepiance in the future for cold 
preventives.” 
o 


Those full pages which A&P is 
devoting to public relations mes- 
Sages these days won’t add greatly, 
if a! all, to the giant chain’s ad- 
ver! ' sing expenditures, newspaper 
adnen will tell you somewhat 
Sad!v. It seems that the pr mes- 


15 MILLION 
NEGROES 


Mt ST EAT AND DRINK 


hey have 10 billion dollars to 


SPen | If you have food, drinks, cos 
met .. liquor or any other products 
tos: . the best way to reach the Ne- 
sro through the Negro papers and 
mars ines he reads with interest and 
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NC 


ence. Advertising in these pa- 
ays big dividends, for the Amer- 
‘egro is the most loyal customer 
* world. For full information of 
sTeat market, write today to 
‘tate United Newspapers, Inc., 545 
Ave., N. Y., serving America’s 
1g advertisers for over a decade. 


Er We now have facts compiled by the 

Research Co. of America on brand 
ences of Negroes from coast to coast, 
y study of its kind ever made. Write now 
5 free information, 
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sages in connection with the gov- 
ernment action against the chain 
are replacing—not being added to 
—a similar amount of product 
copy. 


John Meck Industries, Plymouth, 
Ind., video manufacturer which 
believes in expressing its confi- 
dence in the industry by sponsor- 
ing its own TV show, now has the 
figures to prove that dealers will 
cooperate, too. 

Meck sponsors an hour-long 
news photo and ticket tape pro- 
gram four afternoons weekly over 
WNBQ, Chicago. A special tele- 
phone survey conducted by the 
station showed that 38.5% of the 
retail dealers with sets tuned in 
were carrying the Meck show. The 
three other programs on the air at 
the same time turned in ratings of 


25.9%, 18.3% and 17.3%. 

The Meck program is designed 
to aid dealers at the point of sale, 
and the company has no copyright 
on the idea. In fact, it has urged 
other video set makers to help 
promote sales through sponsorship 
of similar programs. 


A second edition of Harvard Un- 
iversity Press’ “The History of an 
Advertising Agency,’ Prof. Ralph 
M. Hower’s study of N. W. Ayer 
& Son (AA, Sept. 19), is now on 
the press, following a complete 
sell-out of the first edition of 3,100 
copies. 


Although J. J. Connolly Corp., 
to publicize a new Frankfurter 
Roller-Grill which turns out franks 
at a fast clip, used a bevy of 
models to conduct a taste test, the 
test results seem mighty freakish. 

A survey of what “housewives 
and passersby” thought of Roller- 
Grilled franks showed: 

“Forty per cent of the partici- 


pants could not tell the difference. 
Thirty-two per cent of those asked 
to make the taste-test liked the 
Roller-Grill preparation because it 
was cooked evenly. Three per cent 
refused to participate. Ten per cent 
unwittingly asked for hamburgers. 
Fifteen per cent used so much 
mustard and relish that the judges 
disqualified their votes.” 


Great Britain earns as many 
dollars from one incoming Ameri- 
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Names Erwin. Wasey Agency 

Erwin, Wasey & Co. of Minne- 
sota, Minneapolis, has been named 
to handle the advertising of Be- 
| loved Rings Inc., Minneapolis, dia- 
mond ring distributor. The com- 
pany, which distributes in a 12- 
State area, plans a concentrated 
advertising effort in trade publica- 
tions and newspapers to promote 
the Beloved line of rings, mount- 
ings and wedding rings. 


Promotes Chocolate Bar 

Van Kirk Chocolate Corp. Ltd., 
Toronto, is using full pages in two 
Toronto dailies to promote its Al- 


can traveler as from export of a 
British auto to the U. S., Lord| 
Hacking, chairman of the British | 


Travel Association, estimates. 


mond Mocha chocolate bar. Ads 
will appear next in Montreal, to 
be followed by advertising in other 
centers. 


in quantities 


in 500 and 750 quantities 
(1000 and over .06c) 
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53-59 E. Illinois St. 
Chicago 11, Illinois 


New York is readily 
rapid expansion. 


Within a single year, the accelerated 
tempo of operations has resulted in an 
increase of more than 50 per cent in its 
staff. The original space occupied on 


the 14th floor at 1 Ea 
has been supplemented 


entire 11th floor of this building to 
the Campbell-Ewald offices — triple 
the facilities of a year ago. 

This is a healthy growth. It is the 
result of sound advertising service 
and counsel by an agency that is both 
experienced and progressive. 

It is these qualities which have 
the New York office of 
Campbell-Ewald to develop into the 


TV center for this organization which 


enabled 


pioneered in television 
tising medium. In this 


phases of advertising, Campbell- 
Ewald is continually seeking to find 


new ways to serve... 


The progress of Campbell-Ewald in 


evident in its 


st 57th Street 
by adding the 


as an adver- 
field, as in all 


new means to 


provide “Advertising Well Directed.” 


CAMPBELL-EWALD COMPANY 


H. T. EWALD, President 


DETROIT 


* NEW YORK «+ CHICAGO 


Advertising 


« LOS ANGELES «+ 


Well Directed 


SAN FRANCISCO 


Gee -- Se cCor cer or 


te ae eae oy eta sg as i ry p OF hte OK 
2 Oana aia ce, nae ee re ot et, ae 3 ‘ . or wer a ah ae Ae . oe ie ha oo yt 
ee es ee ee et a rae ee Re ec ein See “ ‘e i ae: ie a ’ as a co 3 ‘ Pr aes i _ 
oe a ee a ee ott a ae LB) Sat snc se hone yey ay . sa! em, be! Ee eee bs. ; se te Se te nan PP Al 
- au is Se oie Pahl, MOL SO We SEE = ee al sane ere ah oe sig ; a i ans j rs Bet. ee eee ee eae bs Fins eee - é Rae ~~ 
3 : Re Ra ee a eae ‘ sys ee ee om eee ‘i : te 
Advertising Age, November 21, 1949 e jou ' ea a eD ar re 
: v ee ‘z hee on ts etre a. A se, ae i 
- S aa a ay 5 
ee ee 
ee a a a ee A eee ey 
of | ye Oras | SA | - es 
ou “s 7 , y vy 2 - qn F; ~ 5 ae i cee 
4 , / by — ? 3 = "aa ap . 
pa * E , “ fC ee ie eo j , cs 
er: : ae 4 
7 Sr artis 
SISOETe tay ve 
a) | 
va ; 
sec . e e | dt 
i | con pa “in ii 
sin; e © e | ie _ 
tar | i ae 
be ee © @ | ae . . 
mM) J a 
th: “a 
Oita ae 
ee a 
al aaa Z ee ma 
geek eee 
f eit eee 
PB Ol Be ma 
Th 2 a — | vag +3 
: Bs . 
that Pe ue 
at ee esis 
> ..9 8x10 genuine gl O° Se nenna teams : 
ttee . e glossy photos ” 
ch 0 ° = at oe . 
reek — 
ae AT 
ash- — ae 
a ae Hes 
Sor- ri] 3.00 a. 5 
in- _ 2 216 Ph: WH itehall 4-2930 q 
AN a eR 
nan . 
—_—-—-—-—— 
the -—2 2 @ ee @ 7 
Se 
€ = . ie ie 
tant “gta eames . 
M Be ; - ‘ee eres 
- oy Ma ee ve ae aan 
suf é RO OR eee ae 
s oa oS oe oP ec, | lie ” is : 
es a & mn | ie atl ge 2 ne 4 sweet ial 
a . 2 eee emer t 
Be : “nsf é Bet eee: * - 
a Ree 7: 
ae ee ‘ wT age 
: Ee a ; 
| oF PROGE , i eM 
7 a $l > Ree passe : my 
3 — ee eee Be ae Vee a. 
: e a ae ee 2 * i SO pa a ae = = 
3 “3 ge Re | mma pe, aan, S BRO c 
a a Be ae eS i Sian: Sen Sere ee 
P oA a dees, ore an bing estan, Sine ee, Sy = 
gy re ERR kN Re sa eh a aS 
ig : i Es a a “nae 
2 . ‘ a Stays 3 ie - ee yee . 7 ane 28S. ne : 
a ee es cele Z * c) 7 ie + aS - 
: IN ON re le ied 
f % Bs ae : z ae, " "ae a ‘ ee Pea te. ae - ai ee te aa 
‘ eles me ees, Rae Sean hn earn, ccna. Cn a ete ae sf 
? Se oh be Gti Eee i ake Bic - i ee 3 a ae oo 5 
$ Bh yee oN es, a. ae Rg a Naa Bie ee eee 
. Ne Yor eS Meee a LE, “a igre t Ba ere, 
n Ww Ee ee ty rma ae = an 
f ld Company i Sa ae Be it Batista " : 
bell-Ewa >< 2 . 
‘ . fl rs in t e 3s we cnn anemia ee i. aan 4 ee 2 ; 
; . See eer is Sep en a eae ee: ee a 
? | i n ies two entire Hoo a oo hUCUmw”DUm oes. : 
ia ow occup — ee. , Ee, 
we oat re eee i es . 
es Ay. eects eo ee oa cate na a 
| # NY BUILDING ae ae oe aa Pi se a i, 
‘ oh Ti ¢ ee Se oe Beate Sc ee a eB es 
| U RERS T U co ae f % Pe _ ees i ca Bene 7, eine ee xa estas se 
| MANUFAC ———— Ol ee ee Ee coh: . Hee eee vere ae ge 
— ee i re eee ae 
| ee i Bo i roca ate boca aia 
| re ene : 3 Be Semmens ye oe ie Fey 
| as once fe Se ees Bee a a Ca ee "ers a. - Se ott in 7 
cnet ia a “S a : Sees Bei een ee i wy _ or 
F ———— ; — eee oS ig  . aa 7 : 
a See SR a am Ps ae Bet * “ae wee . is 
3 ua oo ME si ae Sg a - 
Saint A ee > —— <2 SR oe tn a aa ‘ Be oo: pees pelisrebee ne os 
Ce va Dae _ oe es A a ciccnts emmaa caaenm : Sas OY AE eg a ons as * 
i! ee i ee oo Seen ; 
ae eee ~ = et ES ea a % — Wee a, pees 
ae ee me a ae = ae Saga seaman 3 : % “Sm ees 3 : ane 
fact ere Si oh ee ens satan ce aa : Bi ena : ae) eae 
ei — .. ai sae gt he es ONS a Coe 4 ‘ ae ‘oie ext sae iz 
| ae oS ig? ; Bie Bat. : en eee a nee 
f a ——— 5 ; $ ii tie: Re i a a bia aT om 
i oe ——— LD is ™ emer |S Seas.” eens 3 Seah ote ane SP a Elland 
” pine 5 an Oe: es er Mh, a i ee 2. Ba ee Bi Sie nae 
——— . Pie s P24 i ee ok 
re — , _ 3 Ce ae Bie i nc east —— r 
se a io ng, ig fai $4 ange Seen care Pi is 
. ' 2 iat ™ a ae ; See cies eee me cas 
} rs i 4 P 4 eS "he, CE Sa i ee ee EA A La 
: le — = — a ie ee 2 ae 
eas ¢ 3 eee Oe aaa Moy oe ; Ba j 
bef a ee SS Mig a mae he 
es eS a eee a ae pe i H : — : 
| Pe i a SS ; i : 
- : gaan saa f Seal % ‘ seer, ele : 2 ; 
ee eae sa ene a iti % 3 a ‘ 
ee ee OU ee oe ee Re Sg 
# — es cee eee ae Bi :. ee ee 
ee EOE se ee SM mena 0 % % >a jee al 
é — [IR pas et gee ae ES SON an ae a 4 ‘ oe tos pao ae 
ee Bes canine pairs tc. pena Sl Tee eran Sn Pa - ; — i a a5 © 
eee pate AS ee pectin 2 Baa aaa Ss oe re, . a ot Png. es a 
| Sas es ee ee PO ein. orc 2 a tig, i 
| Sabi Ga chic? fa Pays ot atone ARR ont ae ee Bee me SS SM Picgot tapers Se RS. ORES aa ac 2 ‘ ‘ 
mS ; Bien ng Or plore A Shee te se rie bs Bl oe ES pe as SE ‘ ; 
BO Rae RR ton eras SPs are Lee ie Tay ST ae ae %, 5 ee ales 
| Bs RARE ORS US oi oraeae ERR TOE) aa PC ea Seetane rnin. 0 ener Totes 25 ee i. ee ct eae 
NR ae ee eee Rk die, CRmaeS coer St es a ee Em m 9 ae pe 
Bast eso RR re ee ae ois cpr ltors See SURE or MA bi seu “2 aC Re Sn fee" ae sence 
| Sek eee prec a aes ke a es eae ees Gt i ee ey 
dent cant ed peut ee J eteteptrce atch, span teaar SRR eae ee ae Odes sn SE ing es Poa 
pe Sak Bo mide Se enna ea sonnei a tae Sais eames Pienaar raceme = rea Cape ah gue ee eter ei: ; egies. ; 
‘OU ect hee Re oS eg ae eae Gee oe Pe . ee 
oup, TU Reema oo een ana cea a aa RET Sic oe re ea OE Sere ae ae As 
ore : oo Rasa GS ee ee ee ee ea eter 
S aS- SiR ences en Dea Rea i Ree OEE BRR ona ir cea Daa ea armen A see is ates ee: 2 an 
Io Mt 65 o son ie 8 " ¢ Bes oe Das 233 Spans aes ates BR a Poti See Bek tae “ Se sae Rees a ey BES eee es is ee : Pe ; ia Me ees 
ve d eee: = i ee CS as bean a rane Tae Bch ee ges : Vian ne SEER Se apes Pillai it ae 
A&P | Sree s eh a a ale ae So Raat ies: 4 Ge i ake aR Sia a ae Satis. ad ee st pe 
Pk Se eT RES eat FR a eras 2 
. : : OO an NCTE penton i ieee, AS aap a aa ESRI Gest Se as as ; : a - 
line Reinet er ee ee ee eee 8 ey, Pee ag 
Hpk AS eta eae EE ee a gions 18s Seon cae Note 
» he Boros eae Brey Rime teeth LEE OT SR eR es Seaeeen ise ae 
Ra a ee Sa Roun oe Same mimennnn eich ratte egret § Spar peng ee ag ahi ae 
; , ae a iat io aan sees aac beep te BS SA a ca ee Bs et a4) 
Ww ll ? ar ieee pment e as Ea oe aa eee SAIS SO RE oe eas. a <a 
eR cca een eo TOES a ea Re ee i a oR eA 1 pilot 
REESE eee cee Rae scan. an ne i ci ee bert ncceteirs SO SS RR a Soe Se A io 
es RRS Seal SNS ; Se ea CU. a 3 ee ee ee So oR REY a Pek Seen: pate cece at ee a 
s PS Ea Ee ae rrr EE a Be eas tot sinha eee he 
Pits 2 aoe eee ae aaa Pe coe ns oe seg : Ry ete ale ib, ean 
ie Re a — si. Se SR i es apes ate Ramat oe 
dee Cs ee — eke a 
> ORES eee a SS a Sa aT Re ere 
he ee i ep nea 
a Rap commer Pr RR I RR a ere ait A 
i a Rae Rie ie NN 2s ae 
oe Mee ae ee ee 
a q SS. ee: 
ees a ULES ERR es iio Bete dca ate 
et a ° Re ni 2. papi den ia as in ener See 
ee ee te en 
el Ee te 2 
ie ae ee — 
eee ail TSR ee aS ie 
7 al ee a ia 
.in ae ee eat, 
J L Breas oe ” te a e = PY : i it 
ae a ea Ey ae 
A i- al = Bi nes 
: eo : CR aaa a Selo: 
1iy | COCs 7g 
Miy @ i _— tod ae oe 
Hc t- ? a ‘ ; jj ae Baa 
ui e, e A I ~S ae ae 
a t- y WW 4 3 ie. 
Dé y gs ho 
4 a i 
i Ss “4 ial 
C ii- a. § F 
ul 4 
ia M. " - 
Cc eat: 
n rT a a 
I ] \ | : ae lp. 2, 
ip” ee 
ic val ad 
ee be 
; nd tee 
Un hee 
Ce a 
a | | | : 
0 NS ee ee 
Bee 0 
mee nt an Lc ie ae 
ay mere erp ERIE a SE ABNER aol ok ee ur bee : . , a 
; pie tS pte Rarer ce Wes ae es he ele aa : or ee 
y , By Se TREE aa SS WE Sore cat Pk wand he aay pian ET eR GRO : we oo 
: BIE SE Par Te ee Ge EEN ngs Tas POE ROE, eB re ae Peeper 
; . : ei : Mea AN he ge Ri wt hts PRE are 3p ea ete 


92 


Weekly Newspapers 
Holding Ad Rates 
Down, Say Clothiers 


WaSHINGTON—The National As- 
sociation of Retail Clothiers said 
last week that a large majority of 
community newspapers are “hold- 
ing the line” on advertising rates. 

The association said increases 
have been reported in only 18 of 
86 cities surveyed during the past 
six months. It found only five in-| 
stances where increases were not) 
accompanied by increased circula- 
tion. One newspaper reduced its 
discount from 5% to 2%, which is 
in effect an increase in rates. 


America’s first engraver 


Revere 


A 


7\2 FEDERAL STREET * CHICAGO S 
Phone WAbash 22-8816 


The association said there was | 
one newspaper that reduced its) 
advertising rate. 

In holding the line on rates, 
newspapers are recognizing the 
problems which merchants face in 
these days of increased costs and 
dropping dollar volume, the as- 
sociation said. 


Wheelco Names Shrout 

Shrout Associates, Chicago, has 
been named to handle the advertis- 
ing of Wheelco Instruments Co., 
Chicago, effective Jan. 1. The com- 
pany manufactures control and 
measuring instruments and com- 
bustion safeguards. Business pa- 
pers supported by direct mail and 
“Wheelco Comments,” external 
house organ, will be used. 


Stovel Starts Own Company 


Wilfrid C. Stovel, for the past, 
23 years business and advertising | 


manager of National Home Month- 
ly, Winnipeg, and business manager 


of Home Publishing Co.’s business | 


papers, has organized his own pub- 
lishers’ representative organization, 
C. Stovel Associates, at 9 Welling- 


ton St. East, Toronto. 


= 
tor “FXG, too, 


things happen 
in stores and homes 
when ~~ Journal 

comes out! 


EFFECTIVENESS—Ladies’ Home Journal uses a housewares company for the first 

time in national advertising history, it is claimed, in this promotional ad, which 

will appear as a spread in the Nov. 26 issue of The Saturday Evening Post. Copy 

quotes Arthur Keating, president of Ekco Products Co., and department store buyers 

on the effectiveness of Ladies’ Home Journal advertising, and illustrations show 
Ekco products which have been advertised in the Journal. 


Reliable Mtg. to Fellman F. Fellman & Associates, Philadel- 
Reliable Mfg. Co., maker of pro-|phia, to direct its advertising. 
prietary drugs, has named Leonard! Newspapers and radio will be used. 
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MID-WEST 


4 SOUTH | 


| to SOUTHERN 


No matter how you approach the South- 


ern market, you can’t really reach it 


without the cream-rich extra coverage 


of the sparkling new Holland’s and 
its 500,000 circulation to better-than- 


average homes. 


Holland’s has been an old friend in 
better Southern homes for three genera- 
tions; now, with its new-from-cover-to- 
cover re-styling, it is in the No. 1 posi- 


tion to dominate the home magazine 


WHATEVER MEDIA 


HOLLAND’S ADDS THE CREAM TO YOUR COVERAGE! 


To sell the South.. 


YOU USE IN THE SOUTH... 


Branch Offices: 122 East 42nd St., 
York 17 ® 333 North Michigan Ave., 
Chicago | ® 408 Forsyth Bidg., Atlanta 
3 © 1523 Broad St., Nashville 1} 


Se 


COVERAGE! 


field in this rich and growing territory. 


Holland’s is strictly Southern—98.03% 
of its circulation is in the 15 Southern 
states, and its editorial content is writ- 
ten and edited for the South and the 
South alone. 


From West Virginia to New Mexico, 
Holland’s belongs to the South... 
and Southern allegiance belongs to 
Holland’s! 


. turn to 


Mapazira of the SOM 


West Coast Repre: Simpson- 


tofives: 
Reilly, Lid., Russ Bi4G.. San Francisco 4 
® Halliburton Bidg., los Angeles 14 ® 
618 Second Ave., Seattle 


New 
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Broadcasters 


Ideas on Best . 
‘Loot’ Studied 


New YorK—Prizes Inc., which 
has been in the business of obtair - 
ing merchandise for prizes on | - 
cal giveaway shows for five years, 
has just completed an inform. 
study to find out what type 
gifts make the biggest hit with 
the recipients. 

The survey was based on the e>- 
perience of the 200 radio and telc- 
vision stations whose giveaway 
items are supplied by the broker. 
Unlike the majority of the big 
network show loot, Prizes’ gilts 
are under the $100 price class. 

Even with this price ceiling the 
company annually collects mer- 
chandise valued at $1,500,000 for 
its clients, which include stations 
ranging from 250 to 50,000 watts’ 
power, both network and inde- 
pendent. The average broadcaster 
serviced by the broker hands out 
from $500 to $2,500 in prizes 
monthly. 


= 


a To determine how well peo- 
ple liked gifts they had won on 
radio and television shows, Prizes 
Inc. made a careful study of sta- 
tion request lists. “One of the best 
indications of the popularity of 
an item is the number of stations 
requesting it,” Don Barry, a di- 
rector of Prizes Inc., said. 

“Another good indicator is the 
applause from the studio audience 
when an article is given away,” 
he added. The third criterion used: 
thank-you letters which polite 
winners write to stations and, oc- 
casionally, to manufacturers. 

Marvlo Fabrics, which has been 
furnishing dress lengths of fab- 
rics in exchange for air plugs, has 
an impressive collection of letters 
from pleased winners as well as a 
few photographs to illustrate how 
the material was put to use in 
dresses, etc. 


@ The types of giveaway items 
which rate highest in enthusiasm, 
according to Prizes Inc., are: 

1. Electrical appliances and oth- 
er houseware articles (General 
Mills and Farberwear). 

2. Watch bands (Speidel). 

3. Fabrics (Marvlo and Ming 
Toy). 

4. Jewelry and cigaret lighters 
(ASR products, Coro jewelry and 
Columbia rings). 

5. Men’s and women’s clothing 
(Botany gift packages). 

6. Luggage, wallets, handbags, 


etc. (Lewis handbags, Princess 
Gardner wallets). 
7. Cosmetics (Toni, Richard- 


Hudnut and Parfume Corday). 
The brands in parenthesis «re 
among those furnished by Pri”es 
Inc. and were frequently com- 
mented on favorably by stat on 


executives and audiences. 


Clothing would have had a hig!- 
er ranking except for the fact t’ at 
the gifts sometimes don’t fit ‘2 
winners. 


Four Name Jordan Agency 


Jordan Co., Los Angeles, 45 
been named to direct the adv '- 
tising for all brands and lines of 
the following food packers « 14 
manufacturers: B-Z-B Honey ‘ ?» 
Alhambra, Cai., honey packer, ‘5 
ing television, radio and news 4 
pers; Kermin Food Products, °% 
Angeles, packer of frozen nr @! 
pies, using television, radio 4 
newspapers; Nude Foods 0. 
Moorpark, Cal., food processo! 
the institutional trade, using ¢ 
mail and trade publications; 
Robert William Food Co., Los 
geles, Miller line of spaghetti, 
aroni and noodles, and Di Ge« & 
brand of same products, using 
evision, newspapers and trade | ib- 
lications. 
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Hooper Expounds on 
Competition Factor 
Raised by Video 


New YorK—Television’s com- 
nation of “animated pictures and 
rds” will raise the level of me- 
a competition for the advertis- 
:'s dollar, radio-video researcher 
E. Hooper said at the Advertis- 
ing Club here. He spoke before 
a group of young executives who 
take the club’s advertising and 
selling course. 

For “static (printed) advertise- 
ments” to stand up in competition, 
they will have to contain self- 
evident proof that they can “ac- 
complish something different, bet- 
ter and cheaper than TV,” he 
said. 

“In television there is the op- 
portunity for many products to 
complete the sale right there on 
the screen. If television adver- 
tisers set this standard, it, too, will 
raise the level of accomplishment 
demanded in radio and static pic- 
torial, that is, printed advertis- 
ing,” Mr. Hooper continued. 


Qreascna 


s “It is this ability to present, 
not mere advertising, but an actual 
sales demonstration which is go- 
ing to pay the TV bill in the fu- 
ture. Video audiences are costing 
and will cost four to six times 
as much per 100 homes as does 


radio. To be economical to pur-| 


chase them at such rates, some- 
thing must happen in each 100 
homes which does not happen in 
radio. 

“It can only be in one direction 
—that of actually moving mer- 
chandise—an assignment which is 
tremendous in the light of the 
phenomenal accomplishments of 
radio and of printed advertising. 
The opportunity is there. Budgets 
are available in the form of other 
selling costs currently incurred, 
for which TV expenditures can 
substitute,” he concluded. 


‘Charm’ Names Winners 
of Display and Ad Contests 
Winning stores in the “Best 
Dressed Girl in the World” window 
lisplay and advertising contests 
sponsored by Charm have been an- 
nounced by Street & Smith Pub- 
lications, New York. Advertise- 
ments were selected for out- 
standing copy, attractiveness of 
layout and general appeal to the 
business girl. Window displays 
were chosen on the basis of gen- 


( Advertisement) 


In Du Mont Executive Post 


Ch is J. Witting has been appointed 
exec’ tive assistant to the Du Mont 
Tele. sion Network Director and will 
assure full charge of the network’s 
over || affairs. Mr. Witting says, “In 
tele. sion, merchandising and enter- 
lain’ ent must be perfectly coordinated 
for successful operation. I find The 
Wal’ Street Journal gives me essential 
‘epo ting of important business news 
and trends, quickly and comprehen- 
‘ive ».” 236,110 business men from coast 
‘0 « ast find The Journal their daily 
“0S. cr to getting quick, concise re- 
ad ' on essential information. Adver- 
‘se.. find The Journal reading audi- 
®nc: of 236,110 men-in-positions-to-buy 
mec \s more per advertising dollar. 


eral styling. 

First prizes of $100 U.S. savings 
bonds and scrolls were awarded 
to Bon Marche, Seattle, both for 
the advertising and window dis- 
play contests. In the advertising 
contest Donna Newell Ames, pub- 
licity director, received the award, 
and in the window display con- 
test Harold McLaren, display man- 
ager, was the recipient. 


RCA Will Return 
to Network Radio Jan. 6 
Radio Corp. of America, New 


York, will return to network ra- 
dio Jan. 6, when the RCA Victor 
division begins sponsorship of the 
NBC house package, “Screen Di- 
rectors Playhouse.” Program, 
through J. Walter Thompson Co., 
will be heard Fridays at 10 p. m., 
a half hour vacated a few weeks 
ago by Mars’ “Dr. I.Q.” 

Now a sustaining program on 
American Broadcasting Co., the 
quiz show reportedly will be spon- 
sored over a partial ABC network 
by Embassy cigarets starting early 
next year. 
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Share of the 
MIDWEST ZIM DOLLAR 


Amazing market fact! Farmers in the Midwest 8 states 
buy more of 16 packaged foods than do all the 

families in the 30 biggest cities in these same states! Here’s 
dramatic proof of the importance of this rich market 
—a market that can be sold all in one piece with 

the five locally-edited papers of the Midwest Farm 


Paper Unit. Investigate without delay! Your 
dealers prefer to have the products they sell 
advertised in these locally potent papers. 


Midwest offices at: 250 Park Ave., New York « 59 East Madison 
Street, Chicago * 542 New Center Building, Detroit + Russ 
Building, San Francisco * 645 South Flower Street, Los Angeles 
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Packaged Food 


1. Family Flour ed 
——_ $1096 $0,214 §) >> 
a 2197 $44 


2. Pancake Flo 


ur ee 
: ae 0.08 
_%. Specialty Figy, 2 0.041 112.391 750 
4.Cocog 2.240 | 0.014 sa 953 __ 84,634 
é Chocolate Syrup —9057 06035. nisi _28,900 
6. Syrup ——£:946 0.024 roy) __ 72,249 
—_ 1,048 — 
7. Molasses 2 Seu 0.581 _ 0.142 792 49,542 
8.C¢ - 2°rghum 0.058 329 293 124 
a ~ Trimmings 0.015 79,496 : : 
— 0,964 
_9- Baking Powde, ooN4 _ 0.007 ee 
: . 04( , , 1 
To. Baking Seda y y 0.014 34.634 4,450 
11. Yeass ———__¥.016 0.009 28,900 
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:, : ’ , ye | ae seid to 1940 Conse ree Midwest Farm 
Pea  [* 3 | 

MIDWEST — UNIT # = 

” PRAIRIE FARMER > THE FARMER > WALLACES’ FARMER &10WA HOMESTEAD ~ WISCONSIN AGRICULTURIST and FARMER = NEBRASKA FARMER 


ey SS: SS: rape Tigges ga ok ar aA dag 
ee hg Ons eee ee eae 5 ey co) mes, =. yee . 2 
Ney a) es: - an ; ey Sree. RP Re oe > 7 : peer 2e Pt ae 
Fe Se eo a ee Zahn res eS a ae aes Te 
5 See pa ae eee aes, de Nd é Baal! aon a gi go, arn Sa. i Same 
Sa gO Cite oF Ble Ee os te tt Dg ae a oa i ee ee er 
Sl eS ins ae MD ‘ Me ee ae i Se enone, Sane, Ave Ae aie PT a Gg: ng ee eee ORS ges ee eee a 
ae . © He aie by. tee iad # -er ~ th eh pe see pre fi yey a aa 9 Tage ares 
a aay: ike as sy ak ee in ve tam aioaen eg Pils ee 2 ee eo ee eee ae * 93 aye ae 4 
: ee oe ae ee to co gat ee i) en a Se nS =" 20" aa eee, oN 
ot ae ae ’ ee ae nm fs ee a ees “ Saat meee Bates ea a a: BS ey ade a Tae. le i ‘ ets ey E 
eae One is caer ie RM hic : : ee ae 
Seah a ee 2 aM eee Oye cs oe See cee eRe alisig . » < ” al 
a tie lies : bce as at 
— oe — ra 
; a K, a een 
pa Oe ati oo : 
atti | tee 
_ELECTROTYPE co. : 
E a Paice ie ‘ i 
ae > ‘ i ata eee ei se Seni > ee he 
A Bee eee ates. lala des sonal im daiandl 
Wes aii a MAT SERVICE 
in ae a : : ; at io 
, ts Ae : 
Wy : ; ? ae 
| . er eee Soy ais f 
i i oes ieee 
f Po soe | Baas tee 
j wae “apm sean te wet” 
. pa Be = § os eT oa a Ad Z 
: : y PP a * - 
Sane ‘ : re” ie . ~ 
et ae e se - , ae Wee ay. * ~" i 
‘ os aig E ion: Ce 4° ; 
a Oe Oe ee 
tthe ao. Yo es Secon RE? aes Reeve yo = 
ca ae. Pe uns im fies ea i : j : . oe re ' a . 
a as” pte ei rr 2) ae ‘3 
‘ ‘ . 5 : % gt: ; mg Rad 
; ‘ Sa mw get'\18 : “g 4 
E bi Re , ig eg =; : - ‘ 
” | | oe ee Bee 
a . FF ee Gee ae." s. 4 j ; 
ne fr ee . as tee 
: = < ee yee ; i — ee gc 
‘ ; Bes es - P : a Sane ot) oad . | i 4 ; ‘ 
2 —" “ee ; ea scapes “i ae an ws “y 
-_ ed 1 Z ae ao te 2OLI- ee 2 ee. a, — =) a 
seer ee . i Fe wer Ae ae |" a 
8 cae : “— ne cs . sabi 2 mS. pe aa : : ote PT q r reer “va J a 
med ae pean RD ec. oS eee Sl © a a peas ‘ 
Leacdin aie | aie = ome m apOisO™~ acit <TON | Oo -+ 290 
ee? hs, a \ — We tic * eva CER eS aa ; ‘ 
Neg . = ae en ghey: ope GARY james ! 
Ay eae * _ a aaa K " La 
. . we 87 fy sie 2 od yy - 3 . : PAR e oe g « 
. me . 3 bs Pee Te ity * om aie F . op aie 1) a ar Gian. i P 
mies ag ‘ a) i Big a tere eo e eels: i o® ; ciple Syl gies a ( ‘ 
: ag “4 (8 , ie ‘ ing ee a fs: E ; Berk: 8 , ee Ty ‘ : ix 
oe oe = OR a Ml aie e Re i ; oe : ye Th — sp ge 4 ao. x 
>. ,. a ad \U) eg : io ANY - a 4 ee z 
: Bie ee pepe Bie See aia : aia i ua deere 
a Lost @ ee til - _ oiniorle” * . 2 ae q ™ ae ae 
* er Ay - * Cie < eS ie 2 
: ~- J i Vode 5 si ee -\j oh : 
‘fe : po - maar | phe ~. ‘ 4 ~ Pie. f y ; 
| ira A Ts . aM 7 7 : | 
Z .< i ‘ _— — ia 
c x - ‘ paras —~ ’ ; " 3 ate oka ac aisarad 
| —_ ee we [cKaged Food Buy; 7 
= gee eZ ee y : 
- ¥ Vv Mes 
= Zz Ca RMS Vs 30 BIGGEST cites oon 
'N EIGHT Mipwesy STATES ea, oe eas 
ae 
ee a 
PS ee) 
—— ee 
Pa MONTHLY " os. 
eC a aaa, og 
064,253 i aa 
i ER , _— MILIES = y ay 2 
- oe 
es elec. 
| Berry i: 
i Sie as ENS . 
| ; = a 
bi , i aed 
is are eee’ * 
loa Bi 
Prives ye Bey 2 
com- : re pee 
‘4 ‘.% Pee 6 987 
station a 4 . 18,578 a oe 
ve yi —=472 0.009 126,097 ms ies eee 
hich ee ye 12. Corn Starch 0.019 9 a : - ll s 18,578 -. i 
| hig h- cy m if - Pectir ~ — “0,042 16,51 se aaa 
t that ee ail 2 13. Pectins oe 0.029 9.973 39.746 wos Re 
~ 4 — 6 “ : 14-Rico 0.054 0033 > 26,835 ee 
fit “1° “ .S<, ee a il 
<4 P 4 ©-Be-Cooked 0.234 ae 
i “oan net 3 — an i 0.1 = 
ne ' ae : ~ Bien reine 998728 9 16,747 fe 
saa tek ts eI te idy-To. ay 
'Y a ee ore — 2. aaa —Si-To-Serve 0.724 0357 992,327 736 938 ‘ie 
.. . ~ ; 5. = N . : aa 
adv F ee Waris de of oven a ls beg sdenig | 
- : et y é ’ anne Milk. ond & 
adv ak : CTs fa ee Source. 5 . 
ines of a : | 
sc ad | 
py (9, Pa 
er, \s es 
>ws ar set) 
ts, 08 | acs 
n vat ie 
| d eps 
iO 1 sat om Gi abo : 
so) or ’ é 
rd vect ‘ Sree : 
, a . . 4 ie 
; ind ; ; ae ee 
Ss; er ; 2 f . by. ea 
” ie- se | | oa 
i, 1 ace eerie ee et oe 
sec “gio ° nee = 
ng 4 
le} | {Sa 
———————— : Cea, 62a cd mae 
weree 7 rae Pe ccleaner De Oe ha Rene fetta CRE ne aie Lee at oa ees Ba 
“ ; : rece i ab Scent Jae ho lt ea Span 4 lke WRAY aa ae OE eee ae so! : Ame aera P| 
RPETE MMI re de Am ee a a ; ¥ : ; 


Ps 


i 
Sie, te SN ee 


Barwood to American Luggage 


Edgar A. Barwood, formerly ac- 
count executive of Arthur Brown 
Associates, and assistant in mar- 
keting research of Gillette Safety 
Razor Co., Boston, has been ap- 
pointed advertising and sales pro- 
motion director of American Lug- 
gage. Works Inc., Providence, R. I. 
He will have charge of national 
advertising and sales promotion 
campaigns for the company’s 
American Tourister and Color- 
gard lines. 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co., Inc 


Tefft to ‘L. A. Examiner’ 


Byron Tefft, formerly public re- 
lations director of the Methodist 
Hospital of Southern California, 
and before that with the Los An- 
geles Times, has been named clas- 
sified advertising promotion man- 
ager of the Los Angeles Examiner. 
He succeeds Elliot Wolf, who 
joined Smith & Bull, Hollywood. 
Mr. Wolf will be in charge of the 
agency’s black and white depart- 
ment and will act as account 
executive for Milton J. Wershaw 
Co., industrial property auction- 
eer. 


Buxton Sets Christmas Drive 


Buxton Inc., Springfield, Mass., 
will launch a Christmas campaign 
using full pages in full color for 
its billfolds and Key-Tainers in 
Life, Mademoiselle, The Saturday 
Evening Post and Seventeen. The 


company also will use a half page 
in Life for sets for men and wom- 
en and a Key-Tainer ad in the gift 
section of Fortune. Trade publi- 
cations also will be used. 


Two Appoint Tullis 


Tullis Co., Hollywood, has added 
the accounts of the Samaritan In- 
stitute and Keeley Institute. Both 
organizations are in the alcoholic 
care field. Currently spots are be- 
ing used on five radio stations and 
one television station in the Los 
Angeles area. 


Elgin Names Fekula 

Alexander M. Fekula, formerly 
vice-president and general man- 
ager of Julius Goldstein & Son, 
Mobile, Ala., retail jeweler, has 
been named director of merchan- 
dising of Elgin National Watch 
Co., Elgin, Il. 


You Dont Have to Buy all the Cigarettes 
to Ger the SMOKE YOU WANT... 
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Drawn by John Buckley whose illustrations appear weekly in Pictorial Review 


SPECIAL TO ADVERTISING EXECUTIVES! Why try to build 
thick sales with thin media coverage? Why not put the 
weight of your advertising into your best markets, fit 
your circulation exactly to your distribution? Why not 


act on this: 


Only in PICTORIAL REVIEW can you buy separately 
without penalty . . . even for color... your choice of 
from one to ten of the nation’s biggest, most responsive 


La 


Sunday Magazine Markets. 


Consider, also, these other unique values: “Mountain- 


peak” visibility for each adver- 
tisement; undivided attention for 
your sales appeal because of no 
competitive product pages. 


Add to all this the unequalled 
street-by-street, market-by- 
market guidance of the famous 
Hearst Sales Operating Controls. 
Then decide to let PICTORIAL 
REVIEW help develop sales for 
you... beginning now. 


Distributed With 
The Sunday Issues Of 


MILWAUKEE SENTINEL 
PITTSBURGH SUN-TELEGRAPH 
BOSTON ADVERTISER 
LOS ANGELES EXAMINER 
SAN FRANCISCO EXAMINER 
SEATTLE POST-INTELLIGENCER 
NEW YORK JOURNAL-AMERICAN 
BALTIMORE AMERICAN 
DETROIT TIMES 
CHICAGO HERALD-AMERICAN 


in Pictorial Review 
you buy from 1 to 10 


‘Big-City Sunday Magazine Markets. 


A HEARST 
PUBLICATION 
Represented 
Nationally 
By Hearst 
Advertising 
Service. 


The Eye and Ear Department 


clients. 


cough.” 

In this department’s 
opinion, their concern 
might go deeper than that. 
For few things look so 
phony over television as 
Dennis James, or one of 
the Camel cuties, pre- 
sumably enjoying a cig- 
aret. 

Maybe it’s the matter 
of time that makes each 
look as if he’s trying to 
get as much smoke out of 
the cigaret, and then out 
of himself, as he can. For, 
if he takes too long, a bad 
“stage wait” ensues. 


A friend of ours overheard two agency men in a restaurant 
recently—apparently each with a cigaret account—confessing 
their mutual concern over television commercials for their 


“Every time that guy takes a drag,” said one of them, “my 
heart comes up in my throat. One of these days, he’s going to 


Dennis James enjoys an Old Gold. 


Regardless of this, it must be obvious to every listener that 
the only enjoyment the televised smoker is getting is from the 
dough he’s being paid to inhale and exhale. 

One of these days, a cigaret advertiser is going to be smart 
enough to do an Allan Funt—and catch real people actually 
enjoying the particular brand the advertiser is plugging. Lots 
more believability should result. 

(Since this was written, Philip Morris has taken over the 
Funt program—and is doing just this. The result is a com- 
mercial with a tremendous amount of conviction.) 


Glidden Appoints Weeks 


John H. Weeks, personnel di- 
rector, has been named to. the 
newly created position of director 
of personnel relations of Glidden 
Co., Cleveland, In his new capacity 
he will combine the offices of the 
personnel and industrial relations 
departments. 


Hot Nails to Adams Agency 


A. D. Adams Advertising, New , 
York, has been named to handle' 
the advertising of Hot Nails Inc.,| 


New York, manufacturer of a “hot” 
nail that pierces brick or mortar 
between bricks and also is used as 
a mast coupler and stand-off in- 
sulator in the installation of tele- 
vision receivers. Direct mail and 
electronic and service trade publi- 
cations will be used. 


Blatz Advances Evans 

Richard Evans has been pro- 
moted from assistant manager to 
manager of the national accounts 
division of Blatz Brewing Co., Mil- 
waukee. 
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| BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 
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Candy Industry 
Hits $1 Billion 
Volume in 1948 


But 1949 Figures Indicate 
Drop to $850,000,000; 
Per Capita Sales Slide 


WASHINGTON—The nation’s candy 
industry reached a new peak last 
year with total sales, on the whole- 
sale level, of $1,001,000,000. Quan- 
tity of goods marketed was near a 
record, too, with the total esti- 
mated at 2,673,000,000 pounds. 

Production and sales for the in- 
dustry are estimated in the 22nd 
annual survey made by the De- 
partment of Commerce, with the 
financial support of the National 
Confectioners’ Association. 

Estimated sales last year were 
$45,000,000 over 1947, when the 
Census of Manufactures set the in- 
dustry’s sales at $955,700,000. Total 
juantity of goods for 1948 was 70,- 
(00,000 pounds above the ’47 Cen- 
sus figure, but fell short of the 1944 
record production of 2,804,000,000 
pounds, which was valued at $658,- 
000,000. 

On the basis of Census Bureau 
figures for the first eight months of 
this year, however, the department 
says confectionery output for °49 
is indicated at about 2.5 billion 
pounds, with a wholesale value of 
$850,000,000. Per capita sales of 
confectionery in 1948 averaged 18.2 
pounds, up slightly from ’47. It 
looks now as though per capita 
sales this year will be down 1.5 
pounds. 


1 Of the confectionery producers 
cooperating in the survey, the de- 
partment said, a majority reported 
that their sales in 1948 were be- 
low 1947. Manufacturers of solid 
chocolate goods (cocoa bean pro- 
cessors) “greatly outdistanced” 
ther segments of the industry in 
boosting their sales‘and quantity 
oh goods marketed during ’°48. 
Among the others, the situation 
varied, with some moving forward, 
others slipping back. 

In the many instances where 
sales declined, the survey found, 
they were among the smaller pro- 
lueers rather than larger oper- 
ators. Among producers marxeting 
less than $500,000 worth of candy, 
decreases were reported by 118, 
gains by only 66. Among operators 
with sales over $1,000,000, sales 
were up for 49, down for 55. 


& With competitive conditions re- 
turning, the upward movement of 
prices for several lines of candy 
was halted for the first time since 
1941. The average wholesale price 
‘or the industry’s products rose 
from 36.7¢ per pound in 1947 to 
37.5¢ last year, but declines were 
recorded in 5 of 11 lines, with the 
‘rop most pronounced for choco- 
‘ate-covered bulk candy. 

Bar goods, as usual, were the 
lead ng candy item, but package 
800c s edged out bulk confectionery 
‘or -econd place in total volume, 
the (epartment reported. Substan- 
ual eclines were recorded in 1948 


boun lage of chocolate-covered 
Sars and package goods retailing 
at $1 or more a pound. 

In ceased sales were shown for 
Solid chocolate bars, non-chocolate 
Sars. transparent bag and paper- 
Sar packages retailing at low 
Price levels, solid chocolate bulk 
8000. and penny goods. Sales of 
= late-covered bulk goods were 
0 
ap 


* ‘ce wasn’t the major consider- 
440 in sales of bar candies, the 
“ebortment observed, because the 
lage of 5¢ bars dropped 14% 
hi o dime bars moved up 53%. 


| 


| 
' 


| 
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Confectionery manufacturers 
maintained the same distribution 
pattern in 1948, moving somewhat 
more than half of their output in- 
to consumer channels through 
wholesalers and about 20% each 
through chain store organizations 
and independent retailers, the lat- 
ter including vending machine op- 
erators. 


es Among the chains, however, gro- 
cery stores boosted their sale of 
package goods considerably and 
supplanted variety chains as the 
leading chain outlet for confection- 
ery. Bar goods houses, the depart- 
ment said, had their most extensive 
chain store trade with drug stores. 

Losses suffered through the al- 
lowance of credit for returned 
goods were estimated at $6,000,- 
000, a 40% increase over ’47. These 
allowances amounted to 0.6% of 
sales, highest ratio of returned 
goods to sales since 1941. 


Sales Not Expected to Drop 


Top executives, economists and 
directors of Federated Department | 
Stores, meeting in New York, have | 
agreed that the “next six months| 
would show no further drop in em- 
ployment and production and that 
business in 1950 would more than 
recover from its low point of July, 
1949.” Department store sales in 
the spring are expected to show 
decreases of 1 to 5% compared 
with 1949 figures. 


Borg-Warner Names Johnson 


Ray P. Johnson has been named 
administrative assistant to G. A. 
Shallberg, executive vice-pres- 
ident of Borg-Warner Corp., Chi- 
cago. Mr. Johnson also will con- 
tinue as vice-president of Morse 
Chain Co., a Borg-Warner division. 


WMIN Seeks Power Increase 


Station WMIN, St. Paul, has 
applied to the FCC for increased 


power but less service as a pre- 


liminary to a plea that it be al- 
lowed to greatly expand its range. 
The station seeks a change from 
the 1400 to 1390 channel and 1,- 
000-watt power daytime instead of 
presemt 250-watt power fulltime. 
WMIN plans to seek 5,000 watts 
when engineering work is fin- 
ished. 


A. O. Smith Moves Division 


The sales headquarters of the 
welding electrode and equipment 
division of A. O. Smith Corp., Mil- 
waukee, have been transferred 
from Chicago to Milwaukee. L. F. 
Vonier has been named general 
sales manager of the division. 


@ * - e * 2 
Found, a large, rich, city and farm 
audience that answers to cal! letters 
KIOA. Will turn it over to any alert 
© advertiser that contacts a Paul Raymer 

representative and describes specific 
@ needs. As Des Moines’ only 10,000* 
wott station, KIOA will serve you well 
@ in lowa's abundant market. Coverage 
maps, availabilities and schedules are 
e yours for the asking. 
*10,000 Watts day, 5,000 Watts night 
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IRVING WOOLF & CO. 


PRINT IT Fast with Photo Gelatin 
NO~SCREEN PRINTING FOR A “HUNDRED” PURPOSES 


CHICAGO: 35 S. DEARBORN ST. 
LOS ANGELES: 6765 LEXINGTON AVE 


You. of course! But, often, it’s at the corner serv- 
ice station you're first reminded that your treads 
are wearing thin. And purchases there, by you 
and millions of other car owners, have made this 
convenient source today’s largest marketer of 
replacement tires, batteries and accessories. 


Most merchandise on sale at service stations 
was sold first to oil companies and oil jobbers. 


Management recognized 


it as traffic-building 


goods. Sales and merchandising crews viewed it 
as promising volume business. It became part of 
the progressive TBA ‘program because oil men at 
headquarters, in regional offices and in the field 
believed in it, accepted it. It is merchandise that 
has won approval right down the line. 


National Petroleum News 


Fa 


MERCHANDISING 


MANAGEMENT 


== | * 


=_— 


_ STORAGE 


Whos to say when you need tires 7 


First step in moving your products through the 
nation’s best service stations is to place your 
story before oil marketing men. Reach them, tell 
them, sell them through National Petroleum News 
... the oil industry’s marketing magazine! 
Planning to build sales through service stations? 


Write for helpful, new fact-booklet titled “TBA.” 


*VBA 


National Petroleum News. 


is the oil industry's designa- 
tion for tires, batteries and 
accessories now being sold in planned 
programs directed by oil companies and 
oil jobbers, conducted through the na- 
tion's best service stations, promoted by 


oe 
es 


Citta 


TRANSPORTATION 


1213 West Third St., Cleveland 13, Ohio... Offices in New York, Philadelphia, Chicago, Houston and Los Angeles 
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110 Druggists Show No 
Dentifrice Preference 


(Continued from Page 1) 
cities were remarkable for the 
unanimity of experience they ex- 
pressed. Clerks in drug stores— 
chain or independent, large or 
small—don’t sell dentifrices; they 
fill orders for them. A request for 
“a dentifrice” instead of a particu- 
lar brand is so rare that it leaves 
them practically speechless. 

Elliot Marple, AA’s Seattle edi- 
torial representative, summed up 
his reactions in words which were 
echoed time after time by the 
writer-shoppers in other cities. 
Said he: 


ws “1. No clerk did any real sell- 
ing. Most of them were of no more 
use than a stock boy handing out 
a product the customer had asked 
for. A number seemed puzzled that 
on so simple a purchase I could 


not make up my mind. 

“2. The ammoniated products 
are warm items; if a customer asks 
about them, he ends up lugging one 
out of the store. 

“3. The choice between paste or 
powder is a toss-up, and one the 
clerk pushes on to the customer. 

“4. The absence of related sell- 
ing was appalling. The customer is 
looked on as some one to serve— 
to satisfy his expressed wants—but 
no more. 


a “5. The heavy preference among 
clerks for Amm-i-dent is out- 
standing. [As is shown by the de- 
tailed tabulation of purchases on 
this page, almost one out of every 
three purchases made in the 11 
cities was Amm-i-dent.] Only one 
clerk mentioned the advertising of 
this product, but others said it was 


The kind of extra quality that photoen- 
gravings must have for consistently finer 


reproduction—for easier printing —for 


greater satisfaction at every phase in 
producing the final printed job. 


coftsmaihip 


> 


The kind that comes only from long 
years of experience in the photoen- 


graving field—the kind that only Jahn 
and Olllier, with its high standards and 
policy can insure you— whether the job 


is a simple line plate or the finest of 
color work made to printers’ and publi- 
cations’ standards. 


service 


fast. 


The kind that goes out of its way to get 
the job done right—and get it done 


A service that understands your 


problems and meets them. That is the 


service that Jahn and Ollier— Chicago's 


largest fine photoengraving plant— is 
prepared to give you. 


JAHN & OLLIER 


ENGRAVING COMPANY 
817 West Washington Boulevard 


Chicago 7, Illinois 
MOnroe 6-7080 


Makers of fine photoengravings for letterpress printing 


widely sold, or first on the mar- 
ket, etc. 

“It strikes me that one value of 
big consumer advertising is to im- 
press the clerks who peddle the 
goods. If I were bringing out a 
new product and had to buck es- 
tablished lines, I should certainly 
know that I had to use as a mini- 
mum either heavy consumer ad- 
vertising, or use salesmen to call 
on the clerks (not the proprietors) 
and do a selling job with them; and 
also give the clerks some selling 
aids. 

“Incidentally, no one, at any 
point in the ten transactions, men- 
tioned price as a sales factor. No 
word of price was uttered until the 
sale was made.” 


s Comments of others of ADVER- 
TISING AGE’s corps of “shoppers” 
were almost monotonously similar: 

In Los Angeles, Phil Seitz re- 
ported that “the most striking im- 
pression is that dentifrice is denti- 
frice—one is the same as the other. 
Eight of my ten purchases were 
ammoniated, but I get the impres- 
sion the percentage wouldn’t have 
been as high if ammoniated hadn’t 
been mentioned. The clerks took 
the line of least resistance.” 

In Dallas, Julian Stag reported 
that “I encountered almost no real 
salesmanship or selling. However, 
there is a definite acceptance of 
the ammoniated idea. I mean, for 
what the impression is worth, that 
they were stocked with the stuff 
and had heard about it and had a 
kind of hearsay acceptance of the 
idea, but weren’t exactly hot about 
it, really.” 

In Cleveland, Noel Wical con- 
firmed this impression. “I did have 
the feeling,” he reported, “that my 
inquiry about the ‘ammoniated 
stuff,’ even though vague, steered 
the clerks to recommend it over 
the old type pastes and powders. 
My hunch is that they recom- 
mended it because they thought I 
wanted them to recommend it.” 


ws And so it went, in city after 
city: blank stares, a sweep of the 
hand over all the brands in stock, 
a shrug of the shoulders, and no 
expressed preference. 

Most impressive of all, perhaps, 
was the fact that no one pushed 
private brand merchandise, even 
in those chain stores which have 
their own brands. In fact, in St. 
Louis Frances Rowland turned up 
with a merchandising prize pack- 
age: 

In a Walgreen store, in response 
to her naive question, the clerk 
came up with a can of Walgreen’s 
ammoniated and a can of Orlis 
with the remark that both “were 
put out by the same university” [a 
bit of misinformation that popped 
up frequently in all cities]. “I asked 
him which one he recommended 
and he said the Orlis was probably 
a little better than the other one. 
Did I want anything else—some 
aspirin?” 

Editor’s Note: This is the first 
of four articles. Next week AA 
will examine the knowledge of 
drug clerks on ammoniated pro- 
ducts, and recount some of the 
fantastic “facts” they pass on to 
the public. 

Later stories will discuss related 
selling, and the dentifrice price 
situation, as disclosed by the study. 


Norito to Harry B. Cohen 


Harry B. Cohen Advertising Co., 
New York, has been appointed 
agency for Norito Co., Chicago. The 
company’s Norito powder, for re- 
lief of rheumatic and arthritic pain, 
will be introduced in an efferves- 
cent form shortly after the first of 
the year, when test campaigns will 
be run in selected markets. 


Doulton Picks O’Connell Co. 
Doulton & Co., New York, china 
manufacturer, has named R. T. 
O’Connell Co., New York, to handle 
advertising in national magazines. 
Doyle, Kitchen & McCormick for- 


merly had the account. 


Advertising Age, November 21, 19¢ 


What You Get When You Ask 


For ‘A Dentifrice’ in Drug Stores 


’ 


Philadelphia 


Washington 


Cincinnati 


New York 


*Amm-i-dent _ 

Paste * 6 3 , 
*Amm-i-dent 

Powder l ; l 
*Peb-Ammo 

Paste 3 2 
*Amurol - 

Paste 2 l l 
*Pepsodent 

Powder 3 
*Dox ; : 

Paste 


| Cleveland 

| Saroste 
tle 

Los Angeles 


Chicago 


w 
nN 


— 
~ 


Colgate 
Paste $ 1 1 


*Afko 
Paste 
~ *Amion 
Paste 1 
“*Amurol _ ' 
Powder 1 
*Colgate — 
Powder 


*Amorex > 
Paste 1 1 

*Iodent 2-A 
Paste 

‘Squibb’s 
Paste 1 1 

*Dentrix 
Paste 

Dr. West’s 
Paste 

- *Kesel’s 

Powder 

*Kolynos 
Powder 

~*McKesson — 

Powder 

*Orlis 
Powder 

Phillips 
Paste 


Powder 
Pepsodent 

Paste 1 
Hy-Pure 

Paste 


1 


*Indicates an ammoniated product. 


WHAT AA WAS SOLD—AA representatives in 11 cities shopped ten drug stores in 
each city, asked for toothpaste or powder, attempted to get the clerk to make o 
recommendation and purchased whatever was suggested, with the results shown here 


Sponsor Basketball Games 


Fifteen Motorola dealers of the 
Calumet region in Indiana are 
sponsoring the broadcasts of the 
high school basketball games over 
WJOB, Hammond, effective 
Nov. 15. 


Hallicratters on Mutual 


Hallicrafters Co., Chicago, make! 
of radio and video sets, will spon- 
sor “Hollywood Quiz” on Mutual 
starting Dec. 10, through Sorensen 
& Co. The show is heard at 5:45-6 
p. m., local time. 


Dept. A-2 
TREND CLOCKS ™< 


CHICAGO OFFICE AND SALESROOM 


Gifts your friends and customers will remem- 
ber and keep and use for years and years. 
Continuous good-will reminders of you. At- 
tractive combination set of humidor, electric 
clock, and ash tray as shown above; or guar- 
anteed, self-starting, silent operating, electric 
clocks such as shown at right. Fine lifetime 
gifts and offered to you at special discount 
prices for Christmas or good-will purposes. 
Write for illustrated catalog and price list now! 


ZEELAND, MICHIGA 


MDSE. MART ROOM 1589 


wee wee - 


ee) We Oe ae ae oo eee oh name oa te ro ae Rye eee xa & —, Texz saptigiy PPe® SS Seedy 20 oo Line ee ee hee: Sete Ala = aa ha aed &: are Tk, an BALE e 
rk oe = e Ste a a me ey ire” ss) bs ae te r had — Pe aoe fa Si a Sia ea By 2 Beas : na Pie 5 = Tho ee ey ap Ste 7 cs a 2 : 
ee ee ee ee ta Bem free ee ee Se ae Te oe pet aera - os pages os aaa ge. 
oe - pe i og ae eS ie i 3 Ean ie ae rt oo ee LS erat _ Rea Saas see eS sips 0) uct gain che so 
es ee ee ee a ere cote ee ge) ee i me oa ee eR 
ig i aml a er ee ee 
Boe .* a re A age : <i / ig eile i i 4 E en - 5 « ia \ + oy c a . 1 eran i ' pee Sie oa e ee: ; a, = * gi a oo iia 
Be os. r 96 ee 
- 
ae | ia | 
ae os ins | 
ee w | 
oe Q E 
ee J — : 
Ree j 

Me 

. | = oa, > a 
eae 

Rees We 3 2 2,3 5 
ms aa “3 8 j 
a 
co is. 1 3 
ans : |- — - aT 
a ; 

‘ te. | 
a | | : | . 6 
i: 1: pee — 

oe 

‘ 6 6 

ee 2 si 

: ) | 

2 2 4 ' 
= * ees Te : = 4 
aad | | 
sh ae 

se | 1 ae 4 
Poe ea i - PN EE RS a EE 7 
os a SR NR TT | | a 
ais. ' oe a eae Oe ee ce ees | a aden ‘ m 
7A ae: a ee eg eS MO ae *y on “ a RR veer : oon tt = : 

4 ¥ } or ee z Se és : % . oe: . ‘i 1 1 2 4 

- ea ae - ee aa 
ca oor bei, a *Amion 
o ae “eee ee Powder 2 1 3 y 
: “ 5 “ag ‘a ei a 
t ar = . 
me “eS 2 Peal 9 Je 
* : ee a E “a Ss a 
— a re ; a = 2 : Bs = Saree ey ae 
_ wee — 2 
‘ We . a ee | -— ee in 
at et | 1 ' ol 
| ae Cid: ! 

; Se * Me aca amets Lanananenn ae ceememoncne sa 

: | rei ad to 

A ts a a 1 l m 

$ ie f Bae 4 ey a a th 
‘SG Age Bey 
ae re es | 1 i: 
. | ik, ae a 
Bo / ce OG ee 7 aa 
ge ae ~ es x % ire 
a | 4 = . a do Betnses 
. | ee he ee 3 x] 
—_— 6) HICAGO £ 
is | 2 2 al . 1 | igo 
2 | a e. ge e aN I eet 
Sa cha | « “9 ae or 
ae is | x 2 P <i % 3 Rexall thi 
ita ‘ ee... — _— A | Powder 1 l ve 

; : Pets Se 2 eo 4 | *Walgreen an 

‘ Se ee ek ee OE TE ea | l ] vir 

| , re a sir 

; | 

PY | | Bo he 
aie ro: | - oe ‘; a= | co! 

ORs 5 | La os 
ae quality 7) | | , 
nae vite 7 \ a ae | | 
ee lov 
ag © 
lager. _ ——————— ge: 
gee caprittearianaatniagrenteapmmarmuainininieataennnnvessiatasaniasbiial 
ae | SS | “ 
eee lic 
2 — it” 
7 | chi 
fli 
ee il 
= toc 
* | | -I by 
ta . 
et, ce iy ff 
| wae we + f ° Li ° O hy | ° leo 
2. ae “itd UW Wilh WHE G i : be 
: pens De) 
ict os “3 ch 
Le ae . n | 3 
See i —— 4 |e : << Tr 
ee | Tere | | 2 : 
Sige | ‘ | “> ; 
Suge Cee R af" i i & sei eee <n. L ine 
. ce | Berane ee <i : a sb . é mr ® asit & om the t 10 
aad ; en: we Lag + Pecan ais & ._ eS im 
a ___ | Fae es = Cll il 
a e | 
a | | . , 
ong ; Ne 
: | 3% a 
a 
; by -~ | E : 
"i ee ! =e : 
ee: 5 
NE an L 
lf Sa 7 ad: 
Pv iif mz 
ee RSPEI = | | — mi 
bas ere 
¢ E a 
2 Bs soe 2 ] . SS : 


Trtal 


2 


make! 

spon- 
Mutual 
rensen 
5: 45-6 


— 


| 
I 
} 


¥ 


/ dwertising Age, November 21, 1949 


Shop Jodat 


Mixed Vi 


rE: 
-t- 


orden 
Dealers Wil Peavey et Be Sold Any Gotten 


' 2 corre = * (her S Ste Black E 
{ pester sstiternrss tists cf Laret 


TELLS WHY—Popular Markets in Hartford 

uses part of its page ad to tell why its 

new Desire brand coffee is cheap (buyers 

bought “tons and tons” months ago, be- 
fore prices started going up). 


Appliance Parts 
Jobbers Send Out 
Own Publications 


Cuicaco—Fifteen major distri- 
butors handling parts for wash- 
ing machines and small traffic ap- 
pliances are mailing their own 
sales and service publications to a 
total of 24,000 parts dealers 
throughout the country. 

The publications, each tailored 
for an individual jobber in the 
group, are created and produced by 
Charous & Niebergall Inc., Chicago 
company. The distributors, located 
from coast to coast, mail the 8% 
x11” publications to their own lists 
‘ff appliance parts dealers. 

Manufacturers and suppliers of 
products used by the service shops 
may use one, several or all 15 of 
the monthly publications, with ad- 
vertising rates depending upon the 
amount of space, frequency and 
‘irculation required. Cost of a 
single page in all 15 papers is $389, 
and agencies are granted a 15% 
commission. 


es Charous & Niebergall, which 
launched the venture in August, 
adopted an editorial formula al- 
lowing for localized answers to 
specific problems but giving a 
general treatment of editorial mat- 
ter where possible for all 15 pub- 
lications. They offer “how-to-do- 
it” service hints, sales and mer- 
chandising suggestions, Washing- 
ton and industry news briefs, and 
illustrations of appliance parts, 
too's and shop equipment carried 
by the jobber. 

The distributors, including such 
leading companies as C. E. Sund- 
berg Co., Chicago; Washing Ma- 
chine Parts Co., Los Angeles, and 
Tribles Inc., Washington, were 
sel cted for their capacity and bus- 
ine s volume; their location, so as 
hot to overlap and waste circula- 
tio., and their interest in helping 
Im)rove service dealers’ business 
me! hods. 


To “rwin, Wasey & Co. 


VY . B. Connor Engineering Corp., 
Ne. York, manufacturer of Dorex 
alr ecovery systems, has — 
Er. in, Wasey & Co., New York, to 
har ile advertising, effective Jan. 
1, 950. Schuyler Hopper Co. for- 
me iy had the account. 


Su>ersite Names Cohan 

“rnold Cohan Corp., New York, 
&@ been appointed to handle the 
advertising of Supersite Corp., 
ma \ufacturer of automobile mir- 
Tor: and accessories. The company 


is urrently featuring gold colored 
Mirror glass. 


Ocean Spray Builds Sales 
with Cranberry Recipes 


National Cranberry Association, 
Hanson, Mass., again will offer the 
Ocean Spray recipe book, “20 
Famous Cranberry Dishes from 
Famous American Eating Places,” 
in December to meet a steady flow 
of requests totaling 40,000 on Nov. 
1. The recipe book was first pub- 
lished in September, when maga- 
zine and newspaper advertising 
carried announcement copy and 
promotion for Ocean Spray cran- 
berry products. 

Christmas advertisements will 
feature a Cranberry jewel salad 
from the cook book as served at 
the Old Spinning Wheel, Hinsdale, 
Ill. The Christmas schedule in- 
cludes: American Family, The 
American Weekly, Better Homes 
& Gardens, Family Circle, Good 
Housekeeping, Ladies’ Home Jour- 
nal, This Week Magazine, Western 
Family, Woman’s Day, and Wo- 
man’s Home Companion. Newspa- 
pers across the country and point 
of sale material also will be used. 
Harry M. Frost Co., Boston, han- 
dles the account. 


Walden Promotes Trotter 


Ernest F. Trotter has been 
elected vice-president in charge of 
editorial departments of Walden, 
Sons & Mott, New York, publisher 
of business papers and catalogs for 
the printing and paper industries. 
He has been with the company for 
20 years, first as managing editor 
and currently as editor of Printing 
Magazine, and has been a member 
of the board of directors for sev- 
eral years. 


Storecast System Expands 


The Storecast System of “Music 
to Buy By” will be extended to all 
National Food Stores in Chicago. 
The system is currently in 100 Na- 
tional stores. Storecast also is in 
operation in supermarkets through 
New England and in Philadelphia 
and Pittsburgh. 


Joins ‘Cosmopolitan’ 

Richard E. McLaughlin, former- 
ly with Crowell-Collier Publish- 
ing Co. in New England, has been 
named New England manager of 
Cosmopolitan, making his head- 
quarters in the Boston office. 


CLINCH SALES 
with AUTOMATIC 


FILM SLIDES 


ADMATIC automatically exhibits every six sec- 
onds sharp, clear pictures or copy messages even 
under bright over-head lights. Fool-proof, long 
life, sensibly priced. A “Natural” for point-of-sale 
promotion. Synchronized sound attachment at 
nominal added cost. 


| ADMATIC PROJECTOR COMPANY 


111 West Jackson Blvd., Chicago 4, Il. 
ADMATIC OF CANADA, 69 York $t., Toronto 


Write for 
Circular A-11 


RETAILING DAILY TELLS YOUR STORY TO 


MORE 
BUY ERG 


OF HOME FURNISHINGS THAN 


YOU CAN REACH THROUGH ANY OTHER 


_Retalling Daily 


HOME FURNISHINGS BUSINESS PAPER 


IN THE NATION! 
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Michel-Cather Works 
Routinely—Since 1909 


Most Executives Are 
Also Engineers; Each 
Helps on All Accounts 


New YorK—Forty years is a 
long life for an advertising agency. 
It has been estimated that 40% 
of new agencies die before they 
are a year old. 

Long-lived agencies are excep- 
tional in more ways than one. An 


KLX Covers 


OAKLAND, CALIFORNIA 


Represented nationally 
by Burn-Smith Co., Inc 


AT LOWEST COST PER 1,000 


example of this is Michel-Cather 
Inc., which is celebrating its 40th 
anniversary as an industrial agen- 
cy. Established in 1909 by A. Eu- 
gene Michel, a mechanical engineer 
from Terre Haute and one of the 
early pioneers in industrial adver- 
tising, the organization has sur- 
vived the vicissitudes of two world 
wars, two inflationary booms and 
a major economic depression. 

In 1909 there was no income 
tax. William Howard Taft was in 
the White House. Teddy Roosevelt 
was hunting big game in Africa. 
The Hudson-Fulton celebration was 
enthralling New York, where a 
North Carolinian by the name of 
Sidney Porter was writing aston- 
ishing short stories, under the by- 
line of O. Henry, which appeared 
every Saturday in the old New 


York Evening World. 


ws Michel enjoyed O. Henry and, 
like the short story writer, the en~ 
gineer possessed unusual writing 
facility. But his choice of sub- 
jects was factual rather than fic- 
tional. He could write page after 
page of technical manuscript which 
required no revision when fin- 
ished. 

He contributed articles to in- 
dustrial publications and engineer- 
ing reference books, compiled 
manuals for manufacturers, and 
was an associate of the American 
Society of Mechanical Engineers. 

In addition to his engineering, 
advertising and writing interests, 
he was an expert photographer and 
a philatelist with an international 
reputation. He wrote and lectured 
extensively on stamps and stamp 
collecting, and his own collection 
of “entires,” which filled 150 vol- 
umes, was reputed the finest in 
the United States. It is now in the 
Smithsonian Institute. 


ws Michel had the gift of friendship 


J. Gaumberg, 
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CLIENT CLINIC—Michel-Cather staff holding a client clinic. Front row (I. to r.): 
Edgar F. Cohen, president; Vernon W. Palen, publicity director; Eslie Scheer, sec. 
retary; W. A. Cather, executive vice-president (with back to camera); rear row 
(l. to r.): Jess H. Cloud, copy chief; Gilbert S. Carpenter, account executive; W. 
A. Cather Ill, account executive; John M. Eastman, account executive; and Godfrey 


i ] dt 


art director. 


and won and held the confidence 
both of clients and associates to an 
unusual degree. At his death in 
1939 all of the agency’s clients con- 
tinued with the company. This 


was occasioned by more than mere 


SINCE 1940, Poe: 


have gone up 69%... 


But disposable Personal 
income after taxes 
is up 157%! 


And the cost of reaching 
each of these more 
buy people with an adver- 
tising message (as meas- 
ured by the value of the 
average advertising dollar 
in major media) has not gone 
up at all since 1940, 


-able-to- 


Here’s one dollar that buys more 
than it did 10 years ago 


The unit cost of most things you 
buy has gone up. Which is to say 
that the value of the dollars used 
in buying them has gone down .. . 


But not the advertising dollar! 


“It takes more dollars to dupli- 
cate most 1940 schedules!”’ Right. 
That’s what deceives many people. 
But the Fact is that circulations 
and audiences have gone up, too; 
on the average you will get more 
for your 1950 advertising dollars. 


This is fortunate. For 1950 offers 
salesmanship a 4-fold opportunity: 


1. there is still an enormous back- 
log of unsatisfied wants 


“Capacity production and distribution in this country 
always have been based on demand created through the ; 
generation of desires, not the mere satisfaction of needs.”’ 


2. the nation has the productive 
capacity to satisfy these wants 

3. the people have money to pay 
for the things they want 


4. the advertising dollar is a ‘‘bar- 
gain’’ dollar 


Yes, in 1950 you can reach a 
greatly expanded market, with 
more potential buying power, at 
no greater advertising cost per person 
than ten years ago. 

These being the facts, there is 
needed only determination for sell- 
ing, promotion and advertising to 
take up again in earnest the task 
of maintaining a rapid turnover of 
goods, and expanding our markets. 


WHETHER the problem is to get 
the most out of the advertising 
dollar in increasing sales for a prod- 
uct, or in winning understanding 
and good will for a whole industry, 
the J. Walter Thompson Company 
believes that good advertising must 
begin with FACTS. 

Advertising itself essentially is a 
technique for isolating facts, and pre- 
senting them so they are accepted 
and acted on. 

Facts about products, plus facts 
about media to reach exactly the 
people who can use these products 
and have the money to pay for 
them . . . these are the daily tools 
of the world’s largest clinic of ad- 
vertising experience. 

J. Walter Thompson Company, 
420 Lexington Avenue, New York 
17, N. Y. Twenty-two other offices 
in strategic cities around the world. 


— peti 
loyalty to the memory of a re-# dia 
markable man; it was an expres-—@ and 
sion of confidence, based upon tha’ 
experience, in the organization leas 
which Michel had founded and@ ere! 
built upon four guiding principles: @ nen 
knowledge, skill, integrity and ser- Vv 
vice. the 
Among Michel’s closest associates ‘ail 
was Edgar F. Cohen, a young en- £vée 
gineer with a flair 
for advertising, 
who joined the 
agency in 1920, 
and is now its 
president. After 
receiving his de- 
gree in mechani- 
cal engineering at 
Columbia Uni- 
versity, he had 
been associated 
with the Worth- 


Edgar F. Cohen ac 
ington Pump & the 
Machinery Corp., the Submarine jj at 


Boat Corp., and the Simmons- the 
Boardman Publishing Co., beforef "ev 


joining Michel’s staff. pla 

A member of the American So-9j "8 
ciety of Mechanical Engineers, andj ‘lit 
a man of varied interests, Cohenggj ™@ 
saw eye-to-eye with Michel fron I 
the beginning. When Michel diedyy 
it was found that he had willed 
his business outright to Edgar Co-#j ™° 
hen. 


ws About a year later, Cohen com- 
pleted plans for a partnership with 
W. A. Cather, 
then advertising | 
manager of the 
Babcock & Wil- 
cox Co. Cather 
joined the agency | 
as executive vice- | 
president in Feb- 
ruary, 1941, when 
the corporate 
name became Mi- 
chel-Cather. 
Cather, who 
took mechanical 
engineering at Cornell, had 
broad experience in the indus’ 
field both in engineering and «d- 
vertising, notably with the Jea!\cs- 
ville Iron Works, as general ).n¢ 
salesman; with the air compre=s0! 


W. A. Cather 


_|department of the Worthing ong‘ 


Pump & Machinery Corp. as sa °S- 
man and later as advertising m ‘D- 
ager of the company; and as s !é¢ 
manager of Barret-Haentjen: & 
Co. 

Incidentally, he is a former p: &- 
ident of the Industrial Adve) \s- 
ers Association of New York, 0°. 
is an active member of the § és 43 
Executives Club and the Nati: 1# 
Industrial Advertisers Associat >? 


s The Michel-Cather staff foc 
tions as a team with each i” 
dividual playing a vital part. 
key members of the organiz: °° 
meet regularly every Tue ‘% 
morning at 9:30 and hold » °# 
they call a client clinic. 

These meetings have three |" w 


poses: to discuss current int "® 
operations and general a&£ wp! ele 
business; to discuss the statu °@ yo, 
plans in progress for clients’ °° @ as; 


grams; and to get educated 9% tr; 
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some specific matter such as new 
developments in media, markets, 
processes, etc. For the latter ses- 
sions, experts and authorities are 
invited to give talks and demon- 
stvations. 

It is the policy of the agency to 
remain small enough so every key 
member of the staff can be fa- 
miliar with every account. When 
something out of the ordinary is 
required the regular staff is sup- 
plemented by outside experts who 
are called in as consultants. 


as So that everybody may be con- 
tinually posted and informed, a 
separate loose-leaf volume is main- 


ak. tained for each individual client. 
tow This so-called client dope book 
3 W. contains virtually everything that 
dfrey anybody needs to know about a 
client—his products, markets, com- 
——f petition, financial background, me- 
a re-f dia used, printed matter issued by 
cpres-/ and for him, reproductions of ads 
upon that have been run, publicity re- 
zationf™ leases handled, and any other ref- 
| and@™ erence material that may be perti- 
iples: # nent and useful. 
d ser- When a project is in the works 


the agency staff explores it in de- 
tail at one of the client clinics. 
Every member of the staff is made 
familiar with the project and what 
is expected to be accomplished, as 
well as what particular part he, in- 
dividually, is expected to play in 
the specific operation under dis- 
cussion. 


Ciates 
ig en- 


as The management believes that 
an industrial agency should do 
more for its clients than merely 
prepare and place advertising. Mi- 
chel-Cather undertakes to render 
a complete service. This includes 
the preparation and printing of 


“ohen 


,ariney™ catalogs, manuals and bulletins; 
mons-f™ ‘he writing and distribution of 
before news releases; the preparation and 


placing of technical articles; mak- 


n So-f™@ ing market surveys; and the han- 
s, anda dling of industrial exhibits, direct 
Cohenfgg Mail and motion pictures. 

fron Its production department main- 
| died ‘ains continuous contacts. with 
willedamg Printers from Rochester to Balti- 
ir Co-f more and as far west as Milwau- 


kee. Executives claim thorough fa- 
miliarity with various printing 
processes and their relative costs 
is well as with details of photo- 
engravings, electrotypes, mats and 
omposition. When it has to, it 
an get quick results. 


# For example, it handled an 
eight-page, two-color folder for 
the John Verduin Machine Corp. 
Despite the fact that the job re- 
quired editing the client’s rough 
copy, preparation of a layout, fin- 
ished art work and printing, it 
was completed in 18 calendar days. 
A four-page, two-color folder for 
the Anemostat Corp. of America 
that required layout, copy, art 
Work and printing was completed 
in eight calendar days. 
Michel-Cather, of course, exe- 
tutes direct mailings from idea 
ricination on through; creates a 
wice variety of sales materials 
suc) as price lists, sample kits, etc.; 
les gns and builds many elaborate 
dis) lays, and engages in many re- 
sea ch projects. 

I may be of interest to note that 
“ul ng the past year it has pro- 
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States Power Co., Westinghouse 
Electric Corp. and North American 
Philips Co. 

After publication, reprints of the 
technical articles are used in sev- 
eral ways: as material for direct 
mail promotions; as the nucleus for 
special advertisements; as sales 
aids for clients’ salesmen; as blow- 
ups for dealers’ displays; and as 
convention literature. 


s All auxiliary services to clients 
are billed on a cost-plus-fee basis. 
The agency’s aggregate annual bill- 
ing, according to Mr. Cather, “is 
somewhat better than $1,000,000.” 

The agency operates a cost con- 
trol system which is a kind of per- 
petual inventory of work in prog- 
ress. An essential part of every 
project plan is a dollars and cents 
cost breakdown. In rare cases, 
when costs have to be estimated 
in advance upon insufficient data 
for a particular project, agency 
and client agree upon a tentative 
arrangement for a specific trial 
period. At the end of the agreed 
time, the arrangement is reviewed 


in the light of developments and 
adjustments are made as circum- 
stances may warrant. 


ws In addition to Messrs. Cohen, 
Cather and Palen, other key mem- 
bers of the agency’s client clinic 
include: 

Gilbert S. Carpenter, account 
executive, who in addition to op- 
erating his own agency before the 
war, has been associated with the 
Electric Auto-Lite Corp., Edison- 
Splitdorf Corp. and the Oiljak Mfg. 
Co. He is a vice-president of the 
Industrial Marketers of New Jer- 
sey and a member of the NIAA. 

John M. Eastman, account exec- 
utive, was a design engineer in the 
war research division of Columbia 
University before joining the Mi- 
chel-Cather staff. 

W. A. Cather III, account exec- 
utive, joined the agency in 1941. 
Atter his discharge irom the U. S. 
Navy in 1945 he worked on sev- 
eral research projects before spe- 
cializing in account handling. 

Godfrey J. Gaumberg, art di- 
rector, has been associated with | 


Reincke-Ellis-Younggreen & Finn 
in Chicago; Gardner Advertising 


Co. in St. Louis; Dickie-Raymond 
Direct Mail Co., Boston; and New- 
ell-Emmett, Campbell-Ewald, and 
the Bensinger Art Studios here. 
Jess H. Cloud, copy chief, is a 
graduate of the University of Chi- 


cago, and left Batten, Barton, Dur- 
stine & Osborn to join the Michel- 
Cather staff. 


Walsh Agency Moves 

Walsh Advertising Co., Mon- 
treal, has moved its offices to 
larger quarters in the University 
Tower Bldg. 


PRECISION-printed, precision-finished labels can 
consistently be produced only on precision equipment. 
In other words, new equipment. New equipment engineered, 


installed, operated by men who know the label field . . 


. our kind 


of equipment, our kind of men. Write or phone for detailed 


information concerning these and other ways in which we 


assure top quality, on-time delivery, competitive prices. 


John |v 


CHICAGO 16 
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WE BOW TO THE 


and small. 


(ORDER OF THE DAY 


Style and restyle to meet customer demand 


You make a daily study of customer requests and preferences. You push constantly for 
restyling to keep your product up to date in a changing market. We do the same. We bow 
to the repeated requests of department store people from coast to coast — in large stores 
We are proud to announce that the Economist is adopting a change effective 
with the January 1950 issue, designed with these requests in mind. 


Make it easy to use 


also reorganized the format for quicker reading 
more logical sequence. By eliminating most broken pages and using the same page size as 
Vogue and House Beautiful, advertisements will gain greater visibility. And the new side- 
stitching will permit inserts without extra charges for tip-ins. 


— 


factors in today’s 
coverage of those stores which do more than 80°, of total department store business. Within 
these 7298 stores, Department Store Economist’s 
25,826 copies reach key buyers PLUS merchandise managers. store heads, controllers, 
general managers, advertising directors, display managers. and personnel and training 
directors. Because Department Store Economist’s editorial voice is THE recognized author- 
ity for the entire store operation, its readership is store-wide. penetrating every buying 
influence, and assuring you of the greatest return for each adver- 
tising dollar invested. 


Make every Ad -Dollar count 


DEPARTMENT STORE 
ECONOMIST 


. es- 
A is- “UC d 28 catalogs; 54 different bul- 
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A Chilton (J Publication CCA 


One of the first principles of selling is to make it easy for the customer — easy to buy and 
easy to use. In our case, that means easy to read. So we’ve designed a new. more practical 
size that makes our book easier to handle, and easier to read and hold for reference. We've 
, by placing articles and advertisements in 


Department Store Economist is the one publication which influences the important buying 
department stores. The Economist’s controlled circulation gives you 


controlled circulation is 30,418 of which 
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No Advertising 
| Ses like Advertising in 
Servie Ma 


UESTION FOR ADVERTISING MEN: 

When you're trying tosell your 

product to women, what media do 
you think of first? 


Of course. The women’s service 
magazines. And here’s proof—it’s 
hard to find a single leading brand 
among nationally marketed prod- 
ucts that is not advertised in one 
or more of them! 


Now, when you're selling the 
man-market, doesn’t it make just 
as much sense to use the one and 
only man’s service magazine? 


That’s esquire. Acknowledged 
leader in telling men what's new, 
what’s correct, what's what. . . in 
sports, travel, apparel, automo- 
biles, toiletries and a score of other 
products bought by men, 


MORE READERS-PER-COPY THAN ANY OTHER 
NATIONAL MAGAZINE... AND AT 50¢ PER! 


EsgumRE has 7,000,000 readers— 
count *em—seven million, largely 
because Esquire tells these readers 
how to look better, how to dress 
better, how to live better. 


Right now, EsQuire’s circulation 
is at an all-time high. Every month, 
more than 750,000 readers plunk 
down 50¢ each. Then, each copy 


finds its way to nine additional 
readers (a fact, fully documented 
by research available for your 
inspection ). 

Today you can reach and sell 
this top level Mass-culine Market 
through Esquire, the Service 
Magazine for Men. 


P. S. And only through esquire! 


T T 800,000 
NOW! Highest Net 
Paid Circulation o 
| in ESQUIRE | hananed 
history! 7 


7 700,000 
— 650,000 


600,000 
1947 1948 1948 1949 
2nd Holf ist Holf nd Half ist Holf 


DECEMBER ISSUE 
The big Christmas Number full of 
holiday cheer and gayety contains 
among many other features: 
12 PAGES of Christmas Gifts in Full Color. 
“CHRISTMAS ON THE OLD POST ROAD” by 
noted writer, Hervey Allen. 
“THE FLOWING BOWL” by John Briggs. 


Esquire’s Winter Vacation Travel Calendar 


QUENTIN REYNOLDS — LOUIS UNTERMEYER 
ROBERT P. TRISTRAM COFFIN — RIAN JAMES 
FREDERICK LEWIS ALLEN — JAMES MASON 


Also features by 


\G.....7HE MAGAZINE FOR MEN. 
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EXAMPLE 5: Esquire Advertising Sells Gifts! Biltmore Flowe:: 
and Gifts, of Los Angeles, Calif., recently placed advertising in ESQUIRE 
and in four other important magazines. The EsQuirE advertising sold tho 
sands of orchids by mail, and the cost per order from EsQumeE was less tha 
36 cents, whereas the same advertisements appearing in the four other mag: 
zines varied in cost from $3.50 for the lowest to $12.75 for the highest. 
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OTOGRAPHIC REVIEW 
OF THE WEEK 


TUDY RADIO PROBLEMS—Carl E. George (left), WGAR, president of the Ohio 

sociation of Broadcasters, was chairman of a two-day sales clinic held by the 

sociation in Cleveland. Next in line are Stephen A. Douglas, director of sales 

romotion, Kroger Co., Cincinnati, who spoke at the opening session; Fred Bock, 

ACD, Akron, OAB secretary; and Joseph L. Brechner, general manager, WGAY, 
Silver Springs, Md., who spoke at the meeting. 


_ 


00D GIRL—The suggestion to youngsters that bottoms up is a good policy will 
ppear on outdoor boards from coast to coast for the American Dairy Association. 
Howard Scott made the illustration, of which this is a “rough.” 


RTY FOR JONES—Merle S. Jones (right), new general manager of KNX, Los 
geles, and the Columbia Pacific Network, met the San Francisco advertising 
bternity at a reception held in the KCBS studios in the Palace Hotel. With him, 
re, are Carl Eastman (left), San Francisco manager of N. W. Ayer & Son, and 
mes C. Hildreth, manager of Bristol Advertising Service (Safeway Stores division). 
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'S HEAR MEDIA STORY—William H. Hutchison, Keeling & Co., Indianapolis 
plays the role of ad manager of a hypothetical company in a clinic session 
University, where Indianapolis Adclub sponsors an advertising course. 
en discussing with him a program for an imaginary new oil filter are (left 
": G. C. Buzby, Chilton Co., Philadelphia, representing business papers; 
ifried, Chicago office of The Saturday Evening Post, general magazines; and 
Fred Wenck, Chicago office of Farm Journal, farm publications. 


JOURNEY’S END—George W. Mason 

(left), president of Nash Kelvinator Corp., 

returns from Europe with B. B. Geyer, 

president and chairman of Geyer, Newell 
& Ganger, after a month’s tour. 
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WHISTLER—Tek-Hughes Inc., New York, 

is pushing tooth brush sales with this 

container for a children’s brush, which 

has a “5 Alarm Siree-e-een” in the end 

opposite the closure. The idea was sug- 

gested by Consolidated Lithographing 
Corp., Brooklyn. 


THE FAMILYS 
¢ NEW EITCHEN PET 


} Mam says, “The tun of using * never wears off.” 
ed ~~ 
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ad by Cn bert omghares \ehees 2 tapammant sgSon a0. 4 theme: 
OAM OSTER MANUFACTURING COMPANY + BACINE. WISCONSIN 


EMPHASIZED—This Good Housekeeping 

ad in December, and another in Life Nov. 

14, highlight John Oster Mfg. Co.’s Os- 

terizer. The Osterett portable mixer will 

be stressed in an ad in The American 

Weekly Dec. 4. Ivan Hill Inc. is the 
agency. 


Treat yourself 
to delicious 


SWEET ADVERTISING—In the confections classification of the outdoor advertising 
art competition, first prize, at top, went to Wm. Wrigley Jr. Co. through Charles 
W. Wrigley Co.; Otis Shepard, artist and art director; lithographed by Gugler. Sec- 
ond prize, center, to Swift & Co., through Needham, Lovis & Brorby; artist, Hi Wil- 


liams; art director, Ernest Allen; lithographed by National Printing & Engraving Co. 
Third prize, at bottom, to Fred W. Amend Co., through Foote, Cone & Belding; artist, 
Warner Bros.; 


lithographed by Gugler. a 


GETS PROFESSIONAL AlD—Detroit’s successful Torch drive for funds for the United 
Foundation had a lift from the city’s radio stations, which not only contributed time 
to promotion, but also lent crack salesmen for a team organized by William Cart- 
wright, manager of the local office of Edward Petry & Co. The canvassers, assigned 
to “tough” prospects, had the benefit of Volunteers Constance Taylor (left) and 
Jill Gerard. Salesmen are (seated, left to right) Mr. Cartwright and Jack Sitta, WJBK. 
Standing: Richard Spencer, WWJ; Fred Wolf, WXYZ; Frank Walker, Edward Petry 
& Co.; Ralph Dawson, WJR; John Lyon, WEXL; and Russell Watson, WLDM. 
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PRIZE WINNER—Gretz Brewing Co., Philadelphia, used its man-on-the-bike trade- 

mark for this inside wall sign, which is animated by means of motion in the wheels 

and the rider’s legs. The sign took first prize in the point of sale division at the 
Small Brewers’ convention last month. 
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Color TV Will Continue 
As Television's Big Issue 

WasHINGTON—Commercial color 
TV may be a year—or even two— 
away. But it is increasingly clear 
that there will be very little peace 
for television until a color system 
is approved. 

FCC’s color timetable, running 
well into 1950, points up one fact: 
color will remain in the publicity 
spotlight. Obviously, the commis- 


By STANLEY E. COHEN, Washington Editor 


sion’s purpose is to prod the in- 
dustry into agreeing on something 
which can go on the air, at least 
on an experimental basis. 

One reason color stays in the 
news is that Sen. Edwin C. John- 
son (D., Colo.) wants it, and John- 
son, as chairman of the interstate 
and foreign commerce committee, 
is a man to reckon with. His need- 
ling last summer sidetracked ex- 
pansion and thawing of bew TV. 


With FCC Commissioner Robert 
Jones, he has made color the chief 
issue of the current TV hearings. 
Johnson isn’t claiming that any 
of the current color systems war- 
rant FCC’s exclusive approval. But, 
he says, FCC can write a general 
standard which would enable sev- 
eral color systems to go on the air. 
He says this would .be “the tra- 
ditional American, free enterprise, 
non-monopolistic manner” of de- 
veloping a color TV system. 
Johnson feels the expansion of 
TV into additional channels should 
come in a single package with 
color standards. He adds, that “to 
lift the freeze without a definite 
plan for the allocation and use 
of UHF channels would be a sci- 
entific and economic absurdity.” 
As for “compatibility”—the adop- 


tion of a color system which per- 
mits use of existing sets without 
modification, Johnson says, “while 
desirable, certa:nly should not 
be the primary basis for a deci- 
sion.” 

e @ @®@ 

Nearly one-third of the nation— 
an estimated 10,000,000 families— 
still have incomes of less than 
$2,000, according to the joint con- 
gressional committee on the eco- 
nomic report. In an analysis of 
“under-developed markets” for 
agricultural products, it finds that 
3,300,000 of the “under $2,000” 
families are on farms. 

Of the 16,300,000 urban families 
one-fourth are headed by persons 
over 65, another one-fourth by wi- 
dows or divorcees. Committee sta- 
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More Real Estate Display Advertising 
Than Any Other U.S. Newspaper 


_ Srar, No. 1 newspaper in the nation in real 
estate display in 1948, continues to maintain 
leadership for the first 9 months of 1949, beating 


its own figures for the period by 15.9%. 


As in 


practically every other display classification, The 
Star dominates the real estate field in Washing- 
ton, with 15.1% more lineage than the three 


other papers combined.* 


Washingtonians have made The Star the No. 1 
advertising medium in the nation’s capital be- 


cause it produces results that are a matter of 


common experience. 


National advertisers who 


follow this lead capitalize on a dependable Wash- 


ington habit. 
* Media records first 9 months, 1949. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by Dan A. Carroll, 110 E. 42nd St., 
NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 
Member: Bureau of Advertising ANPA, Metropolitan Group. 


THE EVENING STAR 


BROADCASTING 


COMPANY OwnNs 


ANDO 


OPERATES STATIONS WMAL, 


WMAL-FM, 


AND WMAL-TV 


tistics place 1,100,000 families ji 
the “over $10,000” group; 3,100, \ 
in the $5,000 to $6,000 group; 5 
000,000 in $4,000 to $5,000 cls; 


8,000,000 with incomes of fro, 
$3,000 to $4,000 and 7,900,000 
the $2,000 to $3,000 group. 


By coincidence, the Federal te 
serve Board on Thursday came u 
with some information about thg 
economic results of opening wu» ; 
previously “under-develop«d 
market. Its survey of the demin 
for automobiles, to be published ;; 
the Federal Reserve Bulletin fo 
November, shows car ownershi 
slightly below the prewar peak 

However, rural car ownership ; 
up dramatically, particularly fo 
the “lowest fifth” income group 
The report indicates a fertile fie! 
for auto salesmen. It says near); 
one-half the families with prewa; 
models have ample funds to fi. 
nance new cars. 


Maurice Mitchell stopped by t 
show the Washington Advertising 
Club his Broadcast Advertising 
Bureau strip film, “How to Tun 
People into Customers.” “Mitch’ 
says Broadcast Advertising Burea 
expects 80,000 retailers to hear th 
pitch-——‘retailers are now radio’; 
biggest customers”’—before th 
year is over. Incidentally, he says 
his tour of the ad club circuits 
indicates chicken and peas ar 
standard ad club eating—excep' 
here in Washington, where th 
Statler Hotel’s chef seems to hav 
a fondness for baked tomato. 


Who’s eating the food? A wealth 
of information on 1948 eating hab- 
its of city families is streaming 
from the Agriculture Department's 
bureau of human nutrition and 
home economics. In recent weeks 
there have been special reports o1 
meat, fats and oils, grain products 
and eggs and poultry. 

Home consumption of eggs and 
poultry is up one-third since 1942 
The bureau reports that eggs ar 
being used by all income groups 
and that poultry is particularly; 
sharp for “lowest third’ income 
groups. In fact, the “lowest third’ 
is using 90% more poultry than it 
did in 1942. 


Candy, which reached the $1 bil- 
lion dollar class in 1948, apparent- 
ly has slipped to a probable $850,- 
000,000 for 1949, Commerce De- 
partment says. Per capita cand) 
consumption is expected to dro} 
from 18.2 pounds to 16.7 pounds 

“Confectionery sales and dis- 
tribution,” surveyed by the Com- 
merce Department for the Nation- 
al Confectioners’ Association 
shows that 10¢ bars are becoming 
a major fixture in the industr) 
The five-center is still a big item 
but its production dropped !|4% 
in 1948. Production of 10¢ bars in- 
creased 53%. 


Federal Trade Commission /\ds 
dropped its complaint against |0- 
bels on blankets produced by | °4- 
con Mfg. Co. FTC says it has | ’e 
convinced that Beacon, lar es! 
manufacturer of blankets in ‘h 
world, does everything possib! | 
insure accurate labeling of * 
product, but that occasionally {0 
reasons beyond its control, | 0 
content of individual blankets ‘4 
drop below standard. 


Gas Association Names Tw 


R. H. Mahnke, formerly ex °u 
tive vice-president of the K: 5% 
LP-Gas_ Association, has en 
named assistant managing dir ‘°! 
of the Liquefied Petroleum «® 
Association, Chicago. K. B. /% 
cobsen, formerly public rela °" 
officer of the Oakland Nava! /P- 
ply Center, has been appo ‘© 
West Coast secretary of the *~ 
sociation, making his headqua © 
in Oakland. 
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DEER HUNTERS ROUND-UP 


17 DAYS 
MOV. 14® trough NOV. 30" 


Monday - Friday Tues. - Wed. « Thur. 
9 to %30 P.M., E.5.1. 8 to 8:30 P.M.,£. 5. , 
Set.7to7:30RM.,£.5.1. Sun.7:30ro8P.M_£.S.T. 
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BOSCH BREWING CO. BEER DISTRIBUTORS 


NEWS FOR HUNTERS—This point. of sale 
easel is being distributed throughout 
Michigan’s Upper Peninsula to promote 
a public service program, “Deer Hunters 
Round-Up,” carried on all Upper Michi- 
gon stations for distributors of Bosch 
Brewing Co., Houghton, Mich. The State 
Conservation Department, Highway Com- 
mission and state and local police co- 
operate in providing information for the 
reports. Brindley-Roth, Detroit, is the 
agency. 


Companies Should Be 
Run by Benevolent 
Despotism: Cutright 


New YorK—The best form of 
business organization is a benevo- 
lent despotism, Harold G. Cut- 
right, marketing manager, General 
Electric Affiliated Companies, told 
members of the Industrial Adver- 
tising Association of New York last 
week. 

“One of the great failings of 
business today,” Mr. Cutright said, 
“is the over-emphasis we place on 
group meetings of all kinds—sales 
meetings, advertising meetings, 
marketing meetings, management 
meetings, and the like. We are 
surfeited with meetings. 

“Group discussions are good 
within limits. But group decisions 
involve compromises. In some in- 
stances this is necessary and for 
the general good. But in a business 
rganization facing competition 
group decisions are not always for 
the good of the business.” 


s Less than two years ago, Mr. 
Cutright said, the affiliated com- 
panies of General Electric Co. put 
into effect a marketing manage- 
ment plan. The concept grew from 
the fact that the marketing func- 
tion has become broad in scope, re- 
juiring greater coordination of the 
various marketing segments. 

The method employed by GE, he 
declared, differs from the old sales 
manager concept, wherein the sales 
manager was chief salesman and 
adviser to the sales force. The GE 
concept places emphasis on de- 
tailed planning, control of methods 
and study of the market. 

The marketing manager, who is 
at the head of the marketing de- 
partment, is responsible, Mr. Cut- 
rigit explained, for 12 different 
act vities: marketing research; 
product planning; advising manu- 
ac uring management regarding 
production schedules; control of 
‘in shed goods inventory; pricing; 
ter ns of sales and discounts; dis- 
‘ution methods; sales organiza- 
ho ; sales planning; advertising 
anc sales promotion; product serv- 
‘ce ind marketing service. 


®  f it is said that the marketing 
ma: agement plan places 75% of 
‘the nanagement of the business in 
the hands of the marketing man- 
48¢ . that is exactly what it does,” 
Mr Cutright admitted. 

' jut it must also be taken into 
‘or ideration,” he added, “that 
‘ei ng is the most vital part of 
ous ness. Any top management that 
‘Ti’. to make all decisions today is 
‘N ‘or rough sledding. Proper dele- 
8a! on of authority, in today’s com- 
Pe ‘ive market, is one of the 


‘musts’ of good management.” 

Mr. Cutright said that the art 
of making executive decisions is 
a matter of ascertaining facts and 
appraising human factors for the 
good both of the company and the 
individuals involved. 


Hornung Signs TV Series 

The Jacob Hornung Brewing Co., 
Philadelphia, has signed to spon- 
sor the televising of wrestling 
matches arranged for the Sunny- 
side Arena, New York, over the 
DuMont video network Monday 
nights, 9:30-11 p. m. New film and 
slide commercials have been pre- 
pared for the new series through 
the company’s agency, Clements 
Co., Philadelphia. Hornung beer 
and Londonderry ale will be the 
products promoted. 


Names Freiberger Agency 

Curt Freiberger & Co., Denver, 
has been retained to direct the ad- 
vertising of the Denver Visitors 
and Conventions Bureau. Art For- 
rest has been named copy chief of 
Freiberger. He was formerly pro- 
motion director of WOAI and 
KTSA, San Antonio. 
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167,251 lbs. of meat 


.+++.. were purchased and served by the Hotel 
Eau Claire in Eau Claire, Wisconsin in 1948. 

A lot of meat, but only one item in one unit of an 
industry that is buying $290,000,000 worth of food 
products in 1949. 

Are you or your clients selling this market 
effectively?...Use... 


“HOTEL ung 


~ 
Editorially directed to the PRIMARY HOTEL MARK | 


FOR MORE INFORMATION: 


NEW YORK 21, N.Y. CHICAGO 1, ILLINOIS 
Warren Thompson MayersCo. 0O.A. Feldon & Associates Simpson-Reilly, Ltd., Seattle, 
130 East 61st Street 185 N. Wabash Avenve Los Angeles, San Francisco 


Published by JOHN WILLY, Inc., EVANSTON, ILLINOIS 


WEST COAST 


FEN DOSCHER, Pres. Sales Executive Club, V.P. Charge of Sales, Lily Tulip Co., says: 


ie €: ii ay eee ae 
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“I give my customers the 


whisky I choose myself 


SCHENLEY 


... it’s the most welcome of gifts!” 


taining. Choose Schenley for your business associates. 


employees and friends. Everyone welcomes a gift of fine 


liquor... 


Schenley. What’s more, you're always right with Schenley. 
You can’t make a mistake! So.. 
enjoyment, for smart entertaining. and for the finest in 
holiday giving... 


package store. It’s that easy! 


A Schenley Mark 


ENJOY RICHER, FINER TASTE FROM SCHENLEY THE HOUSE OF AGED WHISKIES 


RARE BLENDED WHISKY 86 PROOF. THE STRAIGHT WHISKIES IN THIS PRODUCT ARE 5 YEARS OR MORE OLD. 35°% STRAIGHT WHISKY. 65°; GRAIN NEUTRAL SPIRITS. SCHENLEY DIST., INC... ¥. C 


Add prestige to your holiday giving and enter- 


and there’s no finer name in whisky than 


. for your own personal 


order Schenley today! Just call your 


of Merit Whisky 
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Textron Has Window Display 
: on Empire State's 80th Floor 


Textron men’s wear division, 
New York, opened the highest 
showrooms and merchandise win- 
dows in the world Nov. 14 on the 
80th floor of the Empire State 
Bldg., 350 Fifth Ave. 

Textron offices are located at 
the entrance to the observation 
tower, where, it is estimated by 
Textron, 700,000 visitors annually 
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Starts Holy Year Drive 


The American Express-Catholic 
Travel League, New York, has 
launched a campaign promoting 
trans-Atlantic travel of Catholic 
groups for the 1950 Holy Year of 
Jubilee in newspapers in major 
cities. National Catholic magazines 
and spot radio also will be used. 
The campaign will be continued 
through December, 1950. Ray Mc- 
Carthy Advertising Service, New 


will see the displays. York, is handling the account. 


FPAVBIR CAND 
SMaaL PRODUCTS 


add more than 
$1,450,000 


annually to the 
buying power of 
the “Money Town” 
of the South. 


Reach this prosperous 
market through two 
great newspapers. 


Nashville Chamber of 
Commerce figures. 


The Nashville Tennessean 
Morning . Sunday 


Newspaper Printing Corporation, Agent 
represented by the Branham Company 
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The "MONEY TOWN” of the South 


FOR PRODUCT INDENTIFICATION 

Apply trade names, trade Pe ol 

specifications directly to product. - 

FOR PRODUCT ADVERTISING 

Put sales messages directly on product ter sel-selling 
Z at point-of-sale. Peety to Gueet sertens: 
ed FOR PRODUCT INSTRUCTIONS 


Aeply Gagrem and iristructions on product f f 


Write ri eae Sa 


-MYSTIK ADHESIVE PRODUC) 


2639 WN. Kildare ° 


Chicage 39, Illinois 


Mystik Trade Mark Registered © Offices in Principal Cities 
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AROUSAL VALUES—Ad Detector Corp., Chicago, which mea- 
sures the “arousal” value of advertising messages by means of 
a galvanometer checking on activity of the sweat glands, has 
developed a new device which is said to enable the coordina- 


Researchers Add 
Eye Correlator 
to Ad Detector 


Cuicaco—The Ad Detector Corp., 
which pretests advertising by mea- 
suring its emotional arousal value, 
has developed a new “eye cor- 
relator” which follows eye travel, 
and thus enables measurement of 
the “arousal values” of various 
parts of an advertising message, 
such as headline, illustration, main 
text, signature, etc. 

Measurement of “arousal” value 
is determined by checking the ac- 
tivity of sweat glands in the palm 
of the hand while a subject views 
an ad. The checking is done with 
a device similar to a lie detector. 

Heretofore, while the company 
was able to determine what it calls 
a “total arousal value” for an ad- 
vertisement, it could not, without 
multiple testing, determine the 
value of any of the component 
parts of the advertisement. 


ws The new device, which Ad De- 
tector calls an eye correlator, is a 
two-sided viewing stand which en- 
ables a subject to view an ad on 
one side, while an observer (not 
visible to the subject) can see and 
record the portions of the ad upon 
which the subject’s attention is 
fixed. Patent on the device has 
been applied for by Ad Detector. 

“With our new device,” asserts 
Walt Wesley, vice-president of Ad 
Detector, “we can follow eye travel 
over the advertisement and show, 
after a single test, the individual 
strength and weakness of the head- 
line, illustration, body copy, etc., 
as well as the total arousal value 
or strength of the ad. 

“This has never been a problem 
for us in testing radio or TV com- 
mercials, where the subject must 
listen and watch on a regular time 
sequence, enabling us to pinpoint 
the strong and weak lines or parts 
of a commercial. With our new 
device we can now do the same for 
printed advertising.” 


s Reports now issued by the com- 


opubeice af eSPEN OW CC PONENTS — 


oePoRation 


tion of “arousal” values with portions of an advertisement, so 
that separate values can be assigned to headline, illustration, 
body copy, etc. Reports prepared by the company look like 
this, in which two soup ads are compared. 


ported that in addition to the pre- 
testing service it offers advertis- 
ers and agencies, it is setting up 
continuous studies of competitive 
advertising. 

Competitive ads in a particular 


pany on tests show the pattern of 
reading an advertisement, the 
length of time spent on each com- 
ponent, and the “arousal” value of 
each segment. 

Ad Detector Corp. also has re- 
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Keep Your Eyes on Charleston, S. C.! 
IN CHARLESTON THE TREND IS UP 


DEPARTMENT STORE SALES LEAD 5 STATES 


Department store sales during the first nine months 
of 1949, averaged 6 per cent gain over the same 
period last year, and Charleston led the 14 major 
cities in the five states of the Fifth Federal Reserve 
District. 


IMPORTS AND EXPORTS REACH ALL-TIME HIGH 


The dollar value and customs collection totals of 
both imports and exports through the port of 
Charleston during the fiscal year just ended estab- 
lished an all-time high, according to William J. 
Storen, U. S. Collector of Customs. 


POSTAL RECEIPTS SHOW SUBSTANTIAL INCREASE 


Receipts at the Charleston Post Office for the first 
nine months of 1949 showed an increase of $57,155.64 
it is announced by Postmaster Edmund P. Grice Jr. 


PROPERTY VALUES UP IN CITY AND COUNTY 


The assessed value of property in Charleston, city 
and county, is up $1,562,576 over 1948, according to 
figures just released by Charleston County Auditor, 
J. Wilfred Zerbst. An increase was shown in 20 
of the county's 22 districts. 


THERE’S REAL SPENDING MONEY 
IN THIS RESPONSIVE MARKET 


* Effective Buying Income of the Charleston Metropolitan County Area in 1948 
was $219,019,000, and in the prosperous 18 county Charleston Trading Area was 
$554,832,000. 

* Retail Sales of the Charleston Metropolitan County Area in 1948 totalled $116,756,- 
000, and in the 18 county trading area totalled $365,577,000. 

(*—1949 SALES MANAGEMENT “Survey of Buying Power’’) 


Charleston's 1949 ABC City Zone Popuviction 
is 130,693, Largest in the Cerolinas. 


"THE CHARLESTON EVENING POST 
~—Ube News and Courier 
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CHARLESTON, SOUTH CAROLINA - 
REPRESENTED BY THE JOHN BUDD CO. 
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WATCHER—Subject under test (at left) 

views ad in cabinet, while observer is 

able to follow and chart subject's eye 

movements, without being seen by the 
subject. 


product classification will be mea- 
sured by the eye correlator-Ad De- 
tector method, with the service of- 
fered to the various competitive 
advertisers on a “split cost” basis, 
thus reducing the cost to each of 
the advertisers invoived. 


Colman, Prentis and Varley 
Sets Up N. Y. Affiliate 
Colman, Prentis & Varley, Lon- 
jon agency, has set up an Ameri- 
can affiliate of the same name at 
{09 E. 49th St., 
New York 17, to 
handle domestic 
campaigns for 
U.S. and British 
advertisers, and 
export advertis- 
ing for U. S. com- 
panies. Lawrence 
W. Radice is pres- 
ident of the new 
agency. Harry 
Counter, a vice- 
president of the 
New York agen- 
y, will head up CPV’s Central 
American chain of affiliates, with 
{tices in Caracas. 

The agency’s clients include the 
british Conservative Party, Eliza- 
eh Arden (world-wide), Shell 
Jil of London, Gossard Ltd., and 
American Home Products in the 
sterling area. 


L. W. Radice 


Ahrend Agency Names Two 

D. H. Ahrend Co., New York, 
has named Ethel Marquard, pre- 
ously assistant to the president 
f Royer & Roger, as creative di- 
rector. Harvey Chandler, former- 
y with Crandall Associates, has 
teen appointed as account execu- 
uve 
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The Perfect Premium 
FOR A 


SPRING PROMOTION 
‘ Gla liglus 
*, Balls 


* A Self-Liquidating Deal ® 
RIZE BULBS! For a powerhouse pro- 


Holo, next Spring, there’s nothing so 
és ompelling as our imported from 
olla: d gladiolus bulbs, world-famous for 
‘tir ‘aming beauty and long flowering 
'. P an now for your SPRING PUSH! 


OWEST PRICES! Michigan Bulb 
mp: ny’s prices have long been estab- 

Shed is the lowest in the bulb industry. 

Dur v lume exceeds 100 Million bulbs an- 

ally Dollar for dollar, gladiolus bulbs 
™ are your best premium buy! 


XT2A SERVICES! 


‘eM chigan Bulb Co. is set up to handle 

or ny part, of your premium deal, in- 
‘din. mail handling, packaging, label- 
. pping. We take care of all the 
“al You get the EXTRA BUSINESS! 


W ITE TODAY FOR FULL DETAILS! 
ALESMEN INQUIRIES INVITED! 


M‘CHIGAN BULB CO. 


PREMIUM DEPT. 
G-and Rapids 2, Michigan 
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Maryland Court 
Rules Broadcast, 
TV Rights Distinct 


ANNAPOLIS—“Broadcast” and 
“televise” are separate and dis- 
tinct rights, the court of appeals, 
Maryland’s highest tribunal, ruled 
last week. 

Therefore, according to Judge 
Charles Markell, the Century Ath- 
letic Club, which has a ten-year 
contract to “broadcast boxing 
matches” from Baltimore Coli- 
seum, is not authorized to televise 
the events. 

Though the decision applies only 
in Maryland, it is one of the first 
court rulings on the maze of con- 
tract relationships surrounding the 
television rights of promoters, tal- 
ent and advertisers. 


ein one of the few previous 
cases, a Los Angeles superior court 
said that a performer must “re- 
serve” television rights if he wishes 
to withhold them from the rights 
accruing to a promoter under a 


general contract for services. 

Judge Markell recognized that 
televising is included in the broad- 
cast provisions of the Communica- 
tions Act. But, with the five other 
members of the court concurring, 
he said the statutory definition is 
not binding in a contract case. 

In an effort to determine what 
was in the minds of the contract- 
ing parties when the right was 
granted in 1941, he wrote, “The 
privilege of broadcasting boxing 
events did not in 1941, or 1943 and 
does not now include television.” 


Dell Men’s Reduces Rate 
Effective with the January, 
1950, issues, Dell Men’s Group, 
made up of Inside Detective and 
Front Page Detective, offers a full 
page b&w for $1,390 and a one- 
color page for $1,800. The rate was 
previously $1,560 and $2,028, re- 
spectively, for the two categories. 


Phoenix Brewery to Ellis 


Phoenix Brewery, Buffalo, has! 
named Ellis Advertising Co., Buf-| 


falo office, to handle its advertis- 
ing. Television, radio, outdoor pos- 
ters and newspapers will be used. 


Philco Uses Direct Mail 


To aid smaller Philco dealers in 
competing with chain and depart- 
ment stores, Phileco Corp. has 
printed 3,000,000 tabloid-size cir- 
culars for direct mail use. The 
mailing pieces, stressing the com- 
pany’s 1950 line of TV receivers, 
are being distributed to dealers in 
time for observation of “Philco 
Television Week,” starting Nov. 28. 
Retailers will offer Session electric 
clocks as premiums to purchasers 
of video sets during the week. 
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Klik Picks Berger Agency 

Klik Promotions, New York, 
| jewelry manufacturer, has selected 
Alfred Paul Berger Co., New York, 
ito handle advertising in national 
| magazines, business papers and by 
direct mail. The account was for- 
merly placed direct. 


Cullinan Elected Director 

Richard A. Cullinan, vice-presi- 
dent, has been elected director of 
Albert Frank-Guenther Law, New 
York. 
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Boy—That's 


Readership! 


Subscription Price: $8.00 per year ° Subscription Renewal Rate: 88.9% 


IT HAPPENS EVERY WEEK! | 


The men who make the buying decisions in the 
factories and the dealerships keep informed by 
reading 


— THE WEEKLY NEWSPAPER OF es 
@ AMERICA'S NO. 1 INDUSTRY @ 
PENOBSCOT BUILDING e DETROIT 26, MICHIGAN 
° e om = * +. © +. = a 3 
ADVERTISING CFFICES: 
NEW YORK CHICAGO DETROIT LOS ANGELES 
Edward Kruspak J. Goldstein Dick Webber R. E. Deibier 
Adv. Mgr. Western Mor. Adv. Rep. Adv. Rep 
51 E. 42nd Street 360 N. Michigan Penobseot Bidg. 2506 W. 8th Street 
Murray Hill 7-687! State 2-6273 Wo. 3-0495 Dunkirk 3-0303 
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£ - November Advertising Pages and Linage in National Magazines 


— $ Lines ~ age 
Nov Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. WOMEN S OUTDOOR F 
1949 1948 1949 1948 1949 1948 1949 1948 : 
General nov BENE //4,.587 | nov. BRB 127,792 K 
Ace Fiction Group .........-. 2s iss 366 22 j 477 1.457 8, 13,828 - \ 
merican Foresis ......... 5 . ' . 6, 49,910 57,540 WD ss he \ 
American Home iat 67.8 72.5 698.9 732.2 42,868 45,841 441,697 462,824 eases 4/77, 797 | oct. 133,387 
: American Lesion Bs, 1 14.5 158.9 184 3 2 ane 36:09 195635 77,498 N 
American Magazine .......... . . . 1,105 84,538 232,004 Ni 
American Mercury ....... 3.0 3.2 35.9 45.3 591 6.534 8,266 | 433008 7 
; i axe ac ems ws es 14.5 10.1 132.4 78.2 6,238 4,352 56,560 32,291 + 
Atlantic Monthly ............ 26.8 24.8 187.2 197.2 11,256 10,413 78,667 82,783 WEEKLIES 
‘ Better Homes & Gardens .... 152.8 159.7 1,456.5 1,498.2 96,575 100,931 920,490 F Pe 
Christian Herald ............. 60.8 57.8 406.9 394.6 26 061 24,786 174,564 169,182 Pc 
ES cain. acs - . ’ ¢ 6 739 50,473 47,489 . 
EL 6 50 ond os aes «k's 130 16.0 129.0 93.0 2,366 ‘912 23,478 16,926 OCT. Fkee | £902,675 | NOV. Eat 33/9/27 
; Cosmopolitan rie, « POP $5.8 728 o52.2 670.8 23,955 31,239 249,779 287,800 ors 36.257 ett 14,637 1453,570 \0t 44,690 
eli Men's Group ............ . 7 B 80,647 79,064 . 4 A y 
Dun's Review ....... 5 ee 42.1 52.9 432.8 601.4 17,674 22218 182,836 252.691 : x : 344, So 
Eagle Magazine .............. 4.0 4.0 40.0 39.1 1,665 1,660 16,713 16,399 | | eae rr 1948 048 So 
Ebony > agai odes 6.0 2.5 304.9 289.3 24,535 19,223 207,242 195,679 | | wov 22565 NOV. 37,684 or) |4964548 | yov 364,077 . 
a eae ee ee ce Terry . bs _ _—_—_— ° . t 
Esquire (Nat'l) ............ 85.3 100.2 591.1 695.6 57,996 68,110 395,082 464,530 | 
iar ergata 26.4 23.5 219.2 208.9 18,159 16,168 150,754 143,620 
A x Dee ec toe og 128.8 143.3 1,095. 1,290.3 81,370 90,534 692,660 815,342 Pages . Lines, 
Grade Teacher, The ........... 34.6 44.9 315.5 313.4 15,253 19,801 139,162 138,173| - Nov. Nov Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan. -Nov 
“Harper's Magazine ........... 27.4 30.2 185.9 245.9 11,488 12,689 78,065 78,835 1949 1948 1949 1949 1948 1949 
a so NR Rees 71.0 66.0 690.2 665.5 48,245 44,866 469,335 452,455 
Howse Beautiful ............ 207.8 226.0 1,212.8 1,350.9 131,308 142,826 766,425 853.820| Youth 
House & Garden ............. * . J . . * 6 0,274 667,193 712,901 : : 
Improvement Era ......--.--- 30.9 25.0 "240.4 206.6 13,277 10,708 103,186 §=»_ 89,754 | pre ntcam Girl «--------- ee oe 
: Festructer .....-.ceeeeerees 35.3 32.7 240.3 251.9 24,126 22,383 164,333 172,371 +Senior Prom ss Mies aie spay 2 all 23.6 23.3 265.7 265.9 10.139 10,001 113,939 114/067 
Saka as 06C« Cetin tee eté«dme fe Cw, 8.3 51 214 27.1 3581 2178 9,177 13,265 N 
acfadden Men's Grp. ........ ‘ : i . & ’ ¥ j i | 
ee meee 865 a 6 7949 : 832. 8 19. asa 21,185 178.028 1654p | 08" Road ......... esos 13.7 16.5 111.6 146.8 5,862 7,082 47,814 62,943 P 
Motor Boating ........... i . ? , 2,226 511,449 616,595 ' 
National Geograph c ia 37.5 51.5 417.3 437.7 8,925 12,257 99,191 104,012 JFrorme'y Caiting ‘Ali Giris. wen saa oss a 4k RS Ne OAS 
Nation’s Business ............ 35.8 37.6 337. 4 409.3 13,360 16,109 Us Ase 179,461 * 
i. ‘ Nature Magazine ............ \ ‘ J . 9,29 11,700 
ne Our World ...............- 265 164 185.0 137.4 18205 11157 126,085 —-93,239| Comics Magazines - 
Popular Fiction Group ........ 14.4 10.7 139.5 99.1 3,221 2,393 31,232 22,207 | t¢Archie Comies ............ 6.0 8.0 a — 2,268 024 ’ 
4 Popular Mechanics ....... oi 157.0 203.0 1,628.6 1,850.9 35,168 45,528 . 364,782 414,674 | Famous Funnies ............. 5.5 9.0 53.5 51.0 2,128 3,483 20,605 19,737 
Popular Science ............ 152.7 1610 1,484.8 1,616.7 34,196 36,064 332,574 362,130 | Fawcett Comics Group ........ 5.5 11.0 78.1 82. 2,079 4,158 29,518 31,185 
SM oc occu devneesss 34.1 43.0 274.2 343.9 14,633 18,451 117,612 147,531 | §*Girls Fun & Fashion Magazine 7.6 9.2 canines poi 3.715 Se 
Redbook ....... ‘the, ge 23.3 32.7 230.3 313.6 9,990 14,039 98,717 134,561 | tHarvey Comics Group ........ 95 9.5 58.4 63.0 3,591 3,591 21,924 23,814 on 
cles aes ssc ethes 11.3 11.8 96.6 114.9 4,850 5,061 41,411 49,231 | Lev Gleason Publications ...... 11.3 6.3 94.2 27.4 4,284 2,394 35,630 10,395 Ca 
; era epe 712 «OLS «©7383 «BOOT «3252 «shad © somlaam © aea'3ao | Marvel Comics Group: a 
sem Se ie . . . ’ . . Total SF 29.6 26.6 234.3 115.7 11,214 10, ' { ¢ 
Thrilling Fiction Grp... ...... 1448 172 1481 1641 3,304 3.822 33,151 aoe) tote . — Sl Co 45.788 .! 
; Town & Country ............ 80.3 97.2 690.4 891.2 53,977 65,317 463,998 598,8' RI 10.0 8.6 ante winalt 3,780 3,276 oa 
iw = >a uaa ea Pat 4 34.7 36.2 326.0 381.5 14,882 15,551 139,848 163,618} Yellow Unit .............. 10.0 8.0 — —— 3,780 3,024 Far 
& BE Badcc drs ocnss- 6.8 15.4 — — 2,919 6,624 National Comics Group: on 
a SE Go ays veadaies 62.9 73.2 886.0 1,071.5 36,985 43,042 520,968 629,993 (Total 2 Units) .......... 18.7 26.5 168.2 188.5 7,082 10,017 63,692 71,452 tdal 
Total Group .............. 2,357.0 2,601.7 20,9906 23,300.6 1,171,685 1,275,993 10,157,322 11,238,308| opie wm Ss =. = 2 ee ~ 
*Not included in totals. “Larger page size 1949. Standard Comics Group ...... 2.5 5.0 35.5 5 945 1,890 13,519 18,333 vie 
*Star Comic Group .......... 7.0 —_ —_ — 2,646 Mi 
Women ET cbse 6s<cpesyss __ 23 5.9 15.8 32.6 799 2,071 6,228 12,872 Mis 
Charm Bbesabcesecats cece es 70.6 105.2 1,0029 1,349.1 30,275 45,116 390,691 536,680 Total Group .............. 84.9 99.8 738.0 605.2 32,12 37,684 279,650 231,510 a 
| e odern Group: * i i : i ined. igtai . 3 *_ 
tes ....... 34.1 41.7 400.8 397.2 14,633 17,886 171,920 170, yt — in totals. {November-December issues combined. §Formerly Polly Pigtails. October-November, 1949, issues New 
Modern Screen ...... 43.6 41.7 417.7 418.7 683 17,884 179, 179,627 Ohi 
| soettisk tual). ~=oakS) 26 «= 8098 ©3080 Sogn «Apes «= s2'983 Lovage eee iy ‘ 
Family Circle (Nat'l) .... , . ; y ‘ ; ; ; Oct. Oct. Jan-Oct. Jan-Oct. Oct. Oct. Jan. -Oct. -Oct. 
“All Editions =. 51.0 457 477.0 4706 21,899 19/595 204,655 201,893 Cy C7 i Ys CY Yr ne 
Fawcett Women’s Group: ’ 
Motion Picture ......... 35.5 33.7 372.0 411.3 15,236 14,401 159,541 176,436 Utal 
Movie Story .............. 37.0 34.2 366.2 408.1 15.864 14.669 157,391 175,025 Weeklies, Bi-Weeklies, Semi-Monthlies—October val 
True Confessions ....... 3 . 4 ‘ , d 6, 8,036 : 
. American Weekly ............ 100.3 96.0 690.0 715.1 100,341 95,981 689,939 715,120 Nas 
Glamour cessecsssesesss 102.3 99.9 1,047.9 1,063.7 43,886 42,870 451,033 456,322 | IBikiness Week... 359.1 367.8 2,951.9 3,129.4 150,803 154,495 1,239,728 1,314.420 Wes 
Good Housekeeping wee tenwtt«x 173.4 200.0 1,585.6 1,651.7 74,396 85,790 580,138 707,739 Christian Advocate 22 6 20 3 170. 7 188. 3 9 354 K 556 70 652 79 094 et 
| Warper’s Baraay eee Se a ee PUES se cccecssccscsssees 1868 221. Q 1,397.0 1,784.6 127/012 150,268 950,031 2,213,451 Wis 
Movieland ............ 22.7 311 2298 294.8 9,768 13,347 98,636 = 126,553 | POUR ++ 2 eee e reer reer ees ; 8 ss if ry? T 
| Real Romances... ‘. 900 «279 «22 «= DS 8G 158597976107, 708 | EEE «seen o hlUDSlU lll OU OU|hCP ‘ 
| *Real Story ouceopeesese ee 24.0 27.9 228.2 250.8 10 326 ll 986 97,976 107,705 "Life ee a ee ee 381 1 361 2 2 957 4 3 090.1 259 169 245.586 2 oll 012 2 101 334 
| *Screen Guide ........ see 22.7 31.1 229.8 294.8 9,768 13,347 98,636 126,553 Ee eee 148. 7 128. 3 1 118.9 1 098. 5 101,099 87 256 "760 810 657 036 
; srl yy ee -  peenren 238.3 253.6 2,037.0 2,221.4 100,100 106,526 _ 855,521 _ 932,967 
) } gE, V9 . . : : Y Y ’ , New York Times Magazine .... 200.1 205.4 1,465.9 1,399.4 170,115 174,632 1,246,079 1,189,652 
| ‘Intimate Romances 30.6 36.7 310.0 2358 13,145 15,750 133,001 — 101,208 | New Yorker ............-. “Sb UN 0's 0 Se at lee ee + 
| Bom te «5... - se 75 6G 305 HOM «16,072 128120 ALAA Oiafinder..........sssssss 36 SS AUS 38S IReos «22085 «177.185 (371. 106 
pone Seine Parade os cs) See) oak REED RROOL METAR? MexDaE | Saterday Evsning Pent .....-- 442.7 462.9 3,476.2 3,597.5 300,957 314,735 2,363,679 2,446 ~ 
eee Nene 1 . : “ , ‘ y , Saturday Review of Literature .. 65.9 55.5 496.3 391.3 28,283 23,813 216,076 167,890 nen 
Ladies’ Home Journal 156.6 166.8 1,350.9 1,524.8 106,547 113,394 918,644 1,036,813 | arureay 253 353 1730 1854 10751 14845 72° 776 77959 
Mademoiselle ....... pos 103.8 151.3 1,336.5 1,841.2 44,520 64,929 577,677 pe ny ela 37.4 33.4 277.1 2539 40048 35°56 296" 271712 s 
ye A a Ra ; 78.4 95.2 821.8 960.3 53,308 64,710 558,780 652,959 Time 0 adh ha 329.0 324.7 2.7888 2.9222 138189 136328 1.171193 1.227721 
Swrents, (OD c'tdj'() aka Citi CSREES OT'SEDOSek'0es 0 isacn|Tee Wet Mamie... 82.6 97.8 552.5 '587.4 70,199 83,081 469/558 499/103 fmplor 
arents’ (N. Y. Metro. i i t ‘ . § ne. a. 2 ees eo fee! ee if zi { y ‘ 4 , " a 
Sietend Well .......... 27 — — — 10, 162 or = rere U.S. News & World Report ... 98.4 1203 9121 1,006.0 41,319 50,522 383,040 423,374 g 
| Secrets ....eseeeeeee reece ; . ; ‘ Y , , , Total Grou 3,220.5 3,333.9 25,0581  26,270.31,902,625 1,961,548 14,628,827 15,186,524 
| NE eos.) .¢ utvatet 119.6 1146 1,224.0 1,165.3 81,297 77,922 832,354 792,439 oh a ~ ORS oo) Se sag ay ag tgs st ge lg 
} Todes's Ween ...-.......- 51.6 38.8 375.3 306.1 22136 16.658 161.047 131/433 *Not included in totals. ‘Five issues both years. “Five issues 1949; four issues 1948. *Four issues 1949; five issues 1948. 
\ True Story Women’s Group: 
Radio & Television Mirror . pA = = 7 tay eee Pe gd 157,744 Canadian 
nn Ay pA 31.8 37.9 355.8 413.0 13,635 16.270 149,669 159160 Canadian Home Journal ....... 47.8 51.5 472.4 507.9 32,519 34,987 321,275 345,300 
True Love Stories ... 32.0 37.8 330.1 396.6 13,731 16.226 141.580 170,119 | Canadian Homes & Gardens .... 60.4 59.5 521.4 544.6 40,583 39,995 350,498 366,023 
True Romances ..... 33.2 42.3 358.5 425.5 14,253 18,143 153,785 182,550 | Chatelaine ........-.--.-.--- 54.5 59.6 474.8 514.9 po 44 40,513 322,778 349,108 
True Story ........ 64.2 70.7 654.1 729.8 27,541 30,310 280,150 — 312,608 | Maclean's (2 issues) ......... 69.2 80.9 678.9 Se SA 55,015 461,697 522,018 
Vogue (2 issues)... 183.7 226.8 1,786.0 2,175.2 116,071 143,339 1,128,717 1,374,684 | *Mayfair_ OS a $76 ey RS Perry 
Western Family: iW MOME MOMMY .....- . . . ’ Y ’ , 
Southwest editio» %. ; 37. 2 395.5 370.7 16,443 16,006 169,891 159,151 alg TES Pr rrrreee 22.6 27.3 209.9 271.2 9,723 11,720 89,990 116,359 
™ J . ** i. 7 = ou , . va 
ony lh s20O(OS7100(s«S259 40s Se. 24'1022a'S0ls 2 English Edition ........... 59.0 281 4785 2321 10,738 5,106 87,079 42,234 
} Woman's Day (Nat'l) ...... 5,562 44,195 Lhe 
ee 60.5 60.4 558.7 600.2 25,953 25,903 239,655 257,476 i. eee 62.0 28.1 492.0 227.1 11,284 5,106 89,444 41,224 
Woman's Home Companion .. 82.5 97.8 829.8 864.8 56,079 66,447 564,187 587,915 pews a. ba .......eee oe 5 oe a3 3 rs} as fon 4 ex 
Total Group ............ 2,250.5 2,627.9 22,854.1 25,632.21,141,587 1,330,087 11,404,228 12,882,698|°Samedi, Le ............... 38.2 50.4 345.6 364.6 26,723 35,298 241,936 5 
*Not included in totals. ‘First issue April, 1948. *Sold separately 1948. — 584.4 571.0 5,264.1 5,208.7 331.913 354.077 3049.244 3.240.25° 
li . 4 eee eeeneeeee - . , ° ’ , ’ ’ ’ ’ ’ 
Outdoor *October linaye 
American Rifleman ..... 56.4 54.1 571.6 554.4 24,212 23,207 245,261 238,830} ** i i k News rs (Rotogravure Linage 
Field & Stream ...... ae 59.0 70.7 729.0 810.4 25,302 30,310 312,748 347,646 Canadian National Weekend papers (Rotog tes ge) 
Fur-Fish-Game .............. 25.6 22.4 237.5 265.0 10,987 9,620 101,860 113,655 | La Patrie .................. 51.3 56.5 367.1 374.1 51,327 56,524 367,144 374,25 
Hunting & Fishing .. 14.0 20.9 249.9 290.2 6,088 8,954 107,408 NE ONS ong chs vv deka nies 54.6 63.3 379.9 402.5 54,571 63,275 379,911 402,52: 
Outdoor Life ....... 61.9 48.2 630.8 659.4 26,572 20,675 270,590 BT PONE ions vcccccccecns 61.3 71.9 429.7 464.3 61,295 71,953 429,667 464,282 
Outdoors .... 13.1 10.9 214.4 209.2 5,632 4,659 91,951 89,673 | Star Weekly )................ 80.4 77.9 543.4 555.9 76,396 73,982 516,345 528,16 
Sports Afield ‘is ear 53.6 63.1 671.3 744.1 22,999 27,056 288,009 315,166 
—S  ———  —— ae ere 247.6 269.6 1,720.1 1,796.8 243,589 265,734 1,693,067 1,769,23. 
Total Group ...... tng 283.6 290. 3,304.5 3,532.7 121,792 © 124,481 1,417,827 1,511,717] **October linage. . 
| November Advertising P d Li in Farm Publications < 
{ 
| ovemper verlising ages and Linage ar ublicatio 
¥ Current Month Com- . Current Month Com 
: mercial Display, ex- mercial Display, © 
—Total Advertising, In Pages— — Total Advertising, In Lines -———. cluding Poultry, —Total Advertising, In Pages— Total Advertising, In Lines-——~ cluding Poultr 
Jan.- Jan.- Jan. - Jan.- Classified and Live- Jan.- Jan.- an.- Jan.- Classified and Liv: 
Nov. Nov. Nov. Nov. Nov. Nov. Nov. Nov. stock, In Lines Nov. Nov. Nov. Nov. Nov. Nov. Nov. Nov. stock, In Lines 
1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 
| Farm Magazines Monthlies 
Capper’s Farmer ...... 49.2 63.9 542.2 600.8 33,426 43,473 368,679 408,510 32,480 42.593 | agricultural Leaders’ 
Country Gentleman . 101.5 118.3 1,112.6 1,122.5 69,010 80,413 756,518 763,243 67,456 79,162 an 25.5 36.5 254.8 294.1 4,802 7,196 49,722 57,683 4,802 7,1: 
Farm Journal ..... -- 100.0 117.4 1,017.3 1,093.5 42,908 50,350 446,096 469,135 41,707 49,044 | american Fruit Grower. 12.3 17.7 290.3 338.3 5,265 7,525 123,861 144,374 5,065 7,3: 
: “GecteVa Esliien. S18 79.3 7781 17.7 SOSUS 57,760 566,607 Son2s2 57,203 s5,szq|Auwime Coutry dowel: lt tue ete anaes te 8S 
rovna-va. ‘ . y . ’ ’ ’ , ’ y Eastern Edition ..... 31. , 9 . 1, . F , A 2 
ere _ 82.1 80.3 784.9 804.0 59,747 58,444 571,317 585,360 57,448 56,008| Central Edition ..... 27.1 26.3 335.2 339.1 11.623 11.287 143,775 145,527 9.066 Md 
y.-Tenn.-W. Western Edition .... 26.5 23.0 296.9 298.7 ; 9,87 7,19 127,789 8,6 , 
A wr gost 80.1 77.5 762.4 779.3 58,303 56,398 554,969 567,438 56,129 54,300/ +n all 3 Editions... 22.5 213 269.8 278.7 9,662 9,143 116,700 119,559 7,861 Ly 
8S. -La.-Ark. v 
ee 78 : 155 751.7 7 64 7 460 54.968 547.2 43 556,075 55.188 52.795 Arkansas luge PA... 106 9.0 1061 1149 8018 6,811 80,272 87,014 7,468 
Texas Edition y 4 A , , d , x 6241 Methods .......... ’ : 3 . ‘ ’ A 23,7 
*In all 5 Editions 731 69.1 680.8 6864 53,200 50327 495.588 499810 51.621 48.887 | «pi Sui Ss. we — oh OU ed 46 
*Aver. 5 Editions 80.9 78.4 775.3 798.5 58,920 57,087 564,349 581,398 56,595 54,852 | Breeder's Gazette ..... 20.5 21.0 219.1 244.5 9,235 9,432 98,653 110,148 6,848 6.5 
Southern Agriculturist 35.0 47.2 3813 4346 23,801 33,048 265,471 304,386 22,202 31,760 | California Citrograph .. 24.3 3 291 307.0 16,296 20,930 195.930 206.248 16,072 20.6 
Successful Farming 97.0 104.0 1,022.9 1,050.7 43,625 46.761 460,243 472,771 42,491 45,482 | Cattieman, The ....... 89.5 101.0 1,031.0 1,045.1 37,604 42,406 433,189 439,014 18,466 21,9 
Total Group ...... 787.4 842.9 7,952.3 8,295.0 507,371 539,476 5,118,779 5,324,806 489,311 522,302 | Electricity on the Farm 113 23.8 142.3 2031 4,017 8,426 50,702 72,467 4,017 842 
*Not included in totals. | Farm and Ranch ...... 35.7 8 393.6 312 26,666 255,233 275,992 22,296 24,8 
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Current Month Com- | 335° seeaterts mesece 


mercial Display, ex- 


MAGAZINES 


MONTHLIES 


107 


SEMI-MONTHLIES 


—Total Advertising, In P Total Advertising, In Lines—-—. cluding Poultry, | Hi 
. " _ : n.- . . a i- a 1g! - Live- | : 1949 
ov. ov. ov. ov. ov. ov. ov. stock, In Lines : 5 
1949 1948 1949 1948 1949 1948 i949 1948 6s «s194s—«éd 9 Nov 4//,059 OCT. Fea 776,295 
he Former-Stockman ..... 32.3 32.7 339.1 350.0 24,576 24,867 257,060 265,228 21,805 23,882 oct. 432,663 SEPT Badad 676.07¢ 
Fivida Grower... «19S «249 «1802 21k6 1s2e6 lees 1221239 ««dad'934z'sae | (1S'BBe 
Florida Grower ....... q . L ‘ , ' } t A ’ 
daho Granger .....- iy Be i--ee ORe 10,430 8.904 nov |] 446,897 oct [Jase 7H 
Kentucky Farmer ..... 17.0 17.8 2056 224.7 £13,321 13,925 161,184 176,072 11,388 12,358 
¥ chigan Farm News .. 2.1 2.1 23.7 20.5 4,830 4,970 55,625 657 4,750 4,830 ssee 
N tional Live Stock BI-WEEKLIES WEEKLIES DAILIES CANADIAN 
| ee 10.2 12.1 89.7 101.6 7,429 8,865 65,281 74,327 6,726 8,516 
N —_ Agriculture .. 7.2 7.4 67.3 69.7 3,258 3,315 30,205 31,327 3,258 3,315 1949 1949 1949 1949 
New Jersey 
Farm and Garden 40.1 35.3 450.9 438.4 18,045 15,904 202,926 197,526 13,495 13,864| |OCT Ba &6,/90 OCT. /00,8FF oct 322,8 3/ oct 420,242 
*Cnio Farm 
me Bureau News ...... 131 138 —— -—— 5,906 6,203 5.806 5,854/ |SEPTEY 70,09/ SELES // 9,547 SEPT. Fd 903,544 SEPT. 989,/64 
Pacific aL oie 43.2 248 352.5 284.2 18,552 10,627 151,276 121,905 9,101 6,028 
Poultry Tribune: 
"Eastern Edition .... 436 45.3 1 484.1 18, 19,426 208,503 207,706 13,552 14,993 aa 85,984 rad B 6/796 Yaa a F/1,978 ra ia 39/,34/ 
Sentral Edition .... 38.3 39.5 4269 427.4 16415 16,945 183,125 183, 13.612 14,557 , ‘ 
Western Edition .... 35.0 348 371.4 369.9 15,022 14,931 159,398 158,576 12,216 13,068 
In all 3 Editions ... 31.0 33.3 337.8 341.3 13,300 14,289 144,953 146,466 11,409 12,780 
Southern Farmer ..... » 5 Ge 4 94.3 122.1 12,214 13,447 103,870 112,692 10,714 12,814 
Southern Planter ..... 24.1 35.3 2811 3365 16, 24,707 196,806 235,507 16,141 23,884 Current Month Com- 
Western Dairy Journal. 38.0 30.7 448.8 476.1 15,610 12,922 188,269 200,146 9,684 8,148 y Bp ' mercial Display, ex 
Western Livestock —Total Advertising, In Pages— Total Advertising, In Lines cluding Poultry, 
—— Journal .........4. 67.4 92.7 1,040.5 1111.7 27,664 38,970 436,548 466,524 13,958 14,694 re eS ee dan. dan. Classified and Live- 
Total Group ...... 836.2 906.0 9,352.8 9,754.9 411,059 446,833 4,575,604 4,778,944 317,331 357,671 : ’ ‘ - . 7 ; ‘ 
Nov. Not included in totals. ‘October linage. 1949 1948 1949 1948 1949 1948 1949 1948 1949 1948 
48 Current Month Com- | Bi-Weeklies—October 
mercial Display, ex- 
-—Total Advertising, In Pages— Total Advertising, In Lines———. cluding Poultry, | ¢arizona Farmer ..... a 63 ««-. ——  -—*:. 54,784 62,485 
346 “oT <a ae oa Oct. Cet stock Tn Lines” | California Farmer: 
4 > 0 c 5 o 5 c e oc n Lines re 
830 y Northern Edition ... 519 525 5115 5418 39.237 39,674 388,533 409,738 35,760 37,094 
067 1p ie 1 1G 188 1 1949 1948 19491948 | Southern Edition S01 522 4881 5304 37.896 39,480 368,940 401.224 34.137 36,900 
265 Dairyman’ bea ue News 4 9.4 92. 88.3 9,057 6,830 67,135 64,282 ’ 
e rt Monthly Farm Sections y a a oe ee _ a 
943 weg ek ahonien -f Total Group... “1144 1141 1,091.8 1,160.5 86,190 85,984 824,608 875,244 77,667 79,636 
451 “Ranch & Farm News.” 164 22.0 1926 22.0 17,472 23,450 205,201 23,450 15,108 22,731 Not included in total. 
lewa Farm 
“Heme Register ..... 226 17.0 267.0 220.8 24,114 18,138 278,516 235,574 22,883 17,768| Weeklies—October 
Aural Gravure ....... 4.5 4.8 51.5 42.2 4,450 4,802 51,830 42,253 450 4,802 te 5 Weak! 73 105 14.6 826 16.904 23581 167,178 184.963 12,172 19,743 
"yan gan” e171 ye aA appers eekly .... . }e \e A . * - . . , 
— Total Grew ns gigs 43.8 SILL “285.0 "46,056 “46,390 “535,547 SOL277 “42,437 “45,301 | LN ances ety Star 343 389 289.4 2412 841439 95.962 619,268 594.348 74.219 82.8 
‘ Total Group ...... 416 494 364.0 323.8 100,833 119,543 786,446 779,311 86,391 102,155 
anced Semi-Monthly—October $P lee lesues beth ‘years. 
814 American Agriculturist . 25.6 31.8 267.1 296.9 18,672 23,126 194,508 216,145 16,810 20,983 
395 ‘california Grange News 405 419 —— —— 43,904 45, 43,596 45,017| Dailies—October 
Colorado Rancher and 
722 ouar eeemesceces 29.0 30.7 275.2 267.2 21,897 23,213 208,074 201,979 16,705 18,852 Chicago Daily Drovers 
ae Cooperative Digest . 135 113 154.0 172.3 2,835 2,362 32,268 36, 2,835 2,362 ME os 45400 404% 30.5 277.5 259.6 67,702 64,878 590,632 552,255 37,103 28,809 
ann Dakota Farmer ...... 54.3 60.2 626.2 587.1 42,638 47,337 491,114 458,479 41,139 46,014| Kansas “city Daily Drovers 
a Farmer, The ......... 63.2 64.9 662. 595.8 49,517 ’ 515,022 439,216 42,582 45,671 , Perper 49.3 340.2 327.2 118,909 104,852 724,805 696,041 74,613 62,868 
Hoard’s Dairyman ..... 41.2 459 390.6 433.3 966 33,420 7 487 308,132 23,488 27,056) Omaha Daily Journal- 
452 ldaho Farmer ....... 37.8 411 4319 431.0 28,549 31,077 326, 325,688 26,567 28,846 (ss ee 45.8 43.6 337.3 354.2 97,478 92,733 717,710 753,816 46,354 47,856 
— indiana Farmer's Guide 25.3 32.8 2514 287.7 19,812 25,727 197,171 225,629 14,203 19,369/ st. Louis Daily Live 
353 Kansas Fore ae ee ror row seas aes siete hss p45} a7 aes oe Erg tp Stock Reporter ..... 18.2 23.3 204.0 208.0 38,742 49,515 434,156 442,619 26,831 30,382 
’ Michigan armer ..... e - . - ’ ’ A ’ ’ , Jer > Wac- j eo ¢ 7 JAG N 299 #21 211 o7@ 5 ALT 2a > Al 73) 1@4 O01 
a issuer! — .... oa do Pinot 4524 8393 41054 7917 Total Group ...... 151.7 146.7 1,159.0 1,149.0 322,831 311,978 2,467,303 2,444,731 184,901 169,915 
872 Missouri Ruralist ..... 37.2 40.8 3118 327.2 28,242 31,009 ) 246,893 21,112 24,696 
—" Wontana Farmer ..... 54.5 55.5 547. .5 41,222 41,958 414,123 394,2 25,463 28,918 Canadian 
510 Nebraska Farmer ..... 90.1 911 714.3 703.0 68,118 68,871 539,839 531, 808 57,720 
ssues New England Homestead 36.1 33.3 367.7 396.8 25,247 23,372 256,633 277,721 18,783 16,920 | **Canadian Countryman 59.0 47.8 410.2 373.1 41,304 33,457 287,217 260,969 30,699 23,560 
Ohio Farmer ........ 49.8 55.4 494.1 2 38,255 42,523 379,493 359,515 33,077 37,804) Country Guide, The ... 38.2 39.2 438.6 447.3 27,496 264 15,802 322,099 27,496 28,264 
Oregon Farmer ....... 39.9 414 4311 433.3 30,162 31,264 325,859 327,615 28,180  29,201/| **Family Herald & Weekly 
— "Oregon Grange Bulletin 18.0 467 — — 19,572 18,172 9,572 18,172 Star: 
-Oct. Pennsylvania Farmer ... 36.3 40.5 403.6 0 27,885 31,198 307,089 292,624 4,798 28,311 Eastern Edition .... 93.9 84.9 839.7 738.5 93,908 84,873 839,745 738,442 71,214 66,402 
948 Prairie Farmer ....... 69.6 70.2 659.4 643.5 ,661 51,126 480,076 468,399 43,297 44,588 Western Edition .... 82.4 72.9 748.6 652.3 82,373 72,866 748,679 652,204 66,041 59,561 
Pree 37.3 419 328.8 343.4 27,161 30,500 246,131 256,389 20,507 29,877| Farm & Ranch Review . 18.6 18.4 247.4 230.5 13,396 13,269 178,200 165,963 12,734 12,659 
Wallaces’ Farmer & lowa **Farmer's Advocate & 
Homestead ........ 85.7 100.8 726.6 685.8 67,205 79,048 569,908 541,449 53,645 55,105 Home Magazine . 44.7 45.7 4204 394.9 31,317 31,995 294,274 276,605 23,899 25,128 
120 Washington Farmer ... 37.55 43.5 419.6 429.0 28,378 32,876 317,244 324,435 26,382  30,771/| Farmer's Magazine .... 27.6 40.2 332.2 382.9 19,311 28,168 239,509 268,438 18,079 25,354 
1,420 Western Farm Life ... 27.6 39.8 328.7 350.6 21,677 1,234 257,692 274,938 28,938 20,052 | **Free Press 
),094 **Herdsmen Edition 39.9 36.7 279.5 313.0 31,347 28,779 219,174 245,527 4, 3,486 Prairie Farmer ..... 10.5 110.7 1,134.5 1,090.9 124,366 124,564 1,274,030 1,225,258 80,161 69,487 
451 Wisconsin Agriculturist 54.3 57.3 5184 488.0 42,601 44,787 469,408 382,280 40,826 43,505 | **Western Producer 43.9 40.7 541.0 522.6 46,974 43,586 578,931 559,187 27,475 23,028 
a Total Group ...... 1,031.6 1,128.1 10,141.9 10,081.9 776,295 851,711 7,691,108 7,526,233 651,402 718,309 Total Group ...... 18.8 500.5 5,112.6 4,833.0 480,445 461,042 4,756,387 4,691,165 357,798 433,443 
et *Not included in totals. *Herdsmen Edition only. This edition also includes all linage carried in Western Farm Life. **October linage. 
rae 
967 sues Men's Store Study | Lytle-Nieman Formed Philip Morris Gives Tucker to Dey Brothers | ¥e Y., department store. He was 
7 Bureau of Advertising, Ameri-| Harry V. Lytle, formerly Chi-| Earl J. Tucker has been ap- —— a yp — vice= 
5,902 » Newspaper Publishers Asso-| cago manager of Time and Fortune| Time to Help Drive pointed sales promotion manager | President in charge of sales promo- 
wo ation, has released a new study,| and western manager of Parade, of Dey Brothers & Co., Syracuse, | tion for Allied Stores Corp. 
1390 en's Stores—Results and Con-/and Frank C. Nieman, formerly ; ; 
1,959 s,”’ the third in a series of re-| account executive of Franklin C. to Raise Polio Fund 
yee il reference files. This file has} Brown Inc., Chicago, and Spencer} New YorK—Two Philip Morris- 
9103 formation on recent ad budget-| W. Curtiss, Inc., have formed Ly-~ sponsored broadcasts are conduct- 
3,374 g practices, seasonal sales and | tle-Nieman, publishers’ represent- ing a preliminary drive to raise 
5 524 Wvertising fluctuations, prepared | ative. Offices are in the McCor- Deniin tae tam Yat’ 1 Foundati . 
548. ruse as a guide in planning more| mick Bldg., 332 S. Michigan Ave., ; =a tne National Foundation air conditioning — ori 
fective newspaper promotion. Chicago. or nfantile Paralysis. a 
Such dignitaries as Mrs. Frank- a 
5, 300 lin D. Roosevelt, Bernard Baruch, E RI —</’ 
5,023 OK Harold E. Stassen, Gen. Lucius we 
4374 FIGURE 4 HE ODD ail by KX phat Clay, UN President Carlos Romulo, EN GINEERIN G 
4,136 J. Edgar Hoover, Helen Hayes and 
Ao Jackie Robinson will make appeals 
for donations to aid the fight 
eT to against polio during the six-week 
aA drive. 
7h The notables will appear on 
535 “This Is Your Life’ (NBC) and 
° m ' the “Horace Heidt Show” (CBS). 
aaqains They will be introduced by Alfred 
g E. Lyon, chairman of the board of : , 
4,25 Philip Morris & Co. Put your sales message in working 
aoe yo ur This interim campaign will serve pee die oe ae pe aga — 
3. the double purpose of kicking off cavertiing Seany paye 66... & 
=~ . ~~ Original Equipment Manufacturers in 
3 next year’s annual fund raising ef- ° : : er 
9,23. Sacks ihedh a oheeeh a refrigeration and air conditioning. Re- 
ort, which will start early in Jan- frigerating Engineering reaches more 
uary, and raising additional money “executive engineers” in these plants 
to meet expenses incurred during than any other publication in the field. 
the summer’s epidemic. These “executive engineer” readers 
The sponsor will relinquish a ¢ are the men who buy raw materials, 
part of the time usually allotted SS components and assemblies by the 
Com to commercials for the special pro- carload for this $2,500,000 market. 
¥, © enstion. They’re the big volume buyers you 
Live must sell to sell this big volume market. 
nes ’ ’ 
1946 -_ ‘Today's Woman’ Sets ns 6a Om Want helpful facts on the sales po- 
8UT THE ODDS ARE IN YOUR FAVOR when you pick Charley Stookey’s oe tential of your product in the refriger- 
. Discount Rate for 1950 is an ad 
Town and Country” program on KXOK to sell farm products. Persua- / . ’ “going to work"’ ation and air conditioning market? 
ive salesman, Charley Stookey, is widely known in KXOK-land, with Today’s Woman will grant a dis- We'll be glad to brief your sales 
ee egions of listeners from 6:00 to 7:30 a. m., Monday through Satur- count of 10% on present rates be- department. 
: day. To build sales in the vital-to-advertisers 112-county, 5-state ginning Jan. 1, 1950, for all ad- 
a3 ‘overage of KXOK .. . phone, wire, write for availabilities today . . . pe mer — a a 12 me ny 
") or call your John Blair man. uring any 14 consecutive months. . e e 
et : Advertisers using a total of 18) Refrigerating Engineering 
64 and 24 pages during any 12 con- 
- secutive months will be given dis- Syateed by eetate Established 1922 
re %% and 15% respec- tame a 
4.9 630 KC 5,000 WATTS FULL TIME BASIC ABC counts of 124%4% © resp - 
65 tively. Discounts apply to all ad- om 7 
+ IN BIG ST. LOUIS pied —— — a7 the 
yt amount of space used in the time} 4p w. oth s+. New York 18, N. Y. 
4,87 specified. 
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Deepfreeze Names Cook 
Geoffrey A. Cook has been 


named advertising and sales pro- 
motion manager of the Deepfreeze 
division of Motor Products Corp., 
North Chicago, Ill. He succeeds R. 
V. Newbell, who has been ap- 
pointed manager.of home freezer 
sales. J. G. Fath, manager of pro- 
duct service operations, has been 
named manager of contract sales 
and statistics, succeeding J. 
Guertin, who has resigned. 


Nestle Names Anne Barnard 


Nestle Co., New York, has ap- 
| pointed Anne Barnard, formerly 
director of the women’s division 
and public relations counselor at 
Walter Weir Inc., to head con- 
sumer relations. 


Joins Bozell & Jacobs 


John M. Goodsell has been 
named an account executive of 


‘| Bozell & Jacobs, Omaha. 
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Pick National Furniture Re- 
view ... because more home 
goods retailers will SEE your 
ad in Review . . . they read 
all advertising pages in Re- 
view more thoroughly than 
in any other publication.* 


Substantiated by a nation-wide study. of beat Reading Habits and Preferences by 
Dr. Albert Haring of Indiana University. Write for your copy of complete survey report. 
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vential with the executives who buy for the Furniture and Home. 


Published by NATIONAL RETAIL FURNITURE 


ASSOCIATION * 666 Lake 


Shore Drive * Chicago Ae 


5,000 W 
1420 Ke, 


47 Kw. 
103.7 Mc, 


. FM 


the No. 1 Network 


Monday through Sunday . . morn- 
ing, afternoon, evening . . WOC 
Hooper Ratings average as much 
as 5.9 points higher than the na- 
tional averages for the same pro- 
pa. That's the story told by the 
Fall-Winter Quad-City and Com- 
rehensive Hooper Reports. Thus 
OC gives NBC Network and 
bo advertisers bonus audiences in 
is wealthy industrial area . . proof 
of the listener-loyalry that makes 
WOC the Quad-Cities’ FIRST 
station. 
Cel. 8. J. Palmer, President 
Ernest Sanders, Manager 


DAVENPORT, IOWA 


FIRST in tHe 


DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE 


Basic Affiliate of NBC, 


brs 


C.P. 22.9 Kw. visvel 
and aural, Channel 5 


QUAD-CITIES 


$¥. LOUIS 
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Paton Appointed 
by LaRoche Agency 


New York—Crawford Paton, 
vice-president in charge of copy 
research of C. J. LaRoche & Co., 
will be advanced to the post of 
general manager and vice-presi- 
dent in charge of research, a po- 
sition formerly held by David E. 
Robinson. 

Mr. Robinson and John F. Price, 
senior vice-president of LaRoche, 
are leaving to form the new agency 
of Price, Robinson & Frank in Chi- 
cago (AA, Nov. 14). 

Commenting on the move’s ef- 
fect on the New York office, C. J. 
LaRoche, president, said that 
“things are going along just as be- 
fore.”” He named Mr. Paton as suc- 
cessor to Mr. Robinson but had no 
further report on personnel ad- 
ditions or changes. 

The new Price, Robinson & 
Frank agency will take over the 
Chicago clients of LaRoche. These 
include the Aunt Jemima and Muf- 
fets advertising of Quaker Oats 
Co. and Price Flavoring Extract 
Co. 


Prepares Films on Quonsets 


A series of 13 screen playlets 
has been prepared for the Stran- 
Steel division of Great Lakes Steel 
Corp., by Marshall Templeton 
Inc., Detroit. The series is being 
booked in theaters throughout 
the country by local dealers mar- 
keting Quonset buildings. The 
films show how Quonsets may be 
used as agricultural, industrial, 
commercial and public buildings. 
Four alternate films have been 
prepared for showing in the grain 
belt, using Quonsets for crop stor- 
age. 


Ryan Joins Leon Co. 


Edward C. Ryan, previously with 
Newell-Emmett, has joined S. R. 
Leon Co., New York, as account 
executive and copywriter. 
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October Sales 
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of Chain Stores 


- b % Gain 11 months—————.%_ ain 
or Loss or Los 
1949 1948 1949 1948 
Food Chains 
Kroger Co. ....... $ 59,114,751 $ 59,496,579-—- 10 $ 616,956,013 $ 614,856,487 + )3 
National Tea ...... 20,990,893  21,017,537— 0.1 206,846,292 205,085,665 + 19 
Safeway ........ 83,760,671 87,285,083 — 4.0 847,905,612 904,105,328 — 52 
Group Total ....$163,866,315 $167,799,199 — 2.4 $1,671,707,917 $1,724,047,480— 3; 
Mail Order 
Sears, Roebuck . .. .$202,931,230 $221,967,544— 8.6 $1,639,128,402 $1,754,648,056— 5« 
= pre aaa 13,290,904  13,577,157— 2.1 99,761,199 104,389,033 — 44 
tMontgomery Ward . 112,398,224 131,302,035 — 14.4 841,273,380 965,776,217 — 125 
Group Total ....$328,620,358 $366,846,736 — 10.4 $2,580,162,981 $2,824,813,306— 4) 
Drug Chains 
Peoples .......... $ 4,020,423 $ 4,267,575— 5.8 $ 38,002,592 $ 37,766,319+ 0« 
Walgreen .....:.. 13,338,036  13,818,422— 3.5 131,583,110 133,572,824 — 15 
Group Total ... $ 17,358,459 $ 18,085,997— 4.0 §$ 169,585,702 $ 171,339,143— 1) 


Variety and Miscellaneous 


tAngerman Co. ....$ 728,860 $ 1,055,476—30.9 § 6,525,657 $ 7,052,973 — 7.5 
Butler Bros. ...... 13,011,421 15,165,362 — 14.2 105,916,104 131,805,159 — 19.6 
Consolidated Retail 

nh eevee ane 2,760,309 3,738,476 — 26.2 25,389,815 28,142,820 — 9.8 
tDiana Stores ..... 1,600,353 1,838,080 — 12.8 4,267,454 4,694,889 — 91) 
Edison Bros. ...... 6,095,551 6,368,777 — 4.3 60,359,062 60,619,497 — 0.4 
Gram, Ty Va ovics 19,884,618 22,155,053 — 10.2 171,736,459 172,664,099 — 0.5 
tGreen, H. L. ..... 8,214,720 9,072,435 — 9.5 67,523,641 69,430,391 — 28 
tInterstate Dept. 

DE. wéhecceos 5,197,771 6,299,230 — 17.5 43,916,425 47,874,775 — 83 
3 er 23,653,123 24,853,559 — 4.8 213,875,653 211,621,539 + 11 
. 3 | Sere 13,179,210 14,045,412 — 6.2 121,599,513 122,640,105 — 0.9 
Lane Bryant Inc. 4,142,299 5,466,085 — 24.2 40,696,060 44,326,974 — 8.2 
re 8,340,011 11,312,293 — 17.4 86,573,952 89,663,341 — 3.4 
DOE dv deaeces 7,546,527 7,919,213 — 4.7 70,910,149 71,927,160 — 14 
tMcLellan Stores .. 4,412,954 4,672,621 — 5.6 36,551,812 37,203,339 — 18 
Melville Shoe Corp. . 5,143,037 5,658,219— 9.1 57,001,791 60,626,692 — 6.0 
tMercantile Stores 

> diawediiceess 9,480,600 10,694,200 — 11.3 77,991,700 82,890,600 — 5.9 
tMiller-Woh! Co. 2,985,454 3,410,523 — 12.5 7,441,500 8,674,114 — 14.2 
Murphy, G. C. .... 11,305,190 12,475,371 — 9.4 105,595,498 101,602,641 + 3.9 
Neisner Bros. ..... 4,717,186 5,270,666 — 10.5 42,294,579 42,183,401 + 0.2 
Newberry, J. J. .... 12,074,032 11,613,694 + 4.0 100,519,086 98,932,171 + 146 
*Sterchi Bros. ..... 1,388,067 973,147 + 42.6 8,799,553 11,250,025 — 21.8 
Western Auto ...... 11,712,000 10,739,000 + 9.1 99,966,000 102,171,000 — 2.2 
Woolworth, F. W. .. 50,755,461 53,429,686 — 5.6 451,728,348 462,962,861 — 2.4 

Group Total..... $238,328,754 $248,226,578— 4.0 $2,007,179,811 $2,070,960,565— 3.1 


Combined Total. .$748,173,886 $800,958,510— 6.6 $6,428,636,411 $6,791,160,494— 5.3 


{Nine months. {Three months. “Eight months. 


Peter Wotton Joins Typhoon 


Peter T. Wotton, for the past 
three years a member of the pub- 
licity staff at Benton & Bowles, has 
been appointed advertising and 
publicity director of Typhoon Air 
Conditioning Co., New York. Ed- 
ward L. Garfield, secretary-treas- 
urer of Typhoon, who has man- 
aged the company’s advertising 
and publicity in the past, will re- 


tain executive supervisory control, 
but will devote most of his time 
to the company’s development of 
its 15 and 20 ton units. 


Picks Leon Agency 


Robert W. Lehrfeld Inc., New 
York, clothes brush manufacturer, 
has selected S. R. Leon Co., New 
York, to handle advertising, mer- 
chandising and sales promotion. 


ack in the 14th Century 
time was valuable enough 
that the great men of that 

era constructed such ingenious devices 


with water. Sm 


(small dots) 
hours for each 


as this Egyptian Water Clock for measuring ,time. 
Today time is even more important particularly 

to the ever-rushed Advertising Production 

Manager. So when time is short 


and you need high quality 
mats at any hour of the 


day or night —call 
Progressive! 


MATRIX 


The Clepsydra, or Egyptian Water Clock 
(14th Century, B.C.) was a bowl filled 


water to slowly trickle out—once every 12 
hours to empty. Inscriptions on inner top 
edge of bowl indicate months. Hour marks 


Ceyptian 


WATER CLOCK 


(Clepsydra) 


all holes in sides permitted 


indicate varying seasonal 
month. 


Courtesy of Museum 
of Science & Industry—C hicago 


WABASH 2-1204 
° 


COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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Anderson Hits 
Druggist Views 
oa Fair Trade 


(Continued from Page 1) 
is hat of “convincing the small re- 
taiier that he cannot hope to sur- 
yive without fair trade protection 
from the big store or the big 
chain.” 


s He charged the leaders of the 
National Association of Retail 
Druggists and the Retail Druggists 
Association of Florida with “flint- 
like obstinacy” in refusing to com- 
promise to the extent of eliminat- 
ing a paragraph in the Florida leg- 
islature’s “findings of fact” which 
specifically said that small retail 
merchants cannot compete without 
price maintenance. 

However, Mr. Anderson re- 
ported, fair trade forces succeeded 
in getting an alternative Florida 
bill passed, one which capitalized 
on fair trade as a protection to a 
manufacturer’s trademark—which 
is the view AFTC holds. 

The disclosure of the breach be- 
tween manufacturers and retailers 
same in the course of an interview, 
ne of the features of the meeting 
here, between Mr. Anderson and 
John Crichton, executive editor of 
ADVERTISING AGE. 


s In another significant exchange, 
Mr. Anderson virtually disavowed 
mandatory fair trade, darling of 
the liquor business. Mandatory fair 
trade, the AFTC president said, 
has no close relation, in practice 
principle, to voluntary fair 
rade... [Mandatory] unfortunate- 
vy is often confused with volun- 
tary fair trade, which it is the sole 
purpose of the American Fair 
Trade Council to support.” 
Mr. Anderson estimated that 
ess than 5% of the total sales of 
a] brand name consumer products 
ve fair traded. However, he re- 
ported that more than half of the 
and name products advertised 
we fair traded—that fair traded 
products represent the “source of 
ebout 50% of all money spent for 
ational advertising.” 


« Mr. Anderson disclosed that the 
AFTC has sought, through Dun & 
Bradstreet and the A. C. Nielsen 
’0., to find some method of check- 
ing prices of identical merchandise 

n fair trade and non-fair trade 
ereas, 

No feasible method has been 
‘ound, he said, pointing out that a 
air analysis would have to show 
prices of all products in the stores, 
fair traded and non-fair traded, 
branded and unbranded. 

National advertising and fair 
tade, in Mr. Anderson’s opinion, 
‘work together in the public in- 
trest. One promotes, and the other 
protects, good will.” 

This was the first session of the 
uncil which specifically included 
hn advertising session. One of the 
uggestions at the meeting was 
“at manufacturers include fair 
Tade prices in advertising and on 
‘artcns, as a simple method, of 
hoti! ving the trade. 

It vas subsequently pointed out, 
owe ver, that inclusion of the fair 
ade price in advertising mats 
‘Upp ied to dealers has been held 
0 be an element in conspiracy to 
main ain prices in states in which 
‘lr ‘rade is illegal. 


°gcn, Burnett Team Up 


Chirles E. Logan, who has be- 
me a partner in the advertising 
id oublie relations organization 
‘B rnett & Logan, Chicago, has 
‘sig.ed as producer-writer with 
at. re Productions, Chicago. Hal 
‘tn tt, partner of Mr. Logan, is 
. Or ner editor of Industrial Mar- 
*ttr ) and onetime executive edi- 


or 


' © ADVERTISING AGE. 


SUPER MARKET AD JUDGES—Judging 800 entries in the first McCall’s magazine 
award competition which was oper to members of the Super Market Institute for 
the 12 best supermarket ads of the year are (left to right): M. M. Zimmerman, edi- 
tor and publisher of Super Market Merchandising; Ben B. Vail, editor, Food Topics; 
J. Pervis Milnor, chief, food trades division, U. S. Department of Agriculture; Allen 
B. Sikes, Bureau of Advertising, American Newspaper Publishers Association; Robert 
W. Mueller, managing editor, Progressive Grocer; and Lawrence Drake, editor, 
grocery edition, Chain Store Age. 


Louis Traung, 83, 
Lithographer, Dies 


San FrRancisco—Louis Traung, 
honorary chairman of the board 
of Stecher-Traung Lithograph Co. 
and one of the pioneers in the field, 
died Nov. 15 after an illness of 
several months. He was 83. 

Mr. Traung and his twin brother, 
Charles, who died in 1940, were 
among the country’s most famous 
lithographers. Louis was the me- 
chanical genius of the brother 
team. He was the first to conceive 
and perfect the four-color offset 
press, after manufacturers had 
maintained it was impossible to 
lay four colors on a sheet litho- 
graphically at the speed of such a 
press. 

The Traung precision transfer 
press, a hydraulic device for mak- 
ing perfect press plates, and the 
world’s first high-speed, direct- 
connected bronzer, a machine de- 
signed to apply gold to paper or 
board, also were perfected in the 
Traung plant here. 


ws The brothers founded their own 
plant, Traung Label & Lithograph 
Co., in 1911. In 1934 they were 
asked to take over management of 
the Stecher Lithographic Co., 
Rochester, N. Y. This company was 
merged later with the Traung con- 
cern, which operates divisions here 
and in Rochester. 

Mr. Traung was one of the char- 
ter members of the International 
Printing House Craftsmen. 


DANIEL A. DORAN 


New YorK—Daniel A. Doran, 47, 
publishers’ representative, who col- 
laborated with attorneys in legal 
matters, died Nov. 13. His clients 
included Time, Life, Esquire and 
Collier’s magazines. One of the 
prominent legal cases in which he 
participated was that concerning 
the effort of Frank C. Walker, 
former Postmaster General, to bar 
Esquire from the mails. 


EDWIN P. UPJOHN 

BaBYLon, L. I.—Edwin P. Up- 
john, 78, one-time owner of the 
New York Standard and Vanity 
Fair, and retired art director of 
the old New York Recorder, died 
Nov. 13 at his home here. 


GEORGE W. WOLFSTEN 

New YorK—George W. Wolfsten, 
54, vice-president of Al Paul Lef- 
ton Co., died Nov. 15 of a heart 
attack. 


ALBERT P. HILL 
PittssurGH—Albert P. Hill, 
founder and president of the ad- 
vertising agency bearing his name, 
died at his home in Fox Chapel 
Manor, near here, Nov. 14 after a 


brief illness. 
Mr. Hill established the Albert 


P. Hill Co. in 1913 and continued 
in active management of the agen- 
cy until shortly before his death. 
His agency was among the first 
to join the American Association 
of Advertising Agencies and has 
been a member of the Audit Bu- 
reau of Circulations since its in- 
ception. 

Two sons, Albert P. Hill Jr. and 
George S. Hill, were associated 
with their father in the Pittsburgh 
agency. 


JAMES J. CARROLL 

St. Louris—James J. Carroll, 56, 
vice-president in charge of brew- 
ery division sales for Anheuser- 
Busch Inc., died of a heart ail- 
ment here Nov. 10. He joined the 
company in 1919, serving as a dis- 
trict and divisional sales manager 
before becoming vice-president. 


VICTOR L. CHIQUOINE 


San FrRancisco—Victor L. Chi- 
quoine, 53, since 1946 manager of 
Life’s San Francisco office, died 
Nov. 10 following a heart attack. 

Mr. Chiquoine, who was stricken 
two weeks ago, had been an ad- 
vertising man throughout his bus- 
iness career. He was a member of 
Life’s Chicago advertising staff be- 
fore being transferred to San Fran- 
cisco. 


FRED BANNISTER 


HARTFORD, ConN.—Fred Bannis- 
ter, 42, New England regional bus- 
iness manager of Iron Age, died 
here suddenly Nov. 11. He had 
been with the publication since 
1946, and previously was advertis- 
ing manager of Fafnir Bearing Co., 
New Britain, Conn. 


WILLIAM F. BYRNE 

New YorK—William F. Byrne, 
51, since 1929 an advertising sales- 
man here for the St. Louis Post- 
Dispatch, died Nov. 13. 


Can Manufacturers Institute 


Appoints Don Callahan 

Don Callahan has been appointed 
merchandising consultant of the 
Can Manufacturers Institute, New 
York. He will as- 
sist canner groups 
in developing 
plans for the mer- 
chandising of 
canned foods and 
other can-pack- 
aged products. 
During the past 
10 years Mr. Cal- 
lahan has held 
the positions of 
advertising man- 
ager of Blatz 
Brewing Co., Mil- 
waukee, and Dailey Mills, Olean, 
N. Y., and sales manager of Co- 
lonial Baking Co., Des Moines. 

Mr. Callahan told AA that the 
institute’s projected merchandising 
plans are in the process of develop- 
ment and would not be crystalized 
until after the first of the year. At 
present, he said, no media adver- 
tising is being considered. 


Don Callahan 


Top Management 
Takes Ad Awards 
Based on Results 


Cleveland ‘Performance’ 
Awards Win Plaudits of 
Those Who Pay the Bills 


CLEVELAND—The Cleveland Ad- 
vertising Club presented 12 com- 
panies with “advertising perform- 
ance awards” at a luncheon and 
clinic attended by 400 here 
Wednesday, and thereby set a new 
fashion in advertising competitions. 

The day was the culmination of 
three years of work by a committee 
headed by Wilmer H. Cordes, man- 
ager of market development and 
advertising, American Steel & Wire 
Co. 

The idea was to judge advertis- 
ing, not on the basis of technical 
excellence, but from the manage- 
ment viewpoint: Did the advertis- 
ing accomplish the objective set up 
for it? 


w The idea behind the awards was 
stated simply in three objectives 
which the committee drew up: 

“1. To stimulate interest in and 
advance the standards of advertis- 
ing as related to specific results. 

“2. To create a better under- 
standing of advertising’s function 
as related to business and sales 
development. 

“3. To make possible the presen- 
tation of advertising’s performance 
to business management.” 

“Your committee had one thing 
in mind in setting up _ these 
awards,” Mr. Cordes told the group 
at the luncheon. “That was to prove 
that it is possible to establish 
standards of performance for ad- 
vertising. Unlike all other adver- 
tising contests, this competition 
was judged solely on achievement. 
Every entrant had to explain the 
objective of the advertising sub- 
mitted and supply proof of per- 
formance against this stated objec- 
tive.” 


ws As a result, one winner was 
Lovell Studios, with an award for 
an eighth page in Better Homes 
& Gardens, featuring antique glass 
and prepared by Meermans Inc. 

At the other extreme was a $1,- 
500,000 campaign for Westinghouse, 
prepared by Fuller & Smith & Ross, 
whose objective was to clear dis- 
tributors’ and dealers’ surplus of 
Laundromats and activate in- 
creased sales of new models. All 
stocks of old models were disposed 
of and within four months the un- 
shipped orders at Westinghouse 
factories had increased from zero 
to 30,000. 

Another winner, Midwest Pur- 
chasing Agent, regional business 
paper, was able to show how it had 
increased advertising pages this 
year as against last by means of a 
small campaign in Industrial Mar- 
keting, the Clevelander and C. A.C. 
Journal. 


w Accepting the awards was a 
galaxy of top management men, 
including: 

John J. Joseph, vice-president, 
Ohio Bell Telephone Co.; J. L. 
Sheppard, president, Central Grey- 
hound Lines; Clyde T. Foster, pres- 
ident, Standard Oil Co. of Ohio; 
H. E. Wise, president, Arco Co.; 
Charles N. Presnail, sales promo- 
tion manager, Westinghouse ap- 
pliance division; W. F. White, man- 
ager, Westinghouse lighting divi- 
sion; J. J. Newman, vice-president, 
B. F. Goodrich Co.; Lyle C. Har- 
vey, president, Bryant Heater Di- 
vision, Affiliated Gas Equipment; 
Dwight Joyce, president, Glidden 
Co. 

A full list of winners, and the 
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agencies responsible, was published 
in the June 20 issue of ADVERTISING 
AGE. 


e Elmer L. Lindseth, president, 
Cleveland Electric Illuminating 
Co., the principal speaker at the 
luncheon, praised the accomplish- 
ment basis for the awards, and as- 
serted that proof of performance 
will help sell top management on 
the value of advertising. 

He also advanced the suggestion 
that, since advertising is an ‘im- 
portant tool of management, the 
presence of important advertising 
talent in Cleveland is an import- 
ant factor in helping the commun- 
ity develop as a headquarters for 
business management. 

Acknowledging the awards for 
all 12 recipients, Mr. Joyce said: 


a “Establishing these advertising 
performance awards will be very 
helpful to management. The de- 
sire of advertising men to judge 
their work on the basis of ac- 
complishments is of great interest 
to all of us in management. This 
project will undoubtedly advance 
the stature and standards of all 
advertising.” 

At the afternoon session, Ben- 
nett S. Chapple Jr., assistant vice- 
president, U. S. Steel Corp., re- 
lated how, moving from the ad- 
vertising to the management side 
in his company, he discovered how 
vital it is to have concrete evi- 
dence of the value of advertising. 

As a result, he initiated a study 
designed for showing to the com- 
pany’s management, which demon- 
strated the value and importance 
of business paper advertising to 
U. S. Steel. 


ws This study, initiated three years 
ago, has proven so stimulating to 
management that U. S. Steel is 
now making similar studies in 
other media fields, and hopes soon 
to finish one on trade shows and 
exhibits. 

It is essential, he said, if ad- 
vertising is to assume its full role 
as a respected tool of management, 
for advertising always to have a 
definite objective, and then to 
check on how nearly that objec- 
tive has been reached. 

Mr. Chapple also emphasized 
that the only way to build a bud- 
get is to do so on an objective 
method, product by product, and 
not on a percentage of sales, fixed 
amount per unit, or similar ar- 
bitrary basis. “When a budget is 
built, product by product, with a 
specific objective for each product 
in mind, it has no water in it, and 
it is not subject to an across-the- 
board cut,” he pointed out. 


@ Kenyon Stevenson, chief in- 
structor of the Cleveland Advertis- 
ing School, and an account execu- 
tive at Griswold-Eshleman Co., 
reviewed the winning campaigns, 
their objectives and the results 
achieved. 

The session wound up with the 
assertion by James Holding Jr., 
copy chief, Batten, Barton, Dur- 
stine & Osborn, Pittsburgh, that 
the creative man is still the back- 
bone of advertising. 

“Despite all the mechanical and 
technical helps available today on 
making resultful advertising, cre- 
ative people still have a job to do,” 
he said. “No machine will do it 
for you. Copy research won't do it 
for you, although it can help.” 

For concrete results, Mr. Hold- 
ing said, advertising must select 
the right audience, advertisements 
must be specific, believable, easy 
to understand, and, if possible, 
offer results quickly. 


Harvest Party Date Set 


The annual Chicago Farm Pub- 
lications’ Harvest Party will be 
held in the Grand Ballroom of the 
Hotel Sheraton Nov. 22. R. C. Fer- 
guson, Successful Farming, is gen- 
eral chairman of the event. 
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Freiberger Agency Named 


Curt Freiberger & Co., Denver, 
has been retained to handle the 
advertising of the Colorado Hos- 
pital Service and Colorado Medi- 
cal Service, operating the Denver 
Blue Cross and Blue Shield plans. 


British Agencies Transfer 


The Institute of Incorporated 
Practitioners in Advertising, whose 
members include Britain’s major 
advertising agencies, has opened 
new headquarters at 44 Belgrave 
Sq., London, W1. 


COVERAGE WHERE 
IT COUNTS MOST! © 


| aE at ea 
__IN NORTH CAROLINA! — 


in North Carolina! 


Where. . . 


*BSales Management Figures 


if you want coverage in the leading state of all 
12 Southern states east of the Mississippi—and in the 
only state on the entire Atlantic coast showing top 
retail sales gains in 1948 over 1939°—you'll buy the 
genuine across-the-board sales potential that is yours 


IN GREENSBORO! 


Get most for your media dollar in the rich Greens- 
boro 12-County ABC Trading Zone, the hottest major 
market in the Carolinas! . . . Over 150,000 families 
comprise this fertile super sales area which is served 
daily by the GREENSBORO NEWS and RECORD’s 
90,000-pius circulation. ... For concentrated coverage 
that reflects results in jig-time, see Jann & Kelley about 
the GREENSBORO NEWS and RECORD! 


You'll Get Re$ult$ From the 
Green$boro 12-County Trading Zone 


«+. 1/4 of the State’s goods are made 
-+-1/8 of the State's crops are raised 
-++ 1/6 of the State’s people live 

.-. 1/5 of the State’s food is bought 

-++ 1/5 of the State’s sales are made 


Greensboro News and Kecord 


epresented by Jann & Kelley, Ir 


Willis Reelected 
GMA President 
for 17th Time 


Shield Tells Grocery 
Nakers Biggest Chains 
Will Lose More Ground 


New YorK—Paul S. Willis, pres- 
ident of the Grocery Manufac- 
turers of America, was reelected 
for his 17th consecutive term last 
week at the 4lst annual meeting 
of the association here. 

Other officers elected included 
W. H. Vanderploeg, president, Kel- 
logg Co.; Walter R. Barry, vice- 
president, General Mills, and O. E. 
Jones, vice-president, Swift & Co., 
who were elected vice-presidents; 
Talbot O. Freeman, vice-president, 
Pepsi-Cola Co., reelected secre- 
tary, and B. Edward Snyder, pre- 
sident of R. B. Davis Co., re- 
elected treasurer. 

Lansing P. Shield, president of 
the Grand Union Co. chain stores, 
predicted that large food chains 
will continue to lose business to 
regional and small food chains. 

Since 1939, he said, the three 
largest food chains have had a de- 
cline of 7% in sales, whereas re- 
gional and small groups have ad- 
vanced their sales 17% during the 
same period. Independent food 


store sales for the same period 
have gone down about 2%. 

“Broadly speaking,” Mr. Shield 
said, “the trends of the past ten 
years are likely to be accelerated 
in the years immediately ahead. 
The middle-size and smaller com- 
panies, which employ mass distri- 
bution methods, should forge ahead 
of the field during the next de- 
cade.” 


es Arthur C. Nielsen, president, A. 
C. Nielsen Co., disclosed that a 
survey made by his company 
showed self-service to be greatly 
on the increase. The percentage of 
all sales made in food stores by 
self-service, he said, is now 64%. 
He suggested that this accounts for 
the fact that individual sales per 
employe have increased 46% since 
1939. 

Dr. E. M. Nelson, chief, division 
of nutrition, Food and Drug Ad- 
ministration, was given the annual 
GMA scientific award in recogni- 
tion of “his contributions to the 
science of nutrition through vita- 
min research.” The award has 
been given each year since 1935. 


s Bruce Barton, chairman of the 
board, Batten, Barton, Durstine & 
Osborn, warned the food producers 
that private enterprise “is on the 
run.” He urged business men to 
present their views on the funda- 
mentals of the American business 
system at every opportunity, to 
save free enterprise from drifting 
toward the brink of totalitarianism. 

H. J. Heinz II, president of H. J. 
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Heinz Co., traced the progress o/ 
the industry since 1900, and point eq 
out that, because of the improv ed 
quantity and quality of the pio. 
ducts of the food industry, Ameri. 
cans have become better nourishe; 
than other people in the world. 

“Women who used to spend a; 
much as nine hours a day in the 
kitchen now average two and 4 
half hours,” he said. “The produ “ts 
of the food industry combined w th 
the mechanization of the horne 
have made this possible. There : re 
now products in common use that 
were unheard of even 20 year; 
ago, such as baby foods, mixes of 
various kinds, and frozen foods 
and juices.” 

Attending the convention were 
about 800 manufacturers, said t 
represent about 85% of the pro- 
ducers of processed foods. 


Trimingham to Buchanan 


Trimingham Bros., Hamilton, 
Bermuda, clothing retailer, has ap- 
pointed Buchanan & Co., New 
York, to handle advertising and 
publicity. Media plans call for 
two-color insertions in national 
magazines with the first appearing 
in The New Yorker during the 
latter part of January. 


Fredric Welch Named A. M. 


Fredric B. Welch has been 
named advertising manager of 
Pepsi-Cola Louisville Bottlers Inc., 
succeeding Scott Johnson Jr. In ad- 
dition to his duties as advertising 
manager, Mr. Welch is vice-presi- 
dent and sales manager of the com- 
pany. 


FRanklin 2-5854 


America’s finest 


photoengraving plant 


Collins, Miller & 


Hutchings iwc. 
207 North Michigan, Chicago 


On October 7th The Miami Herald 
unleashed the first in a series of front-page 
attacks on one of the nation’s biggest 
and best-organized baby black-markets. 
Reaction was instantaneous. Federal, 
State, and City lawmakers began to press 
for immediate legislation to outlaw the 
trafic in human misery. And from all 


over the nation came an 


mail -- wiped tr officials, from welfare 
civic leaders, 
in many states -- all voicing their 


agencies an 


support of the campaign. 


JOHN S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, National Reps. 


A. S. GRANT, Atlanta 


Affiliated Stations -- WQAM, WQAM-FM 


MIAMI -- An International Market 


avalanche of 


Here, once again, The Miami Herald 
succeeded in demonstrating the vitality 
of its editorial pages and the alert 
responsiveness of its reading audience; -- 
the kind of responsiveness that generates 
selling action when you ped 
advertising in The Miami Herald, 
Florida’s most widely read newspaper. 
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50 Ford Drive 
Opens; Budget 
Is $20,000,000 


More Newspapers Used; 
Intensive Mercury Ad 
Campaign Opens Friday 


Detroit—The 1950 advertising 
campaign supporting the new line 
of Ford passenger cars will fea- 
ture improvements which have 
been built into the car and ads 
will emphasize the theme, “Fifty 
Ways New...Ford for ’50,” Gor- 
don Eldredge, advertising manager 
of the Ford Division, has an- 
nounced. 

With an increased emphasis on 
newspaper advertising during 1950 
and few changes in other media, 
the 1950 drive will slightly exceed 
the $20,000,000 spent in 1949, it 
was learned. 

The Ford announcement adver- 
tisements will appear in 1,600 
newspapers in 1,476 cities and the 
introductory ads will list the ma- 
jor advancements in the new Ford 
passenger cars. 

Announcement ads also will ap- 
pear in general news and picture 
magazines, comic sections, spot ra- 
dio and television, minute movies 
and outdoor posters. 


s The new Mercury cars will be 
advertised beginning Friday, with 
large-space ads in 1,460 newspa- 
pers in 1,170 cities. The Lincoln- 
Mercury division plans “as quick 
ind intensive” a drive as it “can 
intelligently squeeze in between 
Nov. 25 and the holiday season,” 
according to Robert F. G. Cope- 
land, advertising and sales pro- 
motion manager of the division. 
Mercury advertising, which in- 
ludes magazines, outdoor, TV and 
many merchandising aids, will 
seek to capitalize on the “success 
story foundation” achieved by Mer- 
ury. 

Plans for Mercury advertising 
after the first of the year have not 
een set. 


« Mr. Eldredge said that Ford will 
employ a unique scheduling of 
magazine advertisements in intro- 
lucing the new Ford drive. 

Two double-page announcement 
ads staggered with one-page adap- 
tations of the same advertisement 
are planned to get the impact of 
‘wo spreads and two single pages 
rather than one spread and one fol- 
lowup. 

A posting trick for outdoor is 
being used at introductory time 
about Nov. 18). The early No- 
vember postings brought a pre- 
vious Ford slogan up to date with 
“Watch the 1949 Fords Go By.” 

The new poster will change the 
‘ext to “50 Ways New...’50 
Fords.” The picture of an elderly 
man counting cars and a_ boy 
tha'king the cars on the poster in 
‘he early November poster is un- 
thanged, to depict the “Fifty Ways 
Nev ” slogan. 


'l»amatic spot radio announce- 
mers will include the voice of the 
wel’ known turf expert, Clem Mc- 
Cart iy. 

Dialer literature includes sep- 
‘rat: catalogs on the V-8 and Ford 
Six, a catalog featuring advance- 
men s in the car and a new “Quick 
ors Book” to provide answers 

° te-hnical questions. 

Showroom wall posters are 
pr "in ed in four or more colors and 
@o( announcement plan book will 
% sont to Ford’s 6,400 dealers to 
Dro\ de a resume of advertising 
om romotional plans for the new 
or, 

J. Walter Thompson is the ad- 
vert. ing agency on the account. 


Departing from almost half a 
century of tradition, the 1950 Ford 
passenger car carries a coat of 
arms for the first time. 

The new crest was derived by 
Ford stylists from an authentic 
Ford family coat of arms which 
dates back to 17th century Eng- 
land. It appears on the front of the 
hood directly over the center grill 
and on the center of the trunk lid 
handle. 


@ Lincoln-Mercury’s Mr. Copeland 
said the opening Mercury news- 
paper “barrage” will be followed 
with a full-color magazine spread 
the week of Nov. 28 and then two 
full-color page ads in magazines, 
further newspaper ads weekly, and 
a December poster on 6,850 out- 
door boards in 6,000 cities. 

New filmed commercials will 
appear, of course, on the Lincoln- 
Mercury Dealers’ “Toast of the 
Town” video show (CBS, Sundays 
at 7-8 p.m., EST) and on the tele- 
vised “Ford Theater” (CBS, 8-9 
p.m., EST) Dec. 2. 


50 FOR ‘50—Ford Division is using this announcement copy to promote its 1950 
Ford. J. Walter Thompson Co. handles the $20,000,000 Ford account. 


handouts, “quick facts” booklets, 
“Touch-O-Matic overdrive fold- 
ers,” window trims, showroom 
posters, owner manuals, color and 
upholstery books, salesmen’s data 


Magazines used will be Collier’s, 
Life, Look, Newsweek, The Sat- 
urday Evening Post and Time. 

For dealers, the division is sup- 
plying catalog brochures, roto 
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books, special demonstration fold- 
ers, color post cards, license plate 
cards, letterhead stickers, special 
novelties and an over-all dealer 
plan book. 

“The basic theme of the intro- 
ductory campaign will be the ‘bet- 
ter than ever’ Mercury for 1950,” 
Mr. Copeland said. “In continuing 
to build on an established Mercury 
success story, we are giving im- 
petus to an idea that is already 
recognized. 

“Any advertising approach that 
enlarges on an opinion that people 
have already begun to accept, gains 
more force, we feel, than one that 
attempts to shape new opinions or 
change old ones.” 


KLX Covers 


OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented nationally 


Inc 


by Burn-Smith Co 


BREE A 

buy . . . the finest printing enamel made. Closely formed raw stock, 

fine coating material, velvety smooth finish and careful manufacturing 

combine in this paper to make a coated surface ideally suited to 

- faithful reproduction of fine detail and brilliance in halftones. For 

superlative results in your fine printed matter, specify Satin Proof 
he Champion Paper ond spied Company, Homies, Ohio. eee 


a a nil ed ee te 


District sales offices: 


BUY AND SPECIFY ENAMEL PAPERS BY NAME—NOT BY NUMBER 


HINGEFOLD ENAMEL 


The folding qualities of Hingefold, plus superb 
printability, make it unmistakably the finest 
folding enamel available. Making orders only. 


eR. Estee 4 Rete ee SS ae 


New York ° Chicago © e 


SATIN REFOLD ENAMEL 
The standard by which other No. 2 enamel 
papers are judged, Satin Refold is an enamel 
of unusual strength and receptivity to ink. 


HAMILTON ENAMEL 
No No. 3 enamel stock can compare with the 
appearance and utility of Hamilton. An excel- 
lent economy sheet for the average printing job. 


Philadelphia 
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BAB Reports 
on TV Station 
Time Charges 


(Continued from Page 1) 
Class C time is 50% of the Class 
A rate. 


s The most prevalent type of TV 
station discounts is _ inherited 
from radio. 

“Frequency is the most popular, 
but consecutive weeks, dollar vol- 
ume, times-per-week, and varia- 
tions and combinations thereof, all 
have some measure of acceptance 
among TV stations,” the BAB re- 
ports. Only innovation is the com- 
bination discount for the use of 
jointly owned AM and TV facil- 
ities, in effect on American Broad- 
casting Co.’s owned and operated 
stations and a couple of others. 

“The most popular progression 
of discounts of the frequency type 
are: 26 times, 5%; 52 times, 10%; 
and 104 times, 15%,” the report 
points out, adding: 

“On the other hand, a rather 
strong case could also be made for 
this progression: 13 times, 5%; 26 
times, 10%; 52 times, 15%; and 
104 times, 20%.” 


@ In. general, the facilities cost 
picture looks like this: 
Thirty-seven stations do not 
charge for film projection facili- 
ties, but do make an additional 
charge for live studio. 
For nine stations the basic time 
rate is an all-inclusive charge. 
Twelve charge extra for all re- 
hearsals, but not for film or live 
studio facilities during telecast. 
Seventeen stations break down 
time and facilities charges sep- 
arately and itemize the latter for 
all telecasts. 


w Also highly varied are the rate 
protection practices. Protection for 
six months from the start of a 
contract and protection for six 
months from the date of announce- 
ment of rate changes are the most 
prevalent. 

Agency compensation is consist- 
ent only in its inconsistency. Twen- 
ty-three of the 75 stations surveyed 
pay on time charges only. “Time 
plus at least some other costs” 
(studio facilities were included in 
this in nearly every case) is the 
basis on 37 stations. The policy 
of the 15 remaining stations was 
not ascertainable. 

Charles A. Batson, assistant di- 
rector of the broadcast bureau, di- 
rected the compilation of this re- 


port, which is being forwarded to 
NAB members with TV stations, 
construction permits or applica- 
tions. 


1949 TV TIME COSTS 
PUT AT $30,000,000 


PHILADELPHIA—Time expendi- 
tures by television advertisers this 
year will total $30,000,000 or three 
times the 1948 figure, Joseph B. 
Elliott, vice-president in charge of 
RCA Victor consumer products, 
has predicted. 

“The estimated 1949 dollar in- 
vestment in television servicing 
and service facilities is $90,000,000 
in installation and service charges, 
$22,500,000 in antenna sales and 
$20,750,000 in accessory sales,” he 
said in a talk before the American 
Institute of Banking here. 

Approximately 2,300,000 TV re- 
ceivers will be manufactured in 
1949, Mr. Elliott continued. He es- 
timated that 3,100,000 sets will be 
produced in 1950 with a retail 
value of $700,000,600. 


NAB Board Votes 
to Keep Control 
Over Ad Bureau 


(Continued from Page 1) 
portedly was asking for $250,000 
for 1950. 

The board proposed that BMB 
be reorganized on a stock basis, 
with a board composed of repre- 
sentatives of advertising agencies, 
advertisers and broadcasters. 

Its action in moving for the ter- 
mination of BMB as presently or- 
ganized applies to future surveys. 
The second nationwide study of the 
radio audience has been completed 
and is currently being tabulated 
for release shortly after Christmas. 

At present, BMB is jointly di- 
rected by NAB, the American As- 
sociation of Advertising Agencies 
and Association of National Ad- 
vertisers. 


@ The second audience survey was 
completed with the assistance of a 
$75,000 loan, under the direction 
of Dr. Kenneth H. Baker, who was 
granted a leave of absence from 
his post as director of research 
for NAB. 

The board’s decision to keep the 
Broadcast Advertising Bureau in 
NAB reflected strong sentiment of 
the membership voiced in resolu- 
tions passed at district meetings 
this fall. 

Though it was acknowledged 
that BAB would have a wider field 
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of opportunity if it were cut loose 
from NAB, many board members 
feared that the divorce would make 
NAB membership a lot less at- 
tractive. 

In postponing any budget 
changes until February, the di- 
rectors bowed to the fact that 
NAB has barely held its own on 
income despite a gain of 32 new 
television and 78 new radio mem- 
bers in recent weeks. At the same 
time, the association has suffered 
many important losses in member- 
ship. 


ADA Sets Meeting Date 


The American Dairy Associa- 
tion’s executive committee has sit 
March 27-28 for its 1950 annu:! 
meeting, to be held at the Morrison 
Hotel, Chicago. The committee 
plans a study to develop a “com- 
pletely new half-pound package” 
for butter. 


Appoints Piedmont Agency 

Piedmont Advertising Agenc., 
Salisbury, N. C., has been named 
as advertising and public relatiors 
counsel for the Keeley Institut:, 
Greensboro, N. C. 


Worcester’s Wondrous Twins: High Buying 


COUNTY 
Gets an 


Power and Intensive Newspaper Coverage 


WORCESTER 7 


eicaieny as well as industrially, 
Worcester stands high on the list of the nation’s 


major markets. 


In apple production alone, 


Worcester fruit growers, with a record harvest 

of 1,086,617 bushels, added over $2,000,000 
this year to Worcester’s high buying income. 
Worcester ranks 21st* among the nation’s counties 


in Apple Harvest. 


Advertisers find that the key medium to reach this 
prosperous, diversified market is the Worcester 
Telegram-Gazette, the newspapers that completely 


blanket the area. Daily circulation in excess 
of 140,000. Sunday over 100,000. 


*Source: U. S. Dept. of Commerce. 


Vee TELEGRAM GAZETTE 


WORCESTER, MASSACH USETTS 
GEORGE F BooTH Publisher - f 
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71 BILLION DOLLAR OUTPUI 


THE PENTON PUBLISHING COMPANY 
PENTON BUILDING — CLEVELAND 13, OHIO 


is produced in 


decisions in those plants. 


the plants 


reached by STEEL 


Your advertising dollars are worth more in 
STEEL because your product story is read by 
100,000 top executives who make the buying 
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Journal’ Ad 
Case in Court 


CLEVELAND—Federal Judge Em- 
erich B. Freed is expected to rule 
in two or three weeks in the U. S. 
government’s anti-trust suit 
against the Lorain Journal (AA, 
Nov. 14). 

He took under advisement -the 
government’s request for a temp- 
orary injunction against the Lor- 
ain, O., paper after a three-hour 
hearing Tuesday on interpretations 
of the Sherman Anti-Trust Act and 
constitutional rights of the Ameri- 
can press, 

The third party in the case, the 
American Newspaper Publishers’ 
Association, argued that the issue 
challenges the “historic concept of 
a press free from prior restraint 
by government.” 


s “Freedom of the press is not the 
issue in this case,” said Victor D. 
Kramer, special assistant to the At- 
torney General. “The question is 
whether the Sherman Act means 
what it was intended to mean: a 
charter of freedom for American 
business.” 

Mr. Kramer said discrimination 
by the Lorain Journal against 
those who advertise with a radio 
competitor has cost Elyria, O., ra- 
dio station WEOL $25,000 in can- 
celed contracts. 

Elisha Hanson, Washington, 
counsel for the ANPA, said the suit 
marks the first time that the gov- 
ernment has gone to court to com- 
pel a newspaper to publish some- 
thing against its wishes. 

“Records will prove,” he de- 
clared, “that in its entire history 
the Federal Trade Commission has 
filed fewer complaints against ad- 
vertisers than one single daily 
newspaper has rejected in a six- 
month period. Yet the government 
now seeks to end this voluntary 
opy-control through compulsion.” 


« The government also charges 
that the Lorain paper has made an 
wgreement prohibiting distribution 
if the Elyria Chronicle-Telegram 
in Lorain. 

The Journal replied that its 
policy was to protect the Lorain 
market, and to build up the mar- 
ket by encouraging local patronage. 
It claims an obligation to readers 
not to use advertisements which 
it deems to be against public in- 
terest. 

Parker Fulton, attorney for the 
Journal, urged the court not to is- 
sue a temporary injunction “di- 
recting behavior” until the case has 
been heard and the government 
charges proved or disproved by 
ev dence. 

To do otherwise, Mr. Fulton 
Said, would be to compel a news- 
paper to do something which it had 
no’ been found guilty of refusing 
to do. 

Affidavits were submitted by the 
go:.ernment from 30 Lorain busi- 
he-s men stating that Journal ex- 
ci tives had threatened them with 
ad ertising contract cancelations if 
thy used WEOL. Samuel A. Hor- 
vit, Journal vice-president, told 
the court that the affidavits were 
“in ceurate and misleading.” 


Bil y B. Van Starts Vanpine 

! illy B. Van, famed vaudevillian, 
wh developed Pine Tree soap in 
19.’ and was in human relations 
wo k during the war, has formed 
Va pine Inc., Newport, N. H., to 
ma<.@ a new pine soap, which he 
‘selling by mail order. 


N? RFD Schedules Meeting 


_ ‘1e National Association of Ra- 

dic Farm Directors will hold its 
‘x h annual meeting at the Stev- 
ns Hotel, Chicago, Nov. 26-27. 


Last Minute News Flashes 


NBBB Warns Against Anti-Histamine Claims 


a 
%' 


NEw YorK—The National Better Business Bureau, releasing its re- 
port on anti-histaminic drugs today, says they have a legitimate place 
in cold therapy, but advertisers should exercise considerable restraint 
and conservatism in claims pending development of more conclusive 
information. The report makes preliminary recommendations as to 
general types of claims and what should be avoided. Specific warnings 


are made against statistical claims based on 
“harmless” claims (although the bureau does not classify anti-his- 
tamines as dangerous), and unqualified doctors’ claims. 


Fawcett Enters Pocket-Size Book Field 


New YorK—Fawcett Publications today (Nov. 21) announced a new 
affiliate, Gold Medal Books, marking the company’s entrance into the 
pocket-size book field. Jim Bishop, former editor of Collier’s and 


insufficient research, 


Liberty, is editor of Gold Medal Books, which won’t publish reprints 


but will specialize in original manuscripts. William C. Lengel, execu- 


tive editor of all Fawcett publications, will have executive direction 


of the department. 


Lorillard to Open Spot Campaign in January 

New YorK—P. Lorillard Co., which will reduce its AM “Stop the 
Music” (ABC) sponsorship from 30 to 15 minutes at the end of this 
year, will break a spot campaign in selective markets in mid-January. 
Local programs, as well as announcements and chain-breaks, may be 
used. Lennen & Mitchell is the agency. 


American Safety Razor to Add Cameras to Line 


New YorkK-—American Safety Razor Corp., which already produces 
razors, blades, shaving brushes and lighters, is making plans to test 
another product—cameras—by the middle of next year. 


Gallup Reports Most Favor A&P; Other Late News 


Dr. George Gallup’s American Institute of Public Opinion today 
reports that two-thirds of Americans have heard of the government’s 
anti-trust suit against the Atlantic & Pacific Tea Co. Of all questioned, 
30% favor A&P, 16% favor the government and 20% have no opin- 
ion. e C. E. Hooper Inc., which has included radio and TV homes in 
his sample for radio Hooperatings, has stopped including TV homes. e 
Philip K. Crowe, formerly with ECA, has joined Van Diver & Car- 
lyle, New York, as board chairman, and the agency becomes Van 


Diver & Crowe. 


Field & Stream’s guaranteed net paid ABC circulation, now 650,000, 
goes to 700,000 with the March, 1950, issue. The ad rate, for a b&w page, 
goes to $2,390 from $2,220. e Bellows & Co., New York, breaks a cam- 
paign for Partners Choice whisky the first of the year with ads in 
American Magazine, Cue, Esquire, Gourmet, Holiday, Life, Newsweek, 
The New Yorker, Time, True and Social Spectator. Once-a-week news- 
paper ads, ranging from 130 to 165 lines, will run in papers nation- 
wide. e The Sunday edition of the Pittsburgh Post-Gazette has been 
sold to the Hearst-owned Pittsburgh Sun-Telegraph. 

Controlled Circulation Audit on Friday elected A. L. Davis, Worth- 
ington Pump & Machinery Corp., president; Richard S. Hayes, Oakite 
Products Inc., vice-president; Carl H. W. Ruprecht, Underwood Corp., 
secretary, and T. Norman Tveter, Erwin, Wasey & Co., treasurer. The 
members referred to the board the National Industrial Advertisers As- 
sociation’s request for single audit of business papers, restriction of 
membership and merger of business paper auditing with that of Audit 
Bureau of Circulations. e Robert E. Dunville, formerly v. p. and gen- 
eral manager, Crosley Broadcasting Corp., has been elected president, 
succeeding James ). Shouse, who remains board chairman and be- 
comes a member of the executive committee of Avco Mfg. Corp. e Sta- 
tion WNEW, New York, has been sold for more than $2,000,000 to a 
group headed by William S. Cherry Jr., president of WPRO, Provi- 


dence. 


Grove Launches 
Antamine Drive 
in Newspapers 


New YorK—The field of con- 
tenders for anti-histamine suprem- 
acy widened last week as Grove 
Laboratories, St. Louis, kicked off 
its newspaper campaign for Anta- 
mine in St. Louis and Kansas City 
and Bristol-Myers Co. raced 
against time to get Resistab under 
way (AA, Nov. 14). 

Grove will spread its newspa- 
per campaign throughout the coun- 
try as soon as distribution of An- 
tamine reaches a national scale. 
Frank Bell, Grove’s vice-president 
in charge of sales, told AA the 
company expects to complete ini- 
tial distribution by Dec. 1. Pro- 
duction of Antamine is proceeding 
at 1,000,000 pills a shift, and Grove 
is working a round-the-clock day 
of three shifts. 

Antamine will get radio pro- 
motion on the “Shadow” over 400 
Mutual affiliated stations. In addi- 
tion, Grove has plotted a coopera- 
tive campaign with drug chains all 
over the country. 

The company has set up produc- 
tion and distribution of Antamine 
as a separate operation, apart from 
Grove’s Bromo Quinine, Grove’s 


cold tablets, and Grove’s Four- 
Way cold tablets. Sullivan, Stauf- 
fer, Colwell & Bayles, a new agency 
for Grove, has been picked for the 
Antamine campaign. 

Shipments of Antamine are leav- 
ing St. Louis by air express. 

Commenting on the advent of 
anti-histamines in the proprietary 
drug field, Mr. Bell said: 

“I feel that the introduction of 
anti-histamines will give a new 
impetus to the sale of all cold med- 
ication and that promotion of the 
new cold preventives will be 
helpful for the entire cold field.” 


s Bristol-Myers Co., meanwhile, 
was readying a campaign for its 
cold preventive through Ken- 
yon & Eckhardt, but was reluctz it 
to give details and even was coy 
about disclosing that the B-M en- 
try will be called Resistab. 

Distribution of Resistab is far 
from national, and probably won’t 
be on that basis until after the 
campaign breaks. 

Newspaper copy for Resistab re- 
portedly will break next Monday 
and will be followed by spot radio 


announcements in metropolitan 
areas. 
Anahist Co., Yonkers, N. Y., 


sharpened its advertising campaign 
for Anahist by purchasing the 
Thursday night mystery drama, 
“Counter-Spy,” over a lineup of 
60 American Broadcasting Co. sta- 
tions. Anahist will take over the 
show Dec. 1. 


MISTER PLUS—Mutual Broadcasting Sys- 
tem will use this alerting figure to call 
the signals in an all-out drive to sell 
MBS on the basis of its “differences.” 


Radic Makers Plan 
TV Group to Advise 
FCC on Color Video 


New YorK—Radio Manufactur- 
ers Association will establish an 
industry-wide “National Television 
System Committee” to propose 
basic standards for color television 
and frequency expansion to the 
Federal Communications Commis- 
sion. 

The industry group announced 
this plan last week at its fall con- 
ference. R. C. Cosgrove, RMA pres- 
ident, recalled that a similar in- 
dustry committee in 1941 drafted 
and recommended standards for 
the present black-and-white tele- 
vision. The commission will hold 
comparative tests for various color 
TV systems in February. 

Leading television and electron- 
ics engineers will comprise the 
committee, which will include non- 
RMA members. 

A special committee was ap- 
pointed to work with a National 
Association of Broadcasters’ com- 
mittee on a study to determine vi- 
deo’s effects, if any, on sports gate 
receipts. A sample survey of the 
potential television market in cities 
not yet serviced by sight and sound 
broadcasting also was authorized. 


FCC OPENS TWO-DAY 
TEST OF COLOR VIDEO 


WASHINGTON—Breakfast foods, 
canned goods and cigaret packages 
will be among the props paraded 
before the cameras Monday as the 
Federal Communications Commis- 
sion opens a two-day competitive 
test which pits color TV systems 
proposed by CBS and RCA against 
existing black and white. 7 

The staples are featured in a 
portion of the Monday afternoon 
program in which CBS seeks to 
demonstrate the superior commer- 
cial potentialities of color. Earlier, 
FCC will see boxing or wrestling, 
an interview program, test patterns 
and a chorus of singers. 

On Tuesday, the program in- 
cludes a variety show, puppets, 
drama, film, slides and a women’s 
program with cooking, fashions, 
makeup and flower arrangements. 

Additional competitive tests are 
scheduled in February, when a 
third color system, proposed by 
Color Television Inc., San Fran- 
cisco, will be shown. 


Variety Store Showroom 
Planned for Chicago 


The National Association of Va- 
riety Stores Inc. has announced 
plans to set up a new showroom 
Jan. 1 in the Merchandise Mart, 
Chicago, for manufacturers who 
do not now occupy their own space 
in the Mart. 

The new showroom will re- 
semble a typical “five-and-ten” or 
variety store, and will display 
items in the 5¢ to $5 price bracket. 
The association’s present offices at 
1436A in the Merchandise Mart 
will be incorporated in the variety 
store showroom. 


Ban on Liquor 
Displays Brings 
Heavy Protest 


New YorK—Advertising men 
and printers tomorrow (Nov. 22) 
take their swing at the New York 
State Liquor Authority’s ban on 
point of sale advertising (AA, Nov. 
14), when the authority holds a 
hearing for non-industry groups 
at its headquarters here, 270 Broad- 
way, at 2 p.m. 

Representatives of the liquor and 
beer industry attacked SLA’s move 
—repealing a regulation permitting 
use of advertising specialties, and 
proposing drastic restriction of dis- 
plays—at a hearing in Albany Nov. 
14. 

Speaking at that hearing, Max 
Halpern, of Schenley Distillers, la- 
beled the ban a potential bludgeon 
against the liquor and beer indus- 
try throughout the country. 


a This was but one line of attack 
faced by SLA, confronted by a 
solid wall of opposition. Some 150 
men attended the hearing, repre- 
senting brewers, distillers, wine 
growers, retailers, tavern owners 
and brewery workers. 

As a distiller remarked, “It was 
the first time since repeal that the 
brewers and distillers were in per- 
fect accord.” 

A statement presented for 30 of 
the 34 brewers in the state made 
a lengthy appeal for the contin- 
uance of advertising specialties be- 
cause “they are a necessary part 
of a brewer’s advertising campaign 
whether or not the campaign uses 
radio, newspapers and similar me- 
dia.” 


s Distillers held that use of ad- 
vertising specialties is common 
practice in other industries and 
that there was no reason why the 
New York state liquor industry 
should be singled out for such re- 
strictions. A distiller representative 
also said that the proposed re- 
striction of displays amounted to 
a censorship of advertising. 

Just what impact the hearing 
will have on SLA probably won’t 
be known until the end of the 
month. SLA tomorrow listens to 
protests from non-industry spokes- 
men representing advertising men, 
point of purchase display makers 
and any other factions interested. 

Still in the forefront of the op- 
position, Point of Purchase Adver- 
tising Institute last week sent a 
directive to its members calling on 
them to send a letter or wire of 
protest to SLA. PoPAI, as well, 
continued to prod other advertising 
groups, and interested unions, to 
voice more objection to the ruling. 

American Association of Adver- 
tising Agencies is filing a protest 
with SLA which will oppose the 
rulings as unnecessary and un- 
sound in that they restrict adver- 
tising of a lawful service. 


s Advertising Federation of Amer- 
ica has also filed an objection, 
saying: “We have no interest in 
liquor sales—our members con- 
cerned in that are very few in com- 
parison with our members in other 
lines of business. But it is our 
viewpoint that any product which 
can lawfully be made and sold 
should be allowed to advertise by 
all legitimate methods so long as 
that advertising keeps within the 
bounds of good taste and truth.” 
The Allied Printing Trades Coun- 
cil has also lodged a vigorous pro- 
test with SLA. “If necessary, we'll 
bring the matter to the attention of 
the government,” Louis F. Donato, 
executive secretary, said. The 
council’s formal protest contends 
that some 50,000 printing workers 
are concerned with the ruling’s 
| repeal. 
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‘Cosmopolitan’ Art 
Show Draws Many 


Cuicaco—A remarkably inter- 
esting collection of magazine art 
published by Cosmopolitan is on 
display at Kling Studios at 601 N. 
Fairbanks Ct., and advertisers and 
agency men in large numbers 
have been viewing it. 

The show, arranged by A. S. 
Vinnedge, western manager of the 
magazine, opened Nov. 10 with a 
cocktail party attended by many 
of the Chicago elite in the adver- 
tising world. Present also were 
Harry Dunlap, publisher; Frank 
Eltonhead, art director, and Alex 
Ross and Coby Whitmore, illustra- 
tors. 

The original paintings and draw- 
ings are displayed, together with 
their reproduction in the maga- 
zine, thus demonstrating the high 
standards of design and production 
maintained by Cosmo. 

The exhibit will continue until 


Nov. 30. No announcement has 
been made regarding possible 
showing of the exhibit elsewhere. 


Gillespie Names Fairfax 


Gillespie Varnish Co., Jersey 
City, N. J., manufacturer of Bull 
Dog paint remover and Gillespie 
paints, has appointed H. W. Fair- 
fax Advertising Agency, New 
York, to handle advertising in 
newspapers, television and busi- 
ness papers. 


Switches to Parkin Agency 


Gyroducing Salons, New York, 
has appointed Parkin-Wilbur, New 
York, to handle its advertising and 
sales promotion. Newspapers, di- 
rect mail, and radio will be sched- 
uled. Gunn-Mears formerly han- 
dled the account. 


Joins ‘Newsweek’ Statt 


Robert D. Campbell, previously 
with Macfadden Publications, has 
joined the West Coast sales staff 
of Newsweek, with headquarters 
in Los Angeles. 
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ocycle frequency, and its 5000 watts of power, 


KFYR 


550 KC 5000 WATTS 
NBC AFFILIATE 
BISMARCK, N. DAK. 


S 


located in an area noted for its excellent ground 
conductivity. And also noted for its farm income! 
Add 24 years of listener loyalty to these facts, 
and you'll see why KFYR is your best buy. Ask a 


John Blair man. 
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You need KFYR with its choice 550 ki 


Special Techniques 


of transparencies to assure 


600 WEST VAN 
CHICAGO 7, JILL. 


© veciat techniques are necessary for the reproduction 


detail. Avail yourself of the services of a “know-how” 


organization ... Dot Engravers Inc. 


(sence wears 


clean sharp color value and 


Color | 
Process Plate 


Specialists 


BUREN STREET 
STate 2-5367 


Advertising in the Test Stage 


Insurance Policies 
for Hounds Offered 
by Thanks Dog Food 


Sat LaKe Crry—With Lloyds of 
London underwriting the policies, 
Thanks dog food is being intro- 
duced in this market with the of- 
fer of free life insurance for any 
pooch whose owner buys the pro- 
duct faithfully. 

The dog owner buys the dog food 
and fills out and sends in a cou- 
pon attached to the can. The policy 
is sent to him without further cost, 
but to keep it in force he must 
pay the “premiums” by sending in 
12 stamps per month from Thanks 
cans. 


ws The company, which is using 
an across-the-board spot campaign 
on the morning Emerson Smith 
show over KDYL for the test, be- 
lieves this is the first time that 
dogs have been insured in mass 
numbers. Policies pay $25 for 
cross-bred hounds, and up to as 
much as $50 for thoroughbreds. 

Accidental death of any kind is 
covered by the policies, and the 
company is offering a $250 reward 
for the arrest and conviction of 
any dog poisoner. 


AMMONIATED PASTE 
TESTED IN 3 CITIES 


Cuicaco—Frederick Herrschner 
Co. is conducting a _ five-week 
newspaper test campaign for its 
Formula 19 ammoniated toothpaste 


in Quincy, Peoria and Springfield, 
Til. 

The paste has been distributed 
to dentists through ethical chan- 
nels for some time. The present 
campaign marks the initial pro- 
motion of the product directly to 
consumers. 

Ninety-line, reader-style inser- 
tions are scheduled to run three 
times weekly in dailies in the three 
cities from Nov. 14 through Dec. 16. 

Future plans for consumer pro- 


results of the test. 
Allan Marin & Associates directs 
the account. 


VAN PATTEN USES DAILIES 
FOR NEW COLD PREVENTIVE 


Cuicaco—Van Patten Pharma- 
ceutical Co. is using a series of 
small newspaper test advertise- 
ments in eight cities to promote 
its new entry in the cold pre- 
ventive field, Eazamine. 

The product “is not at this time 
classified as an anti-histamine,” 
according to William S. Shaw, 
vice-president, who said Van Pat- 
ten isn’t at all sure whether it 
wants Eazamine so classified. It 
believes the new drug superior to 
the flood of anti-histamine pro- 
ducts now on the market, he ex- 
plained. 

Eazamine contains a new pat- 
ented ephedrine complex, Ethyl- 
yne-D, plus the ATC formula used 
in many cold remedies. Through 
Street & Finney, Van Patten 
started a series of test newspaper 


ads of 50 lines or less, early in Oc- 


motion will depend entirely upon | 
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tober, in Scheneciady and Bing 
hampton, N. Y., Wilkes-Barre an 
Harrisburg, Pa., Dayton, O., For 
Wayne, Ind., Rockford, Ill, an 
Tulsa. The product has 100% dis 
tribution in the test cities, Mr 
Shaw said. 


Harrington Agency to Become 
Division of Richards Agency 


Harrington, Whitney & Hurst 
San Francisco and Los Angele: 
agency, on Jan. 1 will join Fletche: 
D. Richards Inc., New York anc 
Chicago. The West Coast agenc) 
/will operate under the name o' 
Harrington-Richards, division o0' 
Fletcher D. Richards Inc. Ther 


E. |. Harrington F. D. Richards 


will be no change in clients, loca- 
tions or personnel. 

Fletcher D. Richards is president 
of Fletcher D. Richards Inc. Eu- 
gene I. Harrington, president of 
Harrington, Whitney & Hurst, will 
head the West Coast operations and 
will be made executive vice-pres- 
ident and a member of the board 
of directors of Fletcher D. Richards 
Inc. 


Hermitage Names Waterston 


Hermitage House, New York 
book publisher, has appointed Wa- 
terston Co., New York, to handle 
its advertising. 
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BIG FOLEY’S 


Foley’s, Federated Department Store in 
Houston, is now acclaimed as the country’s 
most modern retail plant, but to Houston- 
ians and South Texans, the name of Foley’s 
has been a family byword for 49 years. 


*First in Food and Department Store Linage. 


food advertiser. 


HOUSTON ADVERTISERS KNOW HOUSTON 


é* Fick the 


POST: 


BIG WEINGARTEN’S 


From a modest beginning in 1901, Wein- 
garten’s has grown with Houston. Today, 
this grocery firm operates 22 busy super- 
markets, ranks as America’s largest retail 


National Representatives 
* 
RALPH W. RUNNELS 
Advertising Director 
os 


DAVID R. HAWORTH 
National Advertising Mgr. 


BURKE, KUIPERS & MAHONEY, INC. 
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Federal Reserve Figures on Department Store Sales 


\VASHINGTON—Department store 
ex-cutives are breathing easier this 
week as retail stores finally turned 
up vard. 

Most stores had planned on a 
cood Christmas business because 
f the buying spurt around La- 
bor Day, and had boosted holi- 
day orders on that basis. 

jut with the coal and steel 
trikes, buying fell off in almost 
hil of the 12 Federal Reserve dis- 
tricts. Even the settlement of the 
eel strike, however, did not have 
much influence on sales—until the 
week ended Nov. 5. 

Principal reason for concern is 
he fact that summer buying hov- 
rs in the range of 200 to 250 on 
he index (1935-39 equals 100). In 
he period from Thanksgiving to 


DEPARTMENT STORE 


SALES INDEX. 


1935-39 EQUALS 100 


Week to Nov. 5, ’49*..p314 
Week to Nov. 6, ’48*...320 
Week to Oct. 29, ’49*...297 
Week to Oct. 30, ’48*...319 
Month of August, ’49...237 
Month of August, '48...259 


hristmas, however, sales usually 
ise from about 350 on the index 
0 550. 

Thus if consumer buying is only 
% off during the holiday rush, 
he decline is as important as a 
rop of 10% or more during the 
ummer. 

Now, however, the dollar volume 
{retail sales appears to have im- 
roved. On the Federal Reserve 
bard tally for the week ended 
v. 5, a number of cities and dis- 
cts show gains in dollar volume 
scompared with the same period 
st year. 

In the top of the list is Syracuse, 
» 24%. Second city is New Or- 
ans, up 13%, followed by Colum- 
s, up 10%. 

However, the West Coast cities, 
th which sales continued strong 
wing the strikes, reported de- 
ines during the week. Los An- 
tles, for example, was off 15% 
nd Portland was down 13%. 


pPreliminary. 
*Not adjusted seasonally. 


% Change from 1948 
Jan. Mo. Wk. 


American Stove 


Names Krupnick 


Sr. Lours—Krupnick & Asso- 
-|ciates has been chosen to handle 


the advertising of American Stove 


San Antonio 6 5 


San Francisco District. —z —z —13|Co., here, Tom Gibbons, advertis- 
Los Angeles Area ... —1? —!\ —1} | ing manager, announced. The com- 
San Francisco ........... —2 —5 -—2,pany makes Magic Chef gas ranges 
BINGE. Decinttictetinnioccsoows —9 -—9 —13 
tin...  — and other heaters, ranges, etc. 
0” pS Beste a —2 —6 -—8] No announcement of the ad- 


vertising budget was made but 
Mr. Gibbons says it “will be the 
largest in the company’s history.” 

Media will be decided by the 
new agency. 

Although some 50 agencies so- 
licited the account, the manufac- 
turer early eliminated all but 12 
St. Louis agencies from bidding. 

Meldrum and Fewsmith, Cleve- 


*Data not available. 


Ryding to Open PR Office 


Reuben Ryding has resigned as 
publicity director of J. L. Hudson 
Co., Detroit, to open his own pub- 
lic relations office in Detroit, ef- 
fective Dec. 31. The Hudson store 
will retain Mr. Ryding’s company 
as public relations counsel. 


‘Co. and Mobile Paper Mill Co., 
Mobile, Ala., has established his 
own agency, Chas. E. Courtney Ad- 
vertising, with offices in Spring 
Hill, Ala. 


land, was the agency until Ameri- 
can Stove, which had maintained 
advertising offices in Cleveland, 
decided to consolidate all execu- 
tive offices at St. Louis headquar- 
ters (AA, Nov. 14). 


Names Publicity Unlimited 


Art Book Club, New York, has 
appointed Publicity Unlimited, 
New York, to handle advertising 
and publicity. Media plans include 
national magazines and business 
papers for a small-space schedule, 
and. a direct mail campaign. Wat- 
erston Co. previously handled the 
account. 


ORTHWEST 
EWS FLASHES 


as ciin etidinn taaesiilil 
and Coal Deoler Publications 


@ 4200 Dealers Serving 
@ 10 million persons 
@ 3 million farm population 


Blanket coverage lowa, Minne- 
sota, North and South Dokota, 
Montana, Wyoming, Wisconsin. 


1013 Fourth Ave. So., Minneapolis 4, Minn. 


Courtney Forms Own Agency 
Chas. E. Courtney, for the past 

five years advertising and public 

relations director of Donhart Sales 


Federal Reserve to of Nov 
Distriet and City Aug. Sept. 5 
UNITED STATES ........... —F§ —-— —2 
Boston District —_ —-1 1 
New Haven ...... —4 —f 3 

et 1 —2 1 

Springfield ... —3 —7 —7 

PrOVIGONCE  ......c0sssereere0- —6 —10 0 

‘ew York District ........ —-—s —-— —4 
Newar —9 -—-4 —3 

BULEATO — oseeeseseees —1 -3 -—5 

I York —9 -6 —5 

Rochester —8 —7 —1 

Syracuse 7 1 24 

Philadelphia District — -—§ —2 
Philadelphia ................. —5 —7 —2 
leveland District — —12 —3 
yg remand —5 —15 —2 
oo eae —7 —12 3 
ne —4 —10 —3 
OO] IEEE ¥ cassccidiewenasives —3 —12 10 
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JE SS eee 3 —5 8 
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New Orleans ...........-..- 3 -—6 13 

a, anne —s —-8 —3 

hicaso District ............ —i —1 1 
re eeeesons —§ —l 5 

Ind ynapolis __....... —3 —s 1 

Te =e —7 —4 -5 

Mil aukee .......... —8 1 —5 

‘ Louis District — —8 2 
Litt Rock wc. —3 —13 1 

Lov sville ..... —3 -8 8 

St. Louis ....... —7 —9 4 
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Sunsweet Sells Prunes Wi 
Spot Movie Ads in Theatres 


Agency: Long Advertising Service 


ry Ps Nhe r 
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“QUICK “ENERGY” 


NEW STAR who sells as he amuses is now appearing on the screens 
of leading movie theatres from coast to coast. He’s “Sunny Sweet,” 
star of the Technicolor Cartoons used by California Prune and 
Apricot Growers Association to sell Sunsweet “Tenderized’ Prunes 
to the housewives of America. 


EVERY MOVIE TECHNIQUE can be used in Spot Movie ads to 
dramatize, punch home your selling message. You can use colon 
cartoons, color photography, or black and white cartoons or photog- 
raphy. You can have special effects, dramatized or animated displays. 


ATTENTION ADVERTISING EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or 
write for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 


MoviE ADVERTISING 


Producer: All-Scope Pictures, Inc 
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SUNSWEET CARTOONS are like the regular Hollywood cartoon ‘ 
shorts. They're a part of the regular program. That means virtually 

undivided attention of the movie audience. On these relaxed, recep- 

tive prospects, Spot Movie Ads do a three-way selling job — by sight, 

by sound, by action. 


SPOT MOVIE ADS can be spotted in selected theatres in selected 
markets or used coast to coast in over 13,000 theatres. They can 
feature your local distributors or dealers. And Movie Advertising 
Bureau Members can handle all details for you. 


NG BUREAU 


NATIONAL OFFICES 


NEW YORK CHICAGO 
70 E. 45th St. 333 N. Michigan Ave. 
° @) Phone: MUrray Hill 6-3717 Phone: ANdover 3.3022 


KANSAS CITY CLEVELAND 
2449 Charlotte St. 460 Leader Bidg. 
Phone: Harrison 5840 Phone: Main 9333 


NEW ORLEANS 
1032 Carondelet St. 
Phone: Magnolia 4545 


SAN FRANCISCO 
870 Market St. 
Phone: YUkon 6-6164 

MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 
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Sun Clothes - FIGURE CONTROL Swim Suits 


Accurate “ ‘ .— /, - . & | ee 
Reproduction. | CENTRALLY - § @ ’ Dependable 
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for Economical Distribution 


o» The Beer that made 
wae, Milwaukee Famou 


GASOLINE | 


STANDARD 
OL 


EDWARDS & DEUTSCH | 


CHICAGO wi 
Producers of Quality Posters for over 50 years av 


NEW YORK - LOS ANGELES - ATLANTA - SAN FRANCISCO - DETROIT - BUFFALO - DALLAS - AKROME 
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